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Abstract
Since the reinstitution of multi-party democracy in Zambia, the media landscape has been
liberalized. This also meant access to different sources of information improved dramatically.
This helped stimulate lively debate on current affairs and politics amongst Zambians. However,
during recent years the media became increasingly perceived to be polarised with media houses
blatantly choosing sides, i.e. being clearly pro-government or clearly pro-opposition. Some of the
leading media houses seem to have abandoned all pretext of fair reporting to support their chosen
party. This also makes it difficult for the general public to make objectively informed choices
and decisions in national elections.
It was against this background that this study was undertaken to evaluate media content before,
during, and after the 2011 general elections in Zambia. The study sought to investigate what
messages the Zambia National Broadcasting Corporation (ZNBC), MUVI TV, Times of Zambia
and The Post provided for voters in the run-up-to the 2011 general elections so as to establish
whether there was a relationship between the way media covered the electoral process and the
way citizens voted. To achieve this goal, the study utilized the triangulation method. A total of
100 respondents were interviewed and 377 pieces of news were collected for quantitative data.
The study also examined civil society perceptions towards the coverage through in-depth
interviews. The central hypothesis of this research is that the polarisation that characterised
media coverage of the electoral process in Zambia did not favour the electorate who might have
had to rely on media representations of the various political parties as a basis for their political
choices.
The research established that most media content had low quality and depth of coverage of the
electoral process. This was reflected in most content that had more verbatim quotes from sources
lacking in-depth follow through, analytical and researched information to help the electorates in
deciding on political candidates. Added to this were the low levels of policy and impact
information in content presented in the media. Much of the content further showed a bias
towards certain political parties apparently preferred by media outlets. This was evident in the
numbers of sources from particular political groupings, consistently dominating over long
periods of media coverage. On a positive note however, the research uncovered evidence which
showed that the media kept personalities based news to minimum levels of approximately 2% of
the news during the campaign period.
The implications of this research are clear. The media’s coverage of the 2011 elections was
driven by the political allegiances of the public and private media.
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CHAPTER ONE
INTRODUCTION TO THE STUDY

1.0 Introduction
This chapter introduces the nature of this study by bringing out its background, statement of the
problem, purpose of the study, objectives, research questions, study site, rationale of the study
and its limitation. It provides both the political context background as well as the state-media
relations as they have evolved over time.
1.1 Overview
The study was an evaluation of the media content during the 2011 general elections in Zambia.
To this end the study sought establish whether there is a relationship between the way media
covers the electoral process, prior, during and after elections and whether this influences the way
citizens’ vote in an election. The study was undertaken between August and November 2011.
This study occurred at a time when there was enormous interest in the influence of the media
during the build up to the 2011 general elections in Zambia. During recent years, the media in
Zambia had been perceived to have become increasingly polarised with media houses blatantly
choosing sides i.e. being clearly pro-government or clearly pro-opposition. A certain amount of
partisanship is normal but unfortunately some of the leading media houses seem to have
abandoned all pretext of fair reporting to support their chosen party. This is already curtailing the
flow of reliable, substantial and credible information to the Zambian public.
Along with the perceived polarisation of some of the leading media houses, another worrying
trend had become notable. There had been a consistent move away from reporting on real issues,
policy content, towards focusing on personality content and the increasingly shrill sound bites of
different politicians.
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1.2 Background of study
1.2.1 Geo-political history
Zambia is a country that is located in Southern Africa between the geographical coordinates of 8
and 18 degrees south latitude and between 20 and 35 degrees east longitude. The country covers
a total area of 752,614 square kilometres which is about 2.5 % of Africa. Of this, land covers a
total of 740,724 square kilometres while the remaining 11,890 square kilometres is covered by
water.
At the time of writing the research, the country was administratively divided into ten provinces
and more than 72 districts. Of the nine provinces, two are predominantly urban, namely Lusaka
and the Copperbelt provinces. The remaining provinces-Central, Eastern, Northern, Luapula,
North-Western, Western, Muchinga and Southern-are predominantly rural
Zambia’s political history can be divided into three distinct periods. The first one covers the preindependence period while the post-independence between 1964 and 1991 was the period under
Dr Kenneth Kaunda as the first republican president. Within his reign, there was the first
republic with plural politics and relative media freedom (1964-1972) and the second republic,
one party system (1972-1991) during which period media state relations became that of horse
and rider. The media was basically made to be a propaganda tool, used as a mouthpiece for the
ruling party then, United National Independence Party, UNIP and its government. The first and
second republics were grouped together for purposes of this study as the state policies with
regard to state-media relations remained the same or deteriorated despite the transition. This is
because the humanism brand of socialist ideology still reigned supreme in the land. The media
was under full state control during this period. Under this political regime, the media in Zambia
was naturally expected to cover the government in good light in all matters especially when it
came to elections and state policies and programmes. The third republic which commenced in
1991 was the re-democratisation of the nation. This period saw the easing of some of the
restrictions the media experienced in earlier years. A more detailed discussion in terms of media
state relations of these periods follows:
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1.3 History of the media-state relations in Zambia
1.3.1 Media-state relations before independence
In Zambia, the first newspaper was started early in the 1900s while the first radio station was
started by the colonial government in Lusaka in 1941 and was established to serve Africans in
Zambia and Malawi. But more importantly to note was the timing of the coming of radio during
the years when World War II was still on, as this marked a revolution, (Kasoma, 1986; 52).
African families who had relatives fighting in the various battle fronts were able to hear the
British side view of the war news. They also got other information about the country from the
colonial government’s point of view. The station also provided Africans with educational
information that they needed in order to lead better lives. The basic reasons for setting up radio
by the colonial and federal governments were to educate the people, entertain the people with
music to soothe them out of their political troubles and for advertising consumer goods such as
groceries. The media then was nothing more than a channel of communication by the colonialist
to the colonised population. In this context, the people had no input into its operations and its
influence was difficult to measure especially in political terms as there were limited political
freedoms that included lack of universal suffrage. People were just told what was happening or
what was to be done and it did not matter whether they were in agreement or not, the government
would still do as it pleased.
1.3.2 Media-state relations under President Kenneth Kaunda
The Kaunda government, just like the colonial government perceived the media as a tool of
communicating government information and activities to the people. In addition, Kaunda
regarded media as a tool for national building and uniting all the 73 tribes of the Republic of
Zambia. Further, the media was perceived as a facility for political power consolidation and as
an instrument for national development programming.
Media was also seen as an “instrument for telling people positive news about mainly what
government officers, particularly the president were saying or doing in form of speeches by
Kaunda and his ministers,” (Kasoma, 1998; 111).
It is in this period that the media in Zambia was wholly owned and controlled by the state.
Private or liberalized media was not allowed as it was assumed to be politically not desirable or
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feasible to allow divergent views on the important national matters that would threaten the “One
Zambia, One Nation” unity advocated for by Kaunda’s government. Economically as well,
people had neither the resources nor the experience to be able to set up private media that would
be profitable and offer an alternative view of things at the same time. Only the church had been
allowed to run private owned media, namely The Mirror Newspaper and the Ichengelo
magazine. They had been allowed because the information published only bordered on matters of
faith.

1.3.3 Media-state relations under President Frederick Chiluba
Media operations under the second Republican President Frederick Chiluba were not so different
from Kaunda but unlike him, Chiluba’s government was concerned with what it called ‘cleaning
the image of the country’ and the MMD government, it claimed, was being tarnished by the
private media particularly the independent newspapers.
However, “it was in Chiluba’s time as president, during the advent of multiparty politics in
Zambia in the 1990s that media, which had up till then been the preserve of the government, was
liberalized with the introduction of the Telecommunications Act of 1994 which established the
Communications Authority of Zambia (CAZ),” (Chirwa, 2000). This institution has since been
transformed into the Zambia Information and Communications Technology Authority (ZICTA).
This body is responsible for the supervision and control of radio communications, the approval
of broadcasting sites, and the allocation of broadcasting licenses to private broadcast operators.
During the same period, financial pressures on state broadcasters, combined with local and
international lobby groups’ pressure, prompted African governments, including Chiluba’s
government to open the airwaves to private operators. It is within this breath of economic and
political liberalisation that other media such as private newspapers and radio stations were let to
proliferate and change the media landscape of the country forever.
It is within this context of developments that the private media that includes radio stations and
newspapers have sprouted across Zambia. The political and economic developments that had
been obtaining in Chiluba’s time continued more or less the same under the late President Levy
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Mwanawasa’s era and radio stations have continued to flourish. In the Mwanawasa period, an
interesting phenomenon was the rapid emergence of community radio stations that have
revolutionized the way media-state relations are shaped as coverage of politics and especially
elections carried a more localized tone than when there was only national media operating from
the centres of power and other major towns in the country.
Until the time of President Rupiah Band’s regime (2008-2011), it was largely held that the state
owned media supported the government agenda and augmented their campaigns. It was believed
that coverage of political news was biased towards the government. On the other hand, the
private owned media was considered to have been siding with the opposition political parties.
The argument that the government owned media which also had the widest coverage in the
nation supported the government agenda was said to have been one of the reasons why it had
perpetually been difficult to dislodge the sitting government at the time.
1.4 Statement of the Problem
Issue based campaign coverage in the Zambian media that include Zambia National
Broadcasting Corporation, MUVI TV, Times of Zambia and The Post was still a challenge as
most of it still focused on personalities. The problem that was being investigated was that in spite
of calls for a shift; there was perceived scarcity of objective and issue-based political campaign
news content in the media before, during and after elections in Zambia.
The problem was that it was not known what effects non issue based political messages in the
media had on the electorates and why political players as well as media houses concentrated on
non-issue based news content.
1.5 Rationale of the study
The first apparent rationale for this research was to fill the knowledge gap that seemed to exist in
the Zambian context to establish what relationships exists between media political coverage and
voting patterns by the people.
As such, this study sought to fill or satisfy this perceived research deficit. To the best of the
knowledge of this researcher, modest or no research had been conducted in this field in the
Zambian context, hence the motivation.
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This study was also an attempt to interrogate the role of the media in the coverage of national
politics and political players especially before, during and after the 2011 Zambian general
elections periods.
The study, through its findings and recommendations, was also to be used as a basis of engaging
the media in a more productive manner whereby it is actively and objectively involved in
electoral issues right from the start of a campaign period through to the aftermath of an election.
This was to ensure that issues that affect people are addressed during campaigns and reported by
the media.
1.6 Main objective
To investigate what messages Zambia National Broadcasting Corporation (ZNBC), MUVI TV,
Times of Zambia (TOZ) and The Post provided for voters in the run-up-to the 2011 general
elections so as to establish whether there was a relationship between the way media covered the
electoral process and the way citizens voted.
1.6.1 Specific objectives
i.

To establish whether information from ZNBC, MUVI TV, TOZ and The Post Newspaper
about political candidates reached voters;

ii.

To establish whether ZNBC, MUVI TV, TOZ and The Post’s coverage of political

campaigns influenced voting patterns;
iii.

To establish what issues ZNBC, MUVI TV, TOZ and The Post considered major/important
during the election campaigns;

iv.

To examine the public’s perception of ZNBC, MUVI TV, TOZ and The Post’s political
content;

v.

To establish whether the sampled media follow up on election campaign promises after
the elections have passed.

vi.

To establish the type or nature of the media coverage.
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1.6.2 Research questions
i.

What did the media focus on when covering election campaigns?

ii.

How did people perceive this kind of coverage of campaigns by the media?

iii.

What were the people’s levels of access to media during political campaigns?

iv.

How did media coverage affect the way people voted during elections?

v.

What issues did media consider to be the major ones during election campaigns?

vi.

How did media report after elections in following up on election campaign promises
made by candidates?
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CHAPTER TWO
LITERATURE REVIEW

4.0 Introduction
This chapter presents the relevant literature that was reviewed. It focuses on earlier works about
the influence that media has in public affairs. It especially focuses on the media’s role during an
election. The interplay was analysed between media content and how that affects the political
landscape in the country. The postulation is that media coverage has some form of impact,
however crudely defined, on the political choices and prospects of any given society.
At the time of this study, it was evident that minimal research had been done in this area
especially as pertains to the Zambian case. Therefore, the study sought to fill the apparent
research gap. The literature review focused largely on the US media coverage of elections. The
Zambian case was also addressed focusing on the minimal literature available.
4.1 Role of media to influence politics
Perhaps the question to ask would be what role elected political officials have to play in public
affairs. Further, one would choose to specifically look at what role the media can play in the
equation to precipitate the active participation of these elected officials in the process of the
governance of a country.
This research, therefore, sought to answer these pertinent questions. In so doing, the research
analyses the situation as it occurs in the world, Africa and in Zambia. Firstly, the researcher
identified and analysed the expected role of the media in influencing public affairs; what kind of
information do they publish for electorates during elections.
4.2 Media coverage of elections
To help understand the role of these politicians, the focus of this research was ultimately on the
question of the role of the media in ensuring that electorates were afforded an opportunity to
scrutinise the electoral candidates before elections based on what the media reports about their
manifestos and promises. The argument here was that an evaluation of media coverage of the
electoral process before, during and after the elections was vital to establishing what impact, if
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any, coverage had on the general public and whether this had any influence on their opinion
formation during election period.
4.2.1 Media coverage of elections in the United States of America
Scholarly research on this subject abounds from across the globe and Africa to show that the
media can harness its role and contribute positively to the socio political environment of a people
and even more so in the context of democratic governance. Scholars clearly identify this role of
the media in the promotion of democratic governance. Gurevitch and Blumler in Graber, (1994),
note that media can fulfil the “surveillance of socio-political environment, reporting
developments likely to impinge, positively or negatively, on the welfare of citizens.”
During elections, the media still plays this role in the way they rank issues of importance and
eventually end up shaping how the campaign proceeds. The media is able to put issues in an
order of importance that forces politicians and the public to view those issues as the most
important ones to focus on in an election campaign. Once the ranking has been determined
through heavy media focus, those issues are then seen to be the campaign issues. The media
would have set the agenda for such a campaign. This then helps the public to see which
politicians are paying attention to these issues and promise solutions to overcome them.
Other scholars have argued that a critical analysis has shown that the media does not always play
this role in a positive manner that benefits society in an election. Much as the media endeavoured
to provide necessary pointers on issues to focus on, it most often deviates, perhaps as a
consequence of the power it has to choose the newsworthiness of an idea. Studies have been
carried out to examine the U.S media coverage of presidential nominations and campaign
process. These have come up with interesting findings and observations. They show that the
media does not always give the public the correct or desired information to make an informed
choice. Alger (1989:176) writes, “The game and strategy in the process, along with candidate
style and image were heavily covered but issues and candidate qualifications and leadership
abilities received comparatively little coverage.” This tended to profoundly affect the whole
process and affected outcomes due to the nature of the news coverage.
According to the evidence gathered, contained in Graber (2004), known as the Patterson
Evidence, “between 51 and 58 per cent of all the news on elections was about the game, about
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who was winning or losing, strategy and logistics, appearances. Only 28 to 32 per cent of
election news involved the substance of the election, issues and policies, candidates’ leadership
traits and records.” This scenario shows that the competing demands of the media to fulfil its
various roles in society are a real one. On the one hand, the media use their journalistic judgment
to arrive at what is newsworthy to satisfy public demand for news. On the other, the journalist
considers the economic side of news gathering and selling as a business with financial and other
related benefits.
Here, a lot of factors come into play. The journalist has to know what implications any news
disseminated through his or her medium would have on the economic side of things for the
business. Hence the competing demands between the right of the public to know on the one hand
and the continued viable existence of the media house on the other. An example of this kind of
practice by the media can be seen in the editorial policies promoted by media owners. According
to Wikipedia (2005), “Murdoch is often accused of running partisan media coverage for political
parties that promote policies and decisions which favour his commercial interests.”
This critical view of the seemingly negative role that the media assumes in the coverage of
elections has been justified by various scholars. The reasoning behind such actions by the media
fall on various grounds, ranging from economic, as earlier alluded to and the placement of news
value on a variety of issues. As Alger (1989:177) observed, “News people are aware of the idea
of democracy. The factors in and orientations of news production, however, push journalists to
see policy statements as quickly losing their newsworthiness, whereas the missteps and tangible
events of the election process are fresh occurrences.”
4.2. Media coverage of elections in Zambia
According to Kasoma (2001:34), “... [Media] should be involved in unbiased political education
for its audience. They should be educated on the importance of exercising their political rights,
such as being able to vote for a candidate of their choice” The emphasis here is on the expected
neutral role that media play in national political processes that normally occur in the country.
Objectivity was a watchword in this regard as media houses were simply expected to provide the
public with all the necessary information that would eventually help them make choices of their
preferred political party.
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In Zambia, research has shown that media struggle to not only fulfil this function but do so with
much responsibility, knowing that the country would greatly benefit from such responsible
coverage of the electoral process. MISA Zambia (2006:11) observes, “The duty of [public]
media during elections was to provide the nation with well-balanced coverage.” This, it was
noted, would help people make decisions during the electoral process. In the same vein, a call
was made that challenged community media in rural areas to cover and inform the public on
developmental issues in addition to politics during the lead up to the tripartite elections for 2006.
The media was urged to give the public information on civic matters, HIV/AIDS and other
developmental issues that would help build the nation.
Stakeholders such as the Press Association of Zambia (PAZA) note that the media should always
strive to be ethical and focus on issues in the coverage of elections as opposed to writing about
personalities which does not help the public make a well informed choice in elections. According
to MISA Zambia (2006:13), “…PAZA observed that instead of focusing on personalities,
journalists should report on issues such as health, education and developmental programmes.
[Media] should make a difference by giving a fair coverage to all political parties.”
According to The Post of 18th July 2006, “...the reason is that The Post has carried news that is
relevant and opinions that have shaped people’s thinking and guided national debate.”

The

newspaper quoted Pete Henriot as he was answering a question on how he viewed The Post’s
contribution to the development of democracy in Zambia. What he said perhaps sums up what
the expected role of media should be in promoting political debate and growth in the country.
Based on this matrix, the public then can make informed political choices according to how the
politicians have convinced the electorate that they would resolve the problems once voted into
office.
Further research shows that after elections have passed, little is thought of by the various
political party functionaries to connect with the people especially through the media. According
to FODEP and NDI (2003:14), “…parties engage in very few activities between elections. Most
people explained that there had been no party activities in their areas since the last elections in
December 2001. Aside from election campaign meetings, no other public meetings have been
held. The concentration of political parties on elections, while important, potentially
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marginalizes the electorate, since the party only becomes relevant and visible, when political
party members are seeking public office.”
The literature presented here has shown that the media enjoys a limited role in fostering debate in
political affairs of the country. Often times, as shown by the review, the media has various
agendas besides that of giving unqualified, objective and sufficient news that could shape
political campaigns and electoral process for the benefit of the public.
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CHAPTER THREE

CONCEPTUAL AND THEORETICAL FRAMEWORK

3.0 Introduction
This chapter provides definitions of the main concepts and how they relate to the study of media
coverage and democratic governance in the broad sense but focusing on the electoral process.
Concepts to be understood here include mass media, democracy, audience agenda and
objectivity. These help in putting the study into perspective. The second part provides the
theoretical framework within which the study was situated.
3.1 Conceptual framework
3.1.1 Mass media
Mass media is the aggregate of all media that target large populations in the dissemination of
their messages. According to scholars, for a medium to qualify to be called a mass media, it must
fulfil the specific criteria of being impersonal in nature, the messages be communicated to a large
group of people that is usually heterogeneous in behaviour, attitudes and needs. There must also
be a medium through which the message is transmitted to the targeted audience. Mass media in
this study was understood to mean the newspapers, radio stations and television stations that the
population of Zambia or subpopulations in the areas where the study was conducted are exposed
to as their sources of information, (McQuail, 1983).
As earlier alluded to, the study sought to establish if there was a relationship between the ways
the media covered the electoral process, prior, during and after elections and whether this
influenced the way citizens voted.
3.1.2 Democratic governance
The traditional way of defining democracy is ‘a government of the people, by the people and for
the people.’

Democracy entails governance that involves the participation of a people by

themselves or through representatives chosen to represent their interests as broadly as possible.
Within this premise is the factor of collective interests as opposed to the individual interests.
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Therefore, in the practice of democracy, especially of the representative brand, the peoples’
chosen representatives are expected to live up to the promises they make during an election
campaign.
Governance as a concept has been defined as “the exercise of economic, political and
administrative authority to manage a country’s affairs at all levels. It comprises mechanisms,
processes and institutions, through which citizens and groups articulate their interests, exercise
their legal rights, meet their obligations and mediate their differences,” (UNDP, 1997). As
expressed here, the concept of democratic governance was used throughout the study to entail
the utilisation of political authority and exercise of control in society in the way resources are
managed for social and economic development. This broad definition includes the function of
public authorities in establishing an environment within which economic activities are operated
freely and determining of the distribution of benefits as well as the nature of the relationship
between the governor and the governed.
3.2 Theoretical framework
The study was based on four theories. Focus was on the agenda setting theory, the cultivation
theory, the uses and gratification theory as well as the knowledge gap theory. This approach was
found to be suitable as certain phenomena may only be explained or understood to occur due to
an interaction of various conditions and interdependent factors combining to result into the
tangible effects or results, hence some of these theoretical axis.
3.2.1 Agenda setting theory
The power of the media to set a nation’s agenda, to focus public attention on a few key public
issues, is an immense and well documented influence. Not only do people acquire factual
information about public affairs, and in this case, campaign issues from the news media, but
readers and viewers also learn how much importance to attach to those issues on the basis of
emphasis placed on them in the news.
Agenda-setting researchers argue that the mass media do not so much tell us what to think as
what to think about.
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Lippmann (1922) notes “the news media are a primary source of the pictures in our heads about
the larger world of public affairs, a world that for most citizens is out of reach or out of sight or
indeed out of mind.” What we know about the world is largely based on what the media decide
to tell us. More specifically, the result of this mediated view of the world is that the priorities of
the media strongly influence the priorities of the world. Campaign issues, it is assumed, which
are prominent on the media agenda become prominent in the publics’ mind.
Agenda-setting as defined here is the idea that when the mass media pay attention to a particular
event or issue, they determine the major topics of discussion for individuals and society. The
study, therefore, sought to establish whether the agenda setting theory as proposed here held its
validity as regards the Zambian media context during the period of the study.
3.2.2 The Cultivation theory
Cultivation theory states “the more the person is exposed to a message provided by the media,
the more likely that person is to believe the message is real,” (Wilcox et al., 2003).
This theory was used to analyse how sustained ideological media messages by the competing
politicians during the campaigns impacted on the voting public. The cultivation effect suggests
that heavy exposure media messages lead individuals to perceive reality in ways that are
consistent with the portrayals they get from the media. The major research need in this area was
to establish what effects, if any, media messages had in terms of the individuals’ perceptions of
political candidates as continuously portrayed in the media.
3.2.3 Media Uses and Gratification theory
Uses and Gratifications approach is an influential tradition in media research. The original
conception of the approach focused on the research for explaining the great appeal of certain
media contents. The core question of such research is; why do people use media and what do
they use them for, (McQuail, 1983). Other Scholars argue that there exists a basic idea in this
approach: audience members know media content, and which media they can use to meet their
needs.
“In the mass communication process, uses and gratifications approach puts the
function of linking need gratifications and media choice clearly on the side of
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audience members. It suggests that people’s needs influence what media they
would choose, how they use certain media and what gratifications the media give
them. In contrast to traditional media effects theories that focus on “what media do
to people” and assume audiences are homogeneous, uses and gratifications
approach is more concerned with “what people do with media.” It allows
audiences’ personal needs to use media and responds to the media, which is
determined by their social and psychological background.
Uses and gratifications approach also postulates that the media compete with other
information sources for audience’s need satisfaction. As traditional mass media
and new media continue to provide people with a wide range of media platforms
and content, this approach is considered one of the most appropriate perspectives
for investigating why audiences choose to be exposed to different media
channels,” (Katz, 1959:55).
The approach’s emphasis is on audiences’ preference of certain media outlets while ignoring
others. It also assesses various gratifications audiences obtained from the media, based on
individual social and psychological needs.
This theory helped in analysing the individuals’ preference of certain media outlets when they
were exposed to an array of competing media outlets during the campaign period. The
assumption was that they based these choices on the urge to satisfy their personal information
needs.
3.2.4 The Knowledge Gap theory
The Knowledge Gap theory was first proposed by scholars in the 1970s. They believe that the
increase of information in society is not evenly acquired by every member of society: people
with higher socioeconomic status tend to have better ability to acquire information. He further
argues that this leads to a division of two groups: “a group of better-educated people who know
more about most things, and those with low education who know less. Lower socio-economic
status people, defined partly by educational level, have little or no knowledge about public
affairs issues, are disconnected from news events and important new discoveries, and usually
aren’t concerned about their lack of knowledge,” (Weng, 2000:17)

The knowledge gap can result in an increased disparity between people of lower and higher
socioeconomic status. The attempt to improve people’s lives with information via the mass
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media might not always work the way this is planned. Mass media might have the effect of
increasing the difference gap between members of social classes.

According to Tichenor et al., (1970) the knowledge gap exists because;
“1) People of higher socioeconomic status have better communication skills,
education, reading, comprehending and remembering information. 2) People
of higher socioeconomic status can store information more easily or remember
the topic from background knowledge 3) People of higher socioeconomic
status might have a more relevant social context. 4) People of higher
socioeconomic status are better in selective exposure, acceptance and
retention. 5) The nature of the mass media itself is that it is geared toward
persons of higher socioeconomic status.”

This theoretical framework helped to contextualise the research in terms of perceptions and
attitudes as they relate to media access or exposure. Within the context of this framework, the
research sought to establish whether social economic status for example, had any bearing in the
way people interpreted media messages. How, for example, exposure to media content
influenced their decisions during the 2011 Zambian general elections.
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CHAPTER FOUR
RESEARCH METHODOLOGY

2.0 Introduction
This chapter is divided in two major parts. The first section looks at the methods used to gather
the data and how it was analysed. Among them were the quantitative methods that include
content analysis and structured questionnaires and their justification. The other method is
qualitative in nature. The second part looks at the sample and its description.
2.1 Quantitative research methods
2.1.1 Audience survey
One of the quantitative methods was audience survey which involved the distribution of 100
questionnaires. This involved the collection of data by the researcher administering
questionnaires to a selected sample.

The use of this quantitative research method had many

advantages which benefited the study. It involved the collection and analysis of data which
entailed a deductive approach to the relationship between theory and research in which the
accent was placed on testing theories. Further, quantitative approach incorporated the practices
and norms of natural scientific model and positivism in particular and embodied a view of social
reality as an external, objective reality. These features were useful in reaching at objective
conclusions from the study without any bias. Additionally, this method helped to quantify the
observed facts hence enhancing the veracity of the findings, (Bryman, 2004).
2.1.2 Content analysis
Content analysis was another quantitative method used in this study as it was appropriate to
systematically collect and analyse the media content data over the selected period. Scholars note
its unique qualities suited for such an undertaking. Content analysis has been defined as “an
approach to the analysis of documents and texts, which may be printed or visual that seek to
quantify content in terms of predetermined categories in a systematic and replicable manner,”
(Bryman, 2004). The purpose of this method is to identify and count specified characteristics of
texts, and through this to be able to deduce the messages and representations of such texts and
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their broad social significance. As a scientific method of data collection and analysis, it employs
a systematic approach in line with standards and principles of social research methods.
Content analysis as a method has advantages over other methods in analysing media content.
Since content is already completed material and there are no respondents involved, there is no
possibility of biasness. Compared with other methods such as interviews, content analysis often
yields inconspicuous measures in which neither the sender nor the receiver of the message is
aware that it is being analysed. This minimises chances of confounding the data thus collected
and analysed.
Another advantage is the accessibility of the research material especially where access to the
research topic or research units may prove to be difficult or not possible at all. The nature of this
research would have made it difficult to obtain certain information if methods such as interviews
or surveys were used. It allowed the researcher to inference by objectively identifying specified
characteristics of the messages that helped determine the quality of media coverage in the runup-to, during and after the 2011 elections.
2.2 Qualitative research methods
2.2.1 In-depth interview sample
This method was chosen primarily because of its ability to get deeper insight into the subject of
research from people who were deemed to be experts in the area of research. This qualitative
method emphasised on the words rather than quantification in the collection of data.

It focused

more on the ways in which individuals interpreted how the media conducted themselves during
the election period.
Since it sought to understand a given research problem or topic from the perspective of the local
population involved, this method greatly helped as the problem under consideration was
contextualized to Zambia. Other benefits were that it allowed subjects being studied to give
much ‘richer’ answers to questions put to them by the researcher, which gave valuable insights
which might have been missed by any other method. Not only did it provide valuable
information to certain research questions in its own right but there was a strong case for using it
to complement quantitative research methods.
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The use of both these methods enabled the researcher to easily triangulate the findings of the
study. This further added to the richness of the information from the field which allowed for a
detailed analysis of findings.
2.3 Sampling procedures and sample description
2.3.1 In-depth interview sampling procedure
The other method was the purposive sampling which entailed the choosing of members of the
sample deemed by the researcher to be better placed to give valid and relevant responses to the
study. This sample was used in the in-depth interview. Organisational staff that were involved in
the election process and selected media organisations constituted this purposefully selected
sample. In this case, individuals and organisations with expert knowledge and have been
involved in the electoral process were targeted through purposive sampling. This included
selected media houses and associations or bodies. Specifically, the researcher targeted the Law
Association of Zambia (LAZ), Zambia Centre for Interparty Dialogue (ZCID), Transparency
International Zambia (TIZ), and CARITAS Zambia and the Press Freedom Committee of the
Post (PFCP).
2.3.2 Audience survey sampling procedure
Proportionate stratified random sampling was used to arrive at the total sample elements. The
reason for choosing this kind of sampling was that it allowed the researcher to target the
population which was divided into clusters that are geographically occurring, wards within
constituencies. The research ended up with a sample consisting of populations in high, medium
and low density areas to give a representative picture of the constituents.
A total of 100 structured questionnaires were used to collect the data in the field. This number
was arrived at considering, among other factors, the economic feasibility in terms of resources
likely to be available, time limitations and the ability of the researcher to be able to collect the
required data using this instrument.
Specifically, the researcher targeted a sample in Munali Constituency in Lusaka which was
purposively sampled after considering the financial and time factors pertaining to achieving the
intended results. The choice of this area was done with convenience as one of the reasons to
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enable easy access of the area within the limited time and resources available to the researcher.
Secondly, the chosen area consists of the high, medium and low density population centres that
allowed for diversity as one of the hallmarks of the study. The sampling method used here was
proportionate stratified random sampling. Under this method, Mtendere, Chainama and
Chudleigh were picked as the high, medium and low density areas respectively.
Further, the breakdown of the selection in Mtendere was done randomly and Section C was
picked for the final sampling area. A total number of 50 households were systematically picked
at an interval of every fourth house in each selected street. For Chainama, sampled households
were picked from streets within the area at an interval of every third house in each street that was
selected. A total of 29 households were targeted in this area as the sample. In Chudleigh, a total
of 21 households were targeted as a proportionate representation of the number of households in
the area. A number of selected streets were identified from which the sample was systematically
picked at an interval of every second household on selected streets. In all the three townships
selected here, for every household sampled, the head of the house was targeted as the sample unit
or in case of difficulty or inability in accessing them any responsible adult found during the time
of visiting was asked to answer the questionnaire. A deliberate mode was devised to have a
broad representation of both gender and age groups fairly distributed among the sampled
elements. Tables 1, 2 and 3 below give graphic detail of the characteristics of the sample by both
gender and age distribution
Table 1: Sample composition for the structured questionnaire

Sample description N=100
Residential Area

Male

Female

Total

High Density area

25

25

50

Medium Density area

10

19

29

Low density area

8

13

21

Total

43

57

100

21

Table 2: Age ranges of the sample elements
Age ranges (N=100)

Percent %

18 – 24

31

25 – 31

25

32 – 38

14

39 and above

30

Total

100

Table 3: Education levels attained by the respondents
Highest education qualification attained (N=100)

Percent %

Primary

12

Secondary

44

College

28

University
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2.3.3 Content Analysis sampling procedure
A total of 377 code frames were used in collecting news content data between August and
November 2011. The following was employed as the steps to arrive at sample for content
analysis for news stories in the selected media: Specific stories were deemed to be electionrelated and selected for analysis on the basis of a two-step definition. First, each story had to
include one of a selection of key words or phrases, including Electoral Commission of Zambia
(ECZ), a party name, party candidate or party official, or election. Second, the story also had to
substantially refer to the 2011 elections. Of the qualifying stories for each station or publication
on a given day of the monitoring period, a maximum of five stories were randomly selected for
analysis. Each qualifying story was then analysed using a standardised code frame. The postelection sampling criteria had a slight shift to focus on governance related stories in the news
output monitored. A story was considered to be governance related if it looked at issues relating
to community livelihood, service delivery, governance policy statements, national economic
decisions and general poverty alleviation.
The sample for this study comprised 377 stories monitored over a period of 23 days of news
output from four television, radio and print media houses in Zambia. Individual media houses
included state and private owned media, and were selected on the basis of nation-wide
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circulation as well as regional representation. The state media was represented by ZNBC Radio
and Times of Zambia while the private media by The Post Newspaper and MUVI TV.
Monitoring focused specifically on news output of the four sampled media. For the broadcast
media, the main daily news output was monitored. Print publications were monitored in their
entirety. This comprised of all the news output that was broadcast or published between July 31 st
and Aug 5th 2011, (6 days pre-election period), Sept 14-26th 2011, (13 days election period) as
well as between November 2nd and 5th 2011, (4 four days

Post-election period). This gave a

total of 23 days of monitoring that turned up a sample total of 377 stories for analysis.
The breakdown of all the sampled content that was analysed is shown below in table 4.
Table 4: Total qualifying stories for all media as broken down by the monitored periods
Sample size
N=377
Station/Publication
Muvi TV
ZNBC Radio
Times of Zambia
The Post
TOTAL

Pre-election
Total stories
analyzed
N (%)

Election
Total stories
analyzed
N (%)

Post-election
Total stories
analyzed
N (%)

29
19
26
18
92

57 (27%)
45 (21.3%)
55 (26.1%)
54 (25.6%)
211 (100%)

20
19
22
13
74

(31.5%)
(20.7%)
(28.3%)
(19.6%)
(100%)

(27%)
(25.7%)
(29.7%)
(17.9%)
(100%)

2.4 Data analysis and interpretation
A narrative analysis including tables and charts was used to present and summarise the data. A
statistical analysis was performed in order to infer some properties of the sample from the study
results as well as analyse the research findings. The Statistical Package for the Social Sciences
(SPSS) was used for the data analysis.
2.5 Limitation
The results of this study may not be generalized to all media outlets or population in Zambia
because it was based on a small sample.
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CHAPTER FIVE
PRESENTATION OF FINDINGS AND ANALYSIS

5.0 Introduction
This chapter presents the findings as analysed from the data collected. This study was embarked
upon with the aim of analysing what messages the Zambia National Broadcasting Corporation
(ZNBC), MUVI TV, Times of Zambia (TOZ) and The Post Newspaper provided for voters in the
run-up-to the 2011 general elections.
The research was done against the background that the media in Zambia have often been accused
of inadequately covering public affairs and especially the election process. Widespread public
perception indicates that media had inadvertently abdicated its rightful role which is to properly
guide and inform public opinion on several pertinent issues that have a bearing on the welfare of
the citizens of the nation. This in turn results in a poorly informed voting public that is left at
their own mercy to adjudge the many competing candidates worthy of political office as their
elected leaders.
5.1 Content analysis
5.1.1 Balance and Fairness
This section focused on the number of points of view in each story, the nature of points of view,
the number and types of sources and overall balance of coverage.
5.1.2 Points of view in stories
Points of view were deemed to be a measure of how well articulated a piece of news was. This
was on the assumption that the more points of view a story had, the more likely it would be more
balanced and give a balanced representation of the subject of discussion. In this instance,
analysis showed that in the pre-election period, over two thirds of the stories analysed across all
media monitored had no point of view. This meant that such stories were simply describing an
event as it happened without quoting any sources who could give opinion as to what they thought
about the actual event. Such stories were, therefore, regarded as purely descriptive. This scenario
was a complete reversal in the election period as slightly above two thirds of the stories had
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multiple points of view as was the case in the post-election monitoring where close to 90 percent
of the stories had at least a point of view.
This marked shift in the style of reporting may be attributed to the rise in activity levels as the
elections drew near and just after the elections had passed. Media houses were able to use more
sources that were diverse in their stories. This could have impacted positively on the voting
masses as it gave them a big enough platform to make informed voting choices in the elections.
This may also have resulted in more objective reporting as more sources were likely to have been
included in the stories.
A detailed breakdown of the figures is as illustrated in figure 1 below showing how the media
fared during the research period in terms of the element of points of view.
Figure 1: Pie charts showing % breakdown of points of view for all stories in all media for the pre, election and
post-election periods

Points of view for
all stories
N=92

Points of view for all
stories
N=211

2 or
more
15%
One
15%
Zero
70%

Pre- election

2 or
mor
e
53%

Zero
26%

one
21%

Election period

Points of view for all
stories
N=74

2 or
more
32%

Zero
14%

one
54%

Post-election

5.1.3 Stories with two or more points of view at ownership and individual
station/publication
At ownership level, analysis showed that across all the monitored periods, both the public and
private media faired quite badly. Stories with two or more points of view were just around a
third. The only exception for this was during the election period when there was a slight
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improvement with the state media recording approximately two thirds (63 percent) and private
media just above one third (40 percent) of all their stories with two or more points of view.
Notable of this same trend at individual media outlets level was ZNBC Radio and Times of
Zambia that both had over two thirds of their stories during the election period.
A detailed breakdown of the figures as regards this is given in table 5 below.
Table 5: Percentage of % of stories with two or more points of view at Ownership and Individual
station/publication
Pre-election
Election period
Post-election
% of stories with 2 or
% of stories with 2 or
% of stories with 2 or
Total sample N=377
More Points of View
More Points of View
More Points of View
N=92
N=211
N=74
Ownership
State
32%
63%
30%
Private
29%
40%
34%
Station/Publication
Muvi TV
38%
39%
40%
ZNBC Radio
32%
76%
32%
Times of Zambia
27%
89%
23%
The Post
21%
11%
39%

5.1.4 Stories with points of view in opposition
Points of view in opposition gave an indication of the nature and diversity of sources used in the
stories. This in turn ensured that competing views from various diverse sources were accorded
the space to counter each other’s views with the result being a well-argued piece of discourse.
Analysis for this element showed that all the media houses did not do well as none of them was
able to record significant figures with the highest being 41 percent recorded during the election
period.
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Figure 2: showing percentage for all stories in all media with the Yes, No, Don’t know categories on stories with
POVs in opposition
Did story have POVs
in opposition?
N=92

Did story have POVs
in oppsition?
N=211

Yes
29%

Yes
41%
No
59%

Pre-election period

Did story have POVs
in Opposition?
N=74

No
71%

Yes
28%
No
72%

Election period

Post-election period

5.1.5 Points of view in opposition at ownership and individual station/publication
At ownership level, the point noteworthy is where the private media scored two thirds of all its
stories in the pre-election period with points of view in opposition. This diversity as earlier
alluded to enhances the depth and quality of such a piece of news as it helps in providing quality
news to its audience as the campaigns were going on.
At individual media house level, MUVI TV stood out especially prior to the elections with 80
percent of its stories carrying points of view in opposition. This obviously afforded its
viewership to make well informed choices when it came to voting for their political leaders.
Table 6 on the next page gives a complete distribution of the way media outlets performed.
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Table 6: Showing percentage of stories with POV in Opposition at ownership and individual
media outlet levels

Total sample N=377

Ownership
State
Private
Station/Publication
ZNBC Radio
Muvi TV
Times of Zambia
The Post

Pre-election
% of stories with
PoVs in
Opposition
N=92

Election time
% of stories with
PoVs in
Opposition
N=211

Post-election
% of stories with
PoVs in
Opposition
N=7

29%
60%

27%
30%

31%
27%

46%
80%
14%
25%

9%
32%
35%
17%

25%
17%
40%
40%

5.1.6 Number of sources during campaigns
When analysing for sources that were featured in the news monitored, results showed that a
diverse group was used as part of the news in the run-up to, during and after the elections. As
illustrated in the overall picture for the respective periods, most of the sources were concentrated
in the political parties that were campaigning during the September 2011 general elections. Other
sources were those closely linked to the election process such as the Electoral Commission of
Zambia, the church and Civil Society Organisations.
Findings further revealed that the Movement for Multiparty Democracy (MMD), the then ruling
party had the highest portion of sources used in all news monitored with 23 percent. This was
followed by the Electoral Commission of Zambia, (ECZ) and the Patriotic Front (PF) sources at
13 percent and 12 percent respectively. Other Parties had a combined total of approximately 11
percent while the UPND were a distant 6 percent away in the hierarchy.
This trend above concerning political party sources repeated itself during the election and postelection periods with minimal variations. During the election period monitoring the PF (13
percent), after having won the elections overtook the MMD (12 percent) in terms of political
party sources used. Other parties had about five percent of the portion while the UPND still came
out at the tail end. It is interesting to note, however, that after elections had passed, most of the
media’s attention moved away from the political parties and refocused on the governance
processes of the country. This is reflected partly in the proportions of sources used from major
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governance stakeholders that include national government personnel at 41 percent and Civil
Society Organisations at 21 percent.
More interestingly though is the slight adjustment in the hierarchy of political party sources in
the post-election era where the MMD comes first at seven percent, UPND at seven percent
while the ruling PF comes in last at four percent. This is interesting because the ‘norm’ would be
to have the ruling party at the time featuring more prominently in all news monitored. However,
this occurrence could probably be explained by the fact that since most government sources were
quoted, it was highly likely that they were still PF officials only that they now spoke in their new
capacity as government officials. This can further be supported by the perception that the line
dividing government and party duties is always thin and oftentimes difficult to distinguish. So it
could be that when these PF officials spoke, they were used and quoted as being government
officials by the media rather than political party sources.
Table 7: Showing types of sources and political party sources and proportions as used by the media in the
monitoring phases
Type of sources used for all stories
(N=377)
National government personnel or statement

Pre-election
%
N=92
5.8%

Election period
%
N=211
13.4

Post-election
%
N=74
41%

CSO representative or statement

10.7%

17.1

21%

MMD candidate or official (inc. Pres. Rupiah Banda)

23.1%

11.6

7%

Foreign government official or statement

0.8%

7.5

7%

Religious leaders or statement

-

5.8

6%

UPND candidate or official

5.8%

3.4

5%

PF candidate or official

12.4%

13

4%

Average citizen's statement

4.1%

9.2

4%

Others sources

9.9%

1

3%

-

1.4

2%

ECZ official or statement

13.2%

9.2

-

Other party candidate or official

11.6%

4.8

-

Traditional leader

1.7%

2.1

-

Other media

0.8%

-

-

Opinion poll

-

0.3

-

100.0%

100%

100%

Local government official (incl. Town clerk)

Total

29

5.1.7 Political party sources used during campaigns, public vs. private media
A further analysis of the political party sources used by both the state and private media revealed
that the MMD continued to dominate in both throughout all the phases monitored and the PF was
coming in second. The UPND and other parties were third and fourth respectively. The analysis
showed that media was skewed more towards the top two most popular parties at the time, the
MMD and the PF. Other political parties while participating in the elections were not accorded as
much the same amount of space as these two. This implied that in providing vital information to
the electorate about the many competing political parties, the media did not do well as most
information was dichotomous in nature. Voters who relied much on media for their information
about the campaigns were, therefore, left with little choice to choose from the political plethora.
The table below gives a detailed breakdown of the proportions of the political party sources used
in both the public and private media
Table 8: Breakdown showing percentage of political party sources used during the three monitoring phases in
public and private media

Political party sources used by
public and private media
(N=377)

Pre-election
% of type of
sources
by Ownership
N=92

Election period
%of type of
sources
by Ownership
N=211
Public
Private

Post-election
%of type of
sources
by Ownership
N=74
Public Private

Public

Private

MMD candidate or official

35%

24%

26%

5%

43%

67%

PF candidate or official

17%

16%

21%

15%

29%

33%

UPND candidate or official

11%

3%

3%

7%

43%

33%

Other party candidate or official

13%

18%

6%

7%

-

-

5.1.8 Overall story balance
Balance meant that equal weight was given to the main differing viewpoints. This looked at both
the presenter/reporter/writer’s position and the positions of all those that spoke in the news item.
For a story to be balanced, a reporter’s viewpoint was supposed to be completely neutral.
Analysis of this element revealed that story balance during the election campaign period was
quite a challenge for most media houses monitored. For instance, during the first monitoring
done in early August 2011, analysis showed that only 27 percent of all the stories analysed were
deemed to be balanced. The trend however had a positive tone to it as the two consequent
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monitoring results showed that balance rose to 30% during the election period monitoring. This
further rose to two thirds in the final post-election period showing that 61 percent of all the
stories carried in the monitored media were balanced.
The scenario that showed in the pre-election period could perhaps be explained by the fact that
partisan politics were at their highest in the run-up-to any election. As such, bias of opinion and
views by both the author and the sources quoted could have often been commonplace. This may
have in turn compromised the objectivity of the news thus presented as the results showed.
Balance in this instance was therefore a difficult feat to achieve for most of the media houses
during the 2011 Zambian general election period. This perhaps partly answered to the perceived
polarization of the media that had so much characterized public opinion about the media in
Zambia during that period.
Figure 3: Pie charts showing percentage of balanced stories in all media before, during and after the 2011
elections

Was stories on the
whole balanced?
N=92
Don’t

Were stories on the
whole balanced?
N=211

Were stories on the
whole balanced?
N=74

know
3%

Yes
27%

No
70%

Pre-election period

Yes
30%

No
39%
Yes
61%

No
70%

Election period

Post-election period

5.1.9 Story balance at ownership and station/publication levels
At ownership and individual media house levels, the trends on balance of the stories were not so
much different from the overall picture. However, a few notable cases showed that the state
media did well in this aspect especially after the elections with over two thirds (64 percent) of its
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stories being balanced while only 56 percent of the stories in the private media were balanced
during the same period.
At individual media house level, ZNBC Radio and Times of Zambia were exceptional with both
having over 90 percent of their stories showing a balanced approach. It is interesting to note that
despite the perceived polarization of the state media, the empirical evidence showed that they
were striving to achieve more professional standards in their coverage of the news during the
period.
Despite this, the state media was also culprit as statistics show that prior to and during the
elections, The Post Newspaper at 33 percent in the pre-election period, while MUVI TV at 67
percent during the election period did much better than their colleagues in the state media.
Table 9: Showing the % of stories that on the whole were balanced at ownership and station/publication levels
Pre-election
Story balance N=377

% of stories that On the
Whole were Balanced

Post-election

% of stories that On the
Whole were Balanced

% of stories that On the
Whole were Balanced

N=211

N=92
Ownership
Public
Private
Station/Publication
ZNBC Radio
Muvi TV
Times of Zambia
The Post

Election period

N=74

22%
32%

30%
31%

64%
56%

35%
26%
12%
33%

7%
67%
53%
0%

95%
32%
93%
61%

5.2 People in stories and treatment
This section explores the types of people heard from in election-related news stories and how
they were treated.
5.2.1 Types of people featured
Mirroring the types of sources used for stories, research showed that MMD officials (18.9
percent) and PF officials (10.5 percent) and CSO representatives (13.3 percent) as well as the
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ECZ representatives (11.9 percent) were the types of people heard from most in election-related
stories in the pre-election period. On the whole, the composition of the top four groups of types
of people featured remained more or less the same throughout the periods monitored.

Table 10: types of people heard in all stories during the three phases
Types of people heard
(N=377)
MMD candidate or official (inc. Pres. Banda)

Pre-election Election period Post-election
% (92)
% (211)
% (74)
18.9%
11.3%
7%

CSO representative

13.3%

16.5%

21%

Electoral Commission of Zambia (ECZ) representative

11.9%

10.0%

-

PF candidate or official

10.5%

13.4%

4%

Other party candidate or official

9.8%

4.8%

-

Anonymous

9.1%

-

-

National Government personnel

4.9%

13.1%

41%

UPND candidate or official

4.9%

3.4%

5%

An average citizen

3.5%

9.3%

4%

Others heard

3.5%

1.0%

3%

Religious leaders

2.1%

5.8%

6%

Traditional leader

1.4%

1.7%

-

Foreign government representative

0.7%

7.6%

7%

-

2.1%

2%

100%

100%

100%

Local govt personnel (inc. town clerk)
Total

5.2.2 Overall treatment of candidates/officials from different political parties
Treatment was considered as explicitly positive, explicitly negative or neutral. Either type of
treatment was to be understood as reference to the person/group demonstrating that the
reporter/presenter or station was explicitly clear about how they referred to that person/group.
This was not to be an inference one made about the reporter’s position. Neither was it to be
confused with a presenter or reporter commenting on a situation which depicted the person or
group in a certain manner with the reporter actually taking a position on the person or group.
For every story in which a political party or candidate was featured, research also explored the
subjectivity of coverage by assessing how the party and candidate was treated in the news story.
The majority of stories featuring political parties or candidates treated such people neutrally,
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regardless of the party. Table 11 below gives a picture of the type of treatment accorded to the
four main political groupings.

Table 11: Treatment accorded to political party or official heard in the news
Pre-election
(N =92)
Explicitly Positive
Explicitly Negative
Mixed
Neutral

MMD
%
3%
Nil
3%
37%

PF
%
Nil
Nil
Nil
24%

UPND
%
Nil
Nil
Nil
11%

Other
%
Nil
Nil
2%
21%

5.2.3 Treatment of political parties/officials in the pre-election period, public vs. private
media
Further analysis of how the public and private media treated different political party officials and
candidates showed little difference from what obtained at the overall analysis. Most of the
treatment given to all the parties was neutral. A similar picture occurred in the private media.
Table 12 below illustrates this finding:
Table 12: Treatment of political party/officials in the pre-election period public vs. private media
State Media
(N=92)
Explicitly Positive
Explicitly Negative
Mixed
Neutral
Private Media
Explicitly Positive
Explicitly Negative
Mixed
Neutral

MMD %

PF %

UPND %

Other %

2%
Nil
2%
32%

Nil
Nil
Nil
17%

Nil
Nil
Nil
11%

Nil
Nil
Nil
13%

3%
Nil
3%
16%

Nil
Nil
Nil
17%

Nil
Nil
Nil
3%

Nil
Nil
3%
13%

5.3 Topic and depth of coverage
5.3.1 Main topic of the story
As the analysis shows, electoral process issues dominated the news coverage in all the media
during the pre-election period (37 percent) and the election period (56.9 percent) while labour
related issues claimed the top position in the post-election era at (12.2 percent). It is not
surprising that this was so as everyone was trying to get to terms with the elections. A lot of
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information involving the electoral process was around issues that included voter registration,
voter turnout, code of conduct, vote tabulation, voter register issues among others. At a time like
that, focus on these issues was very important for the benefit of all the stakeholders in the
elections and more so for the voting public as this provided vital information which enabled
them successfully participate in the 2011 general elections. This was commendable on the part of
the media.
However, much as this information was vital, the media missed an opportunity to reach out to the
electorates with enough information on even more pertinent issues such as the economy, the
fight against corruption, health, education, and labour among many others. These issues, most of
which have a direct bearing on the general population either received minimal or no space at all
in the media during the periods under review. This was disappointing as covering these issues
and policy pronouncements from the competing political parties on them would have greatly
helped the voters decide on who had the best to offer. But in the absence of such information,
most of the voting public relied much on uninformed or misinformed bases for their voting
patterns. This as a result may not have clearly afforded the voters an opportunity to put in
political leaders that would deliver well on their policies. Table 13 illustrates in detail the
breakdown and distribution of the topics.
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Table 13: Main topics covered by the media during the three phases in all stories
Main Topics for all stories
N=377
Electoral process issues

Pre-election
(N=92)
%
37%

Election period
(N=211)
%
56.9%

Post-election
(N=74)
%
8.1%

Campaign event

34.8%

9%

-

Media regulation

5.4%

1.9%

5.4%

Conflict resolution

4.3%

12.3%

-

Economic and business issues

4.3%

2.4%

4.1%

Defection from one political party

3.3%

0.5%

1.4%

Corruption or anti-corruption

2.2%

0.5%

5.4%

Infrastructure development

2.2%

0.9%

-

Personal attacks on candidate

2.2%

0.9%

-

Other

2.2%

0.5%

6.8%

Crime

1.1%

-

1.4%

Election related violence

1.1%

7.1%

-

Agriculture

-

0.5%

6.8%

Labour issues

-

1.9%

12.2%

Judiciary

-

0.9%

1.4%

Poverty alleviation

-

0.5

5.5%

Health issues

-

0.9%

5.4%

Foreign affairs

-

0.5%

1.4%

Budgetary process

-

-

4.1%

Defence issues

-

-

4.1%

Education

-

-

4.1%

Water and sanitation

-

-

5.4%

Environment

-

-

2.7%

Legislative

-

-

10.8

5.3.2 Leading topic by individual station/publication during pre-election, election and postelection periods
On the media houses, the picture was not any different in terms of leading topics. As the analysis
clearly shows, electoral process issues dominated the airspaces and pages of these media all
throughout the pre-election and election period with varying degrees. The only exception was in
the post-election period, leading topics varied by each media house. MUVI TV had labour and
media regulation issues dominating with about 20 percent of the portion while ZNBC Radio had
the legislative process as its main topic at about 16 percent. Only the Times of Zambia still had
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the electoral process together with legislative process at about 14 percent while The Post
Newspaper had poverty alleviation as its leading topic at about 23 percent.
This analysis showed a positive shift in the media to refocus on the most pertinent issues that
have a direct bearing on the population of the country. Table 14 below illustrates further.
Table 14: Leading topic by individual station/publication during pre, election and post-election

Muvi TV

Campaign
event
55%

Pre-election
ZNBC
Times of
Radio
Zambia
Electoral
process
42%

Muvi TV
Labour issues/
Media regulation
20%

Electoral
process
42.3%

The
Post

Muvi TV

Electoral
process
38.9%

Electoral
process
61.4%

ZNBC Radio
Legislative process
15.8%

Election-period
ZNBC
Times of
Radio
Zambia
Electoral
process
37.8%

Post-election
Times of Zambia
Electoral process
/legislative process
13.6%

Electoral
process
45.5%

The Post
Electoral
process
38.9%

The Post
Poverty alleviation
23.1%

5.3.3 Stories with information on how main topic affected ordinary people
The research also did consider how the stories were written and especially in terms of how the
various media houses presented them to include such elements as the implication or importance
of such stories to their audiences. One such element was the one on impact of the subject on the
ordinary people. The concern was whether those stories had any information that showed how
the main topic affected the ordinary people.
On this score, the analysis revealed that overall; most stories contained information on how the
main topic affected the ordinary people. This helped in the interpretation of certain
pronouncements that had been made by the politicians during campaigns. The general public
was, therefore, afforded the opportunity to understand the real importance and meaning of
certain statements that might have ordinarily passed for a casual statement. This in turn helped
them understand the politicians better and ultimately help them in their opinion formation of
their character and abilities to lead the nation if they won the election.
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Figure 4: Pie charts showing how information in main topic affects ordinary people, pre, election, and postelection
Did story give
Did story give
Did story give
information
on how
information on how
information on
main
topic
affects
main topic affects
how main topic
ordinary people?
ordinary people?
affects ordinary
N=74
N=92
people?
N=211

No
28%

No
52%

Yes
72%

Pre-election period

No
26%

Yes
48%

Yes
74%

Election period

Post-election period

5.3.4 Stories with information on how main topic affected ordinary people at ownership
and media house levels
At both ownership and individual media house levels, performance for all media was
encouraging. Worth noting was the fact that The Post Newspaper had all its stories (100 percent)
containing information on how the main topic of discussion affected the ordinary people. The
table 15 below shows the analytical details at the two levels.
Table 15: information in main topic affecting ordinary people, pre, election, and post-election
at media ownership and individual media house levels
Stories that said how
the main topic affected
ordinary people
(N=377)
Ownership
State
Private
Station/Publication
MUVI TV
ZNBC Radio
Times of Zambia
The Post Newspaper

Pre-election
% of stories that
explained effects on
ordinary people
(N=92)

Election period
% of stories that
explained effects on
ordinary people
(N=211 )

Post-election
% of stories that
explained effects on
ordinary people
(N=74 )

65%
81%

48%
56%

67%
84%

69%
80%
62%
83%

35%
71%
62%
44%

75%
74%
59%
100%
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5.3.5 Stories that give information about policies
While most stories had information on how the main topic affected ordinary people, few stories
during the three periods monitored had information on policies. Policy information in this
instance was to be specific information regarding the content of policies and not broad
statements, promises or claims as made by the politicians during campaigns. In the pre-election,
this figure stood at 37 percent. The figure dropped during the election period to 14 percent and
registered a slight rise in the post-election period to stand at 27 percent. This affected the
decision making of the electorates as they could not further interrogate the debate further than
the verbatim quotes from politicians as presented by the media. The figure below illustrates.
Figure 5: Stories containing policy information for all stories

Does story include
policy information
N=92
Don’
t
know
1%

Does story contain
policy information?
N=211
Yes
14%

Yes
37%

No
62%

Yes
27%

No
73%

No
86%

Pre-election period

Does story contain
policy information?
N=74

Election period

Post-election period

5.3.6 Policy information Ownership and media house levels
Content with Policy information at both ownership and individual media house levels was not
any different from the picture presented above. A few notable exceptions in this instance
however are worth mentioning. At ownership level, the private media did well in this respect
especially in the post-election period with a score of about three quarters (73 percent) of its
stories carrying content with policy information. All the other media houses had below half of all
stories that carried policy information. This again proved to be detrimental to the ideal situation
of quality information that was needed to aid voters as they were to make those important
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decisions that would have long lasting effect on their welfare during the 2011 Zambian general
elections.
Table 16: Stories containing policy information at ownership and individual media house levels
Pre-election
Election period
Post-election
Stories containing
% of stories that
% of stories that
% of stories that
policy information
contain policy
contain policy
contain policy
(N=377)
information
information
information
(N=92)
(N=211 )
(N=74 )
Ownership
State
32%
15%
27%
Private
45%
13%
73%
Station/Publication
MUVI TV
35%
16%
30%
ZNBC Radio
47%
11%
37%
Times of Zambia
27%
15%
23%
The Post Newspaper
44%
15%
15%

5.3.7 issue-based vs. personality-driven stories
Another facet that hitherto had characterised the media in Zambia was the penchant appetite for
‘mudslinging’ messages that pitted rival politicians against each other. It was commonplace to
find screaming headlines such as “HH is a double dealer - Imbwae,” (The Post Newspaper,
2011) and Banda’s mediocrity can’t continue, rise up against this monster,” (The Post
Newspaper, 2011).
With this background, the research also sought to establish the levels of this type of content in
the media, especially during the election period. As earlier alluded to, specific periods were
targeted to establish the most prominent nature of news/issues at each of those times.
As the illustrations on the next page show, most of the stories carried during the respective
periods had more to do with issues rather than personality based news. At the pre-election
period, over half of all the stories analysed (54 percent) were issue based as compared to only
nine percent that were personality based. During the election period, data showed that over three
quarters of the news (83 percent) focused on issues and only two percent were likely to contain
personality news of the various political players at the time. In the post-election period the
situation was not any different as over two thirds (65 percent) of all the news analysed revealed
that issues based news featured more across all media.
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The figure 6 illustrates this aspect in more detail.
Figure 6; Bar charts showing issued based, personality driven or mixed content news during
the three monitoring phases.

Is story issue or
personality based?
N=92

Is story issue based or
personal?
N=211

Is story issue based
or personality?
N=74
Personality

Personality

Issues

54%
0%

100%

8%

2%

Mix

37%

Mix

Pre-election

Personality

9%

Mix

15%

83%

Issues
0%

27%

Issues

50% 100%

Election period

65%
0%

50%

100%

Post-election

5.3.8 Issue-based stories at ownership and media house levels
At both ownership and individual media house levels, the scenario was encouraging to note that
on average, most of the media houses concentrated on reporting about issues and avoided
personality based news. In this respect, the research established that content carried in the state
media during the three phases mostly focused on issues with 48 percent, 75 percent and 86
percent recorded during the pre-election, election and post-election periods respectively.
The private media equally did well on this aspect and had scores of 63 percent, 93 percent and 38
percent in the pre-election, election period and post-election periods respectively.
This picture reflects similar results when analysis was done for the individual media houses.
Table 17 illustrates these findings in greater detail.

41

Table 17: Showing levels of issue based reporting at ownership and media house levels
Pre-election
Election period
Post-election
Issue based stories
% of stories that
% of stories that are
% of stories that are
N=377
are issue based
issue based
issue based
(N=92)
(N= 211)
(N=74 )
Ownership
Public
48%
75%
86%
Private
63%
93%
38%
Station/Publication
MUVI TV
ZNBC Radio
Times of Zambia
The Post Newspaper

45%
58%
54%
67%

75%
84%
74%
100%

90%
21%
82%
62%

5.4 Public perceptions
These findings were drawn from responses conducted in an audience survey. A total of 100
respondents were sampled from Munali constituency in Lusaka district. A detailed analysis of
the demographics of the sample is provided in tables 1, 2 and 3 in chapter 2.
5.4.1 Public’s access and exposure to the media
One of the objectives of this research was to establish if people access the media and its
messages during election campaign periods and especially during the 2011 Zambian general
elections. From the analysis of the data, 94 percent of all the respondents revealed that they had
access to media during that period. And as shown in table 18, the group that had the most access
to media, at 100 percent, was that which had reached university level of education. This could be
probably linked to their social economic status which enabled them to be able to access media
either at their workplace or in their homes as they were most likely able to afford buying radio
sets, television sets or indeed newspapers as forms of media. The lowest group in this regard was
that which had attained secondary level of education.
The high levels of access and exposure to media during the campaign period gave the media a
vital role to play during the period to ensure that the information gap was closed. This therefore
enabled the respondents and the population in general an opportunity to hear the various
campaign messages. These high levels of media access and exposure were therefore an
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encouraging sign that the media in Zambia had made strides in serving the information needs of
the electorates and those of society at large.
Table 18: Respondents that were exposed to the media during election campaigns by level of education

Education level
N=100

Yes
%

No
%

Primary

92

8

Secondary

91

9

College

96

4

University

100

Nil

Total

94

6

Similarly, the scenario does not change much in terms of the respondents’ exposure to media by
their residential areas. The analysis reveals that in all the areas, close to 90 percent of all the
respondents had exposure to the media with the high density residential having had the highest
level of exposure. Therefore, in as far as exposure and access to media is concerned, the research
established that media had done its job well during the period under study. It may, therefore, be
concluded as earlier alluded to, that the information gap, as pertains the areas of study was
minimal among the respondents. Table 19 below illustrates further this point.
Table 19: Respondents who were exposed to the media during election campaigns by residential area
Residence
(N=100)
High density area
Medium density area
Low density area

Yes (%)
96
86
95

No (%)
4
14
5

In trying to understand which, among the four media outlets under study, had the highest
proportion of reach to these areas of the population, the research revealed that MUVI TV claimed
the highest portion at 35 percent. This could perhaps be attributed to the station’s broadcast of
vernacular content which might be appealing to the predominantly poor in the townships. This
was followed by The Post Newspaper at 27 percent. ZNBC Radio and Times of Zambia, which
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are state media houses, had 23 percent and 15 percent at third and fourth positions respectively.
Figure 7 illustrates;
Figure 7 Media outlets which were most accessed by the respondents

Proportion of access to media by
respondents
(N=100)

MUVI
TV
35%

TOZ
15%

The Post
27%

ZNBC
Radio
23%

When analysis for the same is done at the residential level, data revealed that MUVI TV was still
the most preferred medium in both the high density and medium density residential areas at 40
percent and 38.8 percent respectively while The Post Newspaper was the most preferred medium
in the low density area standing at 28.8 percent. A noticeable trend emerged which showed that
overall and in all the three residential areas, the private media proved to be more preferred during
the election campaign period. This could partly be attributed to the credibility and reliability that
had characterised the two media houses according to public perceptions. Most respondents were
more likely to believe more of the news from the private media during this period than the state
run media such as ZNBC Radio and Times of Zambia. This was due to perceived biasness of
these media towards certain individuals especially the ruling party officials during the election
campaign period to the detriment of mostly the opposition officials who equally desired similar
coverage.
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Table 20: Respondents that had access to media outlets in the three sampled residential areas
Residential Area/Name (N=100) Media outlet
High density area (Mtendere)

Percent (%)

The Post

26.3%

ZNBC Radio

24.2%

Times of Zambia

9.1%

MUVI TV

40.4%

Medium density area (Chainama) The Post

Low density area (Chudleigh)

28.4%

ZNBC Radio

20.3%

Times of Zambia

17.6%

MUVI TV

33.8%

The Post

28.8%

ZNBC Radio

23.7%

Times of Zambia

20.3%

MUVI TV

27.1%

5.4.2 Respondents’ perceived leading topics in the media during the elections campaign
period
One of the objectives of the research was to establish media focus in terms of the issues and
topics that were brought to the fore during the campaign period. This was to be compared to
what the public considered the most important issues during the same time. Data revealed that
most 32 percent respondents saw the fight against corruption as the most topical issue during the
election campaign period. This was followed by 28 percent and 18 percent felt education issues
and economic issues respectively were quite as important during the same period. Other topics
that respondents felt were important include health issues 17 percent, employment two percent,
water reticulation, governance issues and the constitution making process with 1 percent each.
And as part of this research, it was going to test the validity of the agenda setting theory in this
setup and gauge to what extent the media in Zambia managed to set the agenda during the
campaign periods. The data on the topics that consistently featured the most in the media during
the campaign period (Table 13 above) revealed that none of those topics were among the five
leading ones that respondents felt were important. Only anti-corruption and economic issues
featuring among the top ten in the media were also found to be the most desired issues by the
public overwhelmingly. The rest of the issues that the media focused on were at variance with
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respondents’ perceptions. This, therefore, revealed that the media, during that period failed to set
the agenda for the public.
Table 21: Topics considered most important by respondents during campaigns
Topics considered most important by respondents during campaigns (N=100)

%

Fight against corruption

32

Education issues

28

Economic issues

18

Health issues

17

Employment

2

Water reticulation

1

Governance

1

Constitution making process

1

Total

100

5.4.3 How respondents reportedly formed opinion about issues
To understand the variance in terms of focus between media and public perceptions on important
issues, the research also sought to find out how the people formed their opinions during the
elections campaigns. From the analysis, data shows that despite the high levels of access and
exposure to media messages during the campaign period, most of the respondents, at 53 percent
said they formed opinions about the events happening then on their own. Only 26 percent of the
respondents indicated that they formed their opinions through media’s coverage of the campaign
issues. This ultimately meant media influence during the election campaigns was minimal. Here
once again, it can be said that the media’s agenda setting role was not prominent enough. Table
22 below breaks down the various ways in which respondent came to form their opinions during
the election campaign period.

Table 22: Opinion formation by respondents during campaigns
Opinion formation by respondents during campaigns (N=100)
On my own

%
53

Through media coverage of campaign issues

26

Through discussion with friends

17

Through attending political campaign meetings

4
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5.4.4 The perceived influence of media messages on respondents
A further analysis showed that media influence was, according to the survey, most evident
among respondents who had attained secondary and primary education at 58 percent and 50
percent respectively. The least influenced were among those that had attained tertiary education,
more so for those that had attained university education, accounting for only about 35 percent.
This analysis shows that, media were less likely to influence people who have attained higher
education as compared to those with low education levels. It was therefore not surprising to
observe that, more often than not, most respondents asked had indicated that they formed their
opinions based on their own observation or through discussions with other people.

Table 23: Showing whether respondents were influenced by the media messages.

Did media messages about political candidates' campaigns influence you?
Highest level of education attained
Yes (%)

No (%)

Primary

50

50

Secondary

58

42

College

44

56

University

38

62

Total

50

50

Most respondents also revealed that the media was able to follow up on campaign promises that
had been made during the campaigns. The pie chart in figure 9 shows that just over two thirds
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(61 percent) of the respondents felt that media did follow up on the campaign promises made by
politicians after elections had passed.
Figure 8: showing responses on whether media follows up on campaign promises
Do you think media follows up on
campaign promises by politicians?
(N=100)

No
39%
Yes
61%

5.4.5 Respondents’ rating of media performance in exposing abuse of state resources
During the campaigns various breaches of the electoral code of conduct and abuse of state
resources by the various political parties occurred and were reported in the media. The media
rose up to the challenge though the extent to which each of the respective media outlets went
depended much on their ownership. This was compounded by the fact that most of these
incidences were committed by the ruling party prior to the elections which had direct influence
on what the state media published and how it published.

In this instance 26 percent of the

respondents asked felt that The Post Newspaper did an excellent job while 23 percent of the
respondents felt the same about MUVI TV’s conduct when it came to this aspect of news
gathering. Both of these media outlets are privately owned. Most respondents on the other hand
were sceptical about how the state media on the other hand conducted itself towards these
elements when it came to their election campaign period prior to the 2011 Zambian general
elections. Of those interviewed, 47 percent felt that ZNBC Radio did not do enough in exposing
the breaches and abuse while 41 percent felt the same about Times of Zambia. The other various
ratings on how the media conducted itself with regard to these two elements are illustrated in
table 24.
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Table 24: Respondents’ rating of media performance in exposing abuse
of state resources during elections
Respondents
Rating
(N=100)
Excellent
Very good
Good
Fair
Bad
Not sure
Total

Media outlets
MUVI TV
(%)
23
17
21
22
3
14
100

ZNBC Radio
(%)
2
8
18
47
25
100

The Post
(%)
26
16
14
18
5
21
100

Times of Zambia
(%)
1
6
20
41
32
100

5.5 Qualitative data findings
5.5.1 Civil society organisations’ views on coverage of elections by media (in-depth
Interviews)
A majority of CSO representatives (83 percent) expressed a desire that the media widen their
news coverage of political parties beyond the main players. All the representatives were also
concerned about the function of the state media, which they said had a duty to accurately report
on national issues since they are funded from taxpayers' money. All CSO representatives felt that
the ruling party at the time of the election had a strong influence in the way the state media
covered political parties and the election campaigns. One of the respondents noted;
"...The public media were extremely biased in that they gave the MMD more
coverage. They even blocked some stakeholder views which they felt were antigovernment or anti- MMD. For example, TIZ had a running programme on ZNBC
which was blocked even when it was fully paid for. They even refunded the money
TIZ had paid. They went into defaming all those perceived to be anti-government."
All the Civil society representatives interviewed further expressed strong desire that the state
media should be free from direct operational control of the government and more able to provide
independent programming and news. Similar concerns were raised about the performance of
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private media vis-à-vis outside interference. In this vein, another respondent expressed concern
that;
"The private media, especially The Post, gave too much coverage to the Patriotic Front,
[more] than anyone else."
5.5.2 Civil society organisations’ views on issues that media focused on
In addition to their criticism regarding the media’s coverage of the elections, all CSO
representatives were also concerned about the types of issues and nature of media coverage of
governance and general development topics. They said that the media needed to devote more
time to covering issues that citizens were concerned with and give less focus to “character
assassination” of political leaders. All CSO representatives also observed the need for the media
to broaden the discussion space about political and developmental issues to include ordinary
Zambians, especially those in the rural areas.

Since the change of government, however, some CSO representatives (50 percent) felt there had
been a change in the way the state media reported on governance issues. They described how
they felt there were an improved number of opposition political party leaders who featured in
news items. The rest of the representatives felt the change was insignificant and the time still too
short to determine whether there had been tangible change or not, in the post-elections era.
Finally, they expressed how important it was that such changes in the media’s coverage of
governance and election issues continue, and not revert back to party-based reporting at the next
election cycle.
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CHAPTER SIX

DISCUSSION OF THE FINDINGS

6.0 Introduction
The study’s main objective was to find out what type of messages the media provides during
election times and specifically during the 2011 general elections in Zambia. The study was
further to investigate the quality of the messages and what public perception existed towards that
kind of political coverage by the Zambian media. This chapter presents the discussion of findings
and their interpretation.

6.1 Public exposure to media and how this reportedly influenced them
Objectives 1 & 2: To establish whether information from ZNBC, MUVI TV, TOZ and The Post
Newspaper about political candidates reached voters; To establish whether ZNBC, MUVI TV,
TOZ and The Post’s coverage of political campaigns influenced voting patterns.
Despite the high levels of access and exposure to media messages, this research found that
minimal numbers of those exposed to these messages were influenced by the same messages.
What this further revealed is that the levels of influence depended much on the levels of
education of the respondents. The evidence confirms the position of the knowledge gap theory
which premises that media influence is directly linked to the levels of the social economic status
of those exposed to such messages. Socio-economic status is defined partly by the educational
level of an individual. The research also found out that 56 percent of those with college and 62
percent with university education were less likely to be influenced by the media messages than
those who had not.

As scholars argue, the increase of information in society is not always

evenly acquired by every member of society but people with higher socioeconomic status tend to
have better ability to acquire information more selectively and are able to analyse it before
accepting the message or be influenced by it, (Weng, 2000).

51

6.2 Issues/topics focused on by the media and the public
Objective 3: To establish what issues ZNBC, MUVI TV, TOZ and The Post considered
major/important during the election campaigns;
On topics that media concentrated on the most, there was a disparity with those that the public
considered the most important issues. While the media focused much on the electoral process
and issues closely related to the election itself, most of the people asked saw pertinent issues to
their daily welfare as the most important. Such issues as the economy, health and education
which have a direct bearing on their livelihood were considered most important. Most
respondents felt that the media should have done better in covering these issues. It is worth
noting that in as far as the agenda setting proposition that the media plays, evidence in this study
did not show its manifestation during the period this research was conducted. This perhaps could
be attributed to several factors. One of them as evidence showed in this research is that much as
the people were much exposed to the media and its messages to its content, most of those
interviewed revealed that they formed opinions aside from the media in various other ways
including discussions with friends or on their own. Evidently therefore, it can safely be
concluded that the various other sources of information besides the media mediated in the
opinion formation of those interviewed. This is in line with the proposition of the uses and
gratification theory which postulates that media competes with other information sources for
audience attention to satisfy their needs. Scholars have argued that as traditional mass media and
new media continue to provide people with a wide range of media platforms and content,
audiences choose to be exposed to different media channels for different reasons.

6.3 Public’s perception of political content in the media
Objective 4: To examine the public’s perception of ZNBC, MUVI TV, TOZ and The Post’s
political content;
Another fact worth dwelling on is the media preferences shown by the audiences surveyed in the
research. As the evidence shows, the most preferred media were the privately owned Post
Newspaper and MUVI TV. The basis for these preferences may be varied and many but the one
indisputable factor and as some CSO representatives argue, the private media was seen to be
more reliable, credible and fair in its coverage of the election process. It is no wonder most of the
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respondents interviewed placed more preference towards the two private media as opposed to the
public owned ones. This fact again reinforces the postulations of the uses and gratifications of
media theory.

In this case, the private media had established a record of credibility through their fair and
balanced coverage over time which made it easy for them to be believed by the audience.
6.4 Post-election media coverage.
Objective 5: To establish whether the sampled media follow up on election campaign promises
after the elections have passed.
Another interesting aspect with regard to sourcing for news is that in the phase after elections
had passed, the media tended to move away from political sources with more than two thirds of
their sources consisting of government personnel and civil society representatives. This shows
that media moves with changes obtaining within society. With the political hype ebbing away,
the media reverted to its traditional sources that were more closely aligned to governance issues
rather than politics. This was the situation that obtained after the September 2011 Zambian
general elections where government personnel consisted 41 percent of sources used in the media
while civil society 21 percent. Evidence revealed that generally, the media made efforts to make
follow ups on some of the promises and campaign messages that dominated the campaign
period.
6.4 Type or nature of coverage by the media
Objective 6: To establish the type or nature of the media coverage
In terms of the nature of messages, the study established that points of view per story were so
minimal as to render most of the news articles more descriptive rather than analytical in nature.
This also reflected the lack of adequate sources used in most of the stories as journalists most
likely relied on observing events rather than engaging newsmakers. There was lack of depth in
content and most stories that had points of view had more single points of view. This further
showed that in most instances, journalists were ‘single sourcing’ for most of their stories.
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The diversity of these sources was another facet to the concept of representation that was
investigated. The analysis in this case found low levels of diverse sources used per story. This
meant that in instances where there were more than one point of view in the stories analysed, it
was highly likely that the sources were drawn from a similar grouping such as one political party
or organization. This had a negative impact on the depth of the news as only one voice was heard
and other competing views were shut out from such a story. Further, the research established that
for those sources that were used by either the state or private media, they dominated the spaces.
This resulted in unbalanced news as it occurred and a misrepresentation or underrepresentation
of the events as they unfolded. One notable exception in this case was MUVI TV which had 80
percent.

As earlier alluded to, the points of view carried in any given piece of news closely reflects the
types and numbers of sources used and had a direct impact on the depth and quality of such a
piece of news. But in this instance, the research was also able to find out the types of sources that
were used in the construction of such news. Throughout the periods monitored, the then ruling
party the Movement for Multiparty Democracy (MMD) dominated as a source for most of the
news regardless of which media it was. They were closely followed by the now ruling Patriotic
Front (PF). Other smaller parties combined were the third most used political sources while the
United Party for National Development (UPND) was the least used political source.

A trend here shows that the media tended to lean more towards the two front runners when it
came to their choice of political sources. The phenomenon in itself was not negative but the
danger was that audiences were always likely to be treated to a dichotomous political
dispensation in the media while the situation on the ground presented a more diverse political
playing field with more than two players as projected by the media. What this tended to do was
that it denied the general public the opportunity to thoroughly scrutinize all the competing
political players presenting themselves for election. Ultimately, some of the arguments and
counter arguments from the politicians outside the top two brackets were not likely to see the
light of day in the media. This killed any meaningful democratic plural debate in its truest sense
and affected voting patterns according to the dictates of the media.
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CHAPTER SEVEN

CONCLUSIONS AND RECOMMENDATIONS

7.0 Introduction
This chapter has two sections. The first part draws the lessons and conclusions deduced from the
findings of the study. The second part attempts to draw broad recommendations informed mostly
by the findings in the study to help enhance media performance in public affairs of the country.
7.1 Conclusion
The Movement for Multi-party Democracy swept to victory in 1991 when multi-party politics
were reintroduced. Zambia has since then had four general elections with relatively smooth
transitions of power. In general, elections have been judged free and fair, although infringements
of the Electoral Code of Conduct have occurred.

Since the reinstitution of multi-party democracy in Zambia, the media landscape had been
liberalized and consequently there had been an enormous increase in independent, commercial
and community media (radio, print and TV) across Zambia. This also meant that access to
different sources of information (not just state media) improved dramatically. This increase in
media and access to alternative information helped stimulate a lively and varied debate on
current affairs and politics amongst Zambians.

However, during recent years the media had become increasingly polarised with media houses
blatantly choosing sides i.e. being clearly pro-government or clearly pro-opposition. Some of the
leading media houses seem to have abandoned all pretext of fair reporting to support their chosen
party. This is already curtailing the flow of reliable, substantial and credible information to the
Zambian public.

Along with the polarisation of some of the leading media houses another worrying trend was
notable. There had been a consistent move away from reporting on real issues, policies and
content towards focusing on personalities and the increasingly shrill sound bites of different

55

politicians. There was a marked absence of reporting on issues, the actual policies of the various
parties, plans and strategies in favour of the focus on personalities and ‘headliners’.
Unfortunately, this was to the detriment of the Zambian public who receive little and often
biased information on what the various parties and candidates want for the future of Zambia in
terms of poverty reduction, economic development and social issues. This meant that it was
difficult for the general public to choose their candidate/party in the 2011 elections based on
distinct policies and development objectives.

While not always the case, often articles and packages for radio or TV lacked a proper follow
through in terms of hearing both sides of a story, background information, impartiality and going
beyond quoting verbatim from a source. Again this left the Zambian audience lacking access to
well written (or recorded), well researched and in depth information.

It was against this background that this study was undertaken; to analyse how well the Zambian
media covered the 2011 general elections. And the study established that in terms of the quality
and depth of articles during the period under study, it left a lot to be desired. Most of the content
ended with verbatim quotes from sources lacking in-depth follow through analytical and well
researched information to help the electorates in deciding on political candidates of their choice
during the elections.

Added to this aspect was the lack of policy and impact of the stories presented in the media. The
study established that this kind of information was largely lacking in the news during the period.
This further disadvantaged the electorates as they only had raw information usually verbatim
quotes from the politicians which were lacking policy information. Thus, even when making a
choice, voters had little to separate genuine promises from the untrue ones. This was partly an
indictment on the media practitioners to go beyond the press events organised by the politicians
and research further on what they say. Journalists could access party manifestos and interview
the politicians further to get in-depth insights into their pronouncements and find out what they
mean. This could obviously add depth to such a presentation for the benefit of both the media
house but more so the general public.
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Most of the content further showed a bias towards candidates of particular media choices. This
was evident in the numbers of sources from particular groupings, consistently dominating over
long periods of news gathering. This stemmed the free flow debate among the various competing
political candidates in their spaces which consequently affected decision making for the voters
that relied much on the media presentation of the candidates. This affected the voters as they
could not have access to well-balanced media content featuring competing candidates’ views on
various subjects. Most often than not articles were one-sided presentations of the events without
a chance of getting the other side of the story or a counter argument.

The monotony of debate was another facet established by the research. It was established that
most of the articles had single points of view. Where there were multiple points of view, it was
evident that they were usually sources from similar sources who were most likely likeminded.
This was evidently clear since such views were either concurring with the previous voices or
reinforcing the views already presented. The study established that opposing or counter views
were minimal in any given piece of news pointing to single sourcing for such news. This finding
reinforces the one on sources where the same sources were used repeatedly over a period. Civil
society representatives also expressed similar feelings as the evidence gathered.

It was however, encouraging to find out that on a positive note the media did well in avoiding
personalities based news to the minimum levels during the campaign period. The media had
hitherto been accused of peddling personalities based stories in their pages and airwaves, usually
pitting rival politicians in tit-for-tat battles through their coverage. However, this study revealed
a positive movement away from this trend to one where the majority of content was at least issue
based keeping the personalities content to a minimum of below 10 percent.

Media however was unable to give direction and set the agenda from the outset as evidence
showed a huge disparity in the topics that media focused on against those that the public felt
were most important during the campaigns. However, the study showed that after the elections
had passed, most of the people felt that the media was able to follow up on the campaign
promises that politicians made during the campaigns. Headlines such as “PF in government
honours campaign promise, reduces tax and puts more money in your pockets,” (Saturday Post,
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2011) had become commonplace. Empirical evidence however presented a mixed picture as the
politicians were selectively following through some of the promises while ignoring or out rightly
rejecting some of the promises they themselves made.

The implications of this research are clear. The media’s coverage of the 2011 elections was
driven by the political allegiances of the state and private media. This meant that the public had
few sources, particularly in the national media, for the sort of balanced news and information
that would have enabled them to make informed choices about their country’s leadership at this
critical time. Based on these findings, the following recommendations were made:

7.2 Recommendations
i.

Media is therefore encouraged to focus on multiplicity and diversity of sources to
enhance diversity of views. This is because there is a direct link between the number and
variety of sources used and the diversity of views expressed in any given story. This
would afford the electorate an opportunity to tap into the media as an open space for
information exchange and help them make their decisions and especially political
choices.

ii.

Media should enhance their capacity to the serve the public objectively. In this breath
therefore, it is imperative to enhance the ability of the state media to serve the public
without bias toward the ruling party. It is also important for the private media not to
simply act as a mouthpiece for the opposition, but to provide fair, balanced and in-depth
news from a variety of perspectives. In this breath therefore, there is an urgent need for
capacity building activities around impartiality of media and public service broadcasting
values in journalists and media houses. This could have a positive effect as journalists
would report fairly and accurately once they are provided with the training and the
political space to do so.

iii.

Media friendly legislation is needed that would de-link the ruling party from operations
of the state media to encourage independence of the state media. Additionally, there is
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also need for the major state and private media houses to institutionalise general public
service broadcasting values and ethics, and a greater appreciation of engaging and
valuing audiences.

iv.

Last but not least, there is a need to enact the Freedom of Information Bill urgently.
There is also need to expedite the establishment of a media self-regulatory body which
would strengthen internal self-regulatory systems such as application of editorial and
debate guidelines, within media outlets.

v.

Further research in this regard is important to increase both the quantity and quality of
information regarding the subject matter. As may be seen from this research, the scope
and nature of the findings might not be definitive and all encompassing. Therefore further
research will add to the knowledge brought forth here.
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APPENDICES
Appendix 1. Content analysis code frame
PRE-CODING CHECK:
Does the item pass Step 1 and Step 2 of our definition? Have you backed up the recording you are
listening to? IF YES TO BOTH, CONTINUE
QAA: Sample Number __________ (e.g. 0001) DATA ENTRY PERSON TO FILL IN
EACH NEWS ITEM SHOULD HAVE DISCRETE SAMPLE NUMBER
QA1: Coder Name _____________________________
QA2: Date coded

__ __ /__ __/__ __
DD / MM / YY
QA3: Date of programme
__ __ /__ __/__ __
DD / MM / YY
QA4: Media platform
TV
Radio
Print

1
2
3

QA5: Station or Publication name
ZNBC TV
MUVI TV
ZNBC Radio
Radio Phoenix
Times of Zambia
Zambia Daily Mail
The Post

QA6:

1
2
3
4
5
6
7

Is the station or publication publicly or privately owned?
Public
Private

1
2

Duration / Length
ANSWER Q1a for Radio and TV news ONLY
Q1A.

What is the overall duration of the news item?
Please record by minutes and/or seconds

:

______ ______
Minutes Seconds
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ANSWER Q1b for Print news ONLY
Q1B. How long is the article? Indicate the number in the appropriate category.
Look at the first few paragraphs and estimate the average words per line. Then, count every full line of
the story. (Add together half-lines to approximate the total number of full lines.)

Approximate word count:
________ x ________ =

____________

# of
# of
Enter this final number in the dataset
words per
lines
line
IF STORY RUNS OVER MULTIPLE PAGES, THEN DO ABOVE CALCULATION FOR BOTH PAGES, ADD, and PUT IN TOTAL
ABOVE

Prominence
ANSWER Q2a- 2b for Radio and TV news ONLY
Q2a.

Was the news item mentioned in the headlines?
Yes
No

Q2b.

1
2

If YES, answer Q2b
If NO, skip to Q3

If yes, what number headline was it? _________

ANSWER Q2c for Print news ONLY
Q2c.

What page number does the article start on?
Front page
Page 2
Page 3
Page 4
Page 5
After Page 5

1
2
3
4
5
9

Main Topics
Q3.

Which of the following best describes the main topic of the news item?
Categorize the main topic as specifically as possible. For example, a news item about privatization could
also be coded as an economic or business issue. Privatization, however, is a specific type of economic or
business issue and therefore is a more accurate description of the item’s main topic.
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SINGLE RESPONSE ONLY
Main topic
Agricultural issues (Inc. fertilizers, food, livestock, etc.)
Conflict resolution
Campaign event (i.e., story devotes more time to event itself than any policy
issues that the event may have covered)
Corruption or anti-corruption
Crime
Culture
Defection from one political party to another
Economic and business issues (Inc. unemployment, inflation, tax )
Education
Election-related violence
Electoral process issues (Inc. voter registrations, voter turnout, code of
conduct, vote tabulation, register issues etc.)
Energy
Environment
Foreign affairs
Health (Inc. HIV/AIDS, maternal health, smoking, etc.)
Infrastructure development (e.g., building of roads and buildings)
Judiciary/legal affairs
Labour issues (Inc. workers’ rights)
Media regulation
Personal insults about candidate or party
Personal attacks on candidate (not insult)
Poverty alleviation
Privatization issues
Religion
Transportation
Youth issues
Other [Specify]

1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18
19
20
21
22
23
25
26
27
28

Depth of Coverage
Q4.

Was the background (i.e. history to provide context for the audience) of the main topic
discussed?
Yes
No
Not applicable
Don’t know /
Can’t tell

Q5.

1
2
3
88

Does the story contain information of how the main topic affects ordinary people’s lives?
Yes
No
Don’t know /
Can’t tell

1
2
88
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Q6.

Does the story include voices (direct quotes, paraphrases, clips or vox pops) of ordinary people?

Yes
No
Don’t know /
Can’t tell

Q7.

1
2
88

Does the story provide information to citizens about policies put forward by the government,
political parties, candidates, governmental or non-governmental institutions?
This should be specific information regarding the content of policies and not broad statements, promises
or claims.
Yes
No
Don’t know /
Can’t tell

Q8.

1
2
88

To what extent is the story issue based or personality-driven?
Mostly issue-based
A mix of issue-based and personality-driven
Mostly personality-driven
Don’t know / Can’t tell

1
2
3
88

Mostly issue-based means that the majority of the story informs people about policies or discusses how the main
topic will affects people’s lives. Mostly personality-driven means the majority of the story is about personal insults
or allegations without reference to specific policies or facts.

Q9.

Which of the following best describes the story?
Purely descriptive
Mostly descriptive with some analysis

1
2

A good balance of description and analysis

3

Purely analysis

4

Don’t know/Can’t tell

88

Descriptive = contains only facts – statistics, figures, reports about what people did, etc. Analysis = contains
discussion and debate on the facts
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Actors, Engagement and Treatment
Q10a. Tick YES for each category of persons directly heard from in the news item.
MULTIPLE RESPONSES POSSIBLE
Q10b. Then, for each category of persons heard from, write the number of individuals heard from in that
category.
WRITE IN NUMBER FOR EACH CATEGORY INCLUDED IN 10a

A
B
C
D
E
F
G
H
I
J
K
L

10a

10b

Types of people heard

Heard?

Number of
Persons
Heard

National Government personnel
Local government personnel (inc. town clerk, council secretary)
MMD candidate or official (inc. President Banda)
PF candidate or official
UPND candidate or official
Other party candidate or official
Traditional leader
Electoral Commission of Zambia (ECZ) representative
CSO representative
An average citizen
Foreign government representative
Other
Specify ___________________

Y/N
Y/N
Y/N
Y/N
Y/N
Y/N
Y/N
Y/N
Y/N
Y/N
Y/N
Y/N

Q11. How was each category of persons coded above treated in the news item?
CODE ONLY FOR CATEGORIES CODED IN Q10a.
Explicitly positive (EP): Reference to the person/group demonstrates that the reporter/presenter or
station is explicitly positive about the person/group. This should not be an inference you make about their
position. Do not confuse a presenter or reporter commenting on a situation which depicts the person or
group in a positive manner with the reporter actually taking a positive position on the person or group.
Explicitly negative (EN): Reference to the person/group demonstrates that the reporter/presenter or
station is explicitly negative about the person or group. This should not be an inference you make about
their position. Do not confuse a negative situation (violence) with negative treatment of a story or person
or group.
Mixed: Indicates both negative and positive treatment of a person/group by the reporter/presenter or
station.
Neutral: The presenter/reporter or station does not indicate either a negative or a positive view of the
person or group.
Can’t say: It is unclear whether the story indicates any of the above categories. Do not confuse this with
‘neutral’.
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MULTIPLE RESPONSES POSSIBLE FOR EACH CATEGORY
Q11

Treatment of type of persons

EP

EN

Mixed

Neutral

Can’t say

A

National Government personnel
Local government personnel (inc. town
clerk, council secretary)
MMD candidate or official (inc. President
Banda)
PF candidate or official
UPND candidate or official
Other party candidate or official
Traditional leader
Electoral Commission of Zambia (ECZ)
representative
CSO representative
An average citizen
Foreign government representative
Other
Specify ___________________

1

2

3

4

5

1

2

3

4

5

1

2

3

4

5

1
1
1
1

2
2
2
2

3
3
3
3

4
4
4
4

5
5
5
5

1

2

3

4

5

1
1
1

2
2
2

3
3
3

4
4
4

5
5
5

1

2

3

4

5

B
C
D
E
F
G
H
I
J
K
L

ANSWER Q12 for TV and PRINT ONLY
Q12. Tick YES for each category of persons who has a picture or video included in the story.
Q12

Photo included

Yes or No?

A
B
C
D
E
F
G
H
I
J
K
L

National Government personnel
Local government personnel (Inc. town clerk, council secretary)
MMD candidate or official (Inc. President Banda)
PF candidate or official
UPND candidate or official
Other party candidate or official
Traditional leaders
Electoral Commission of Zambia (ECZ) representative
CSO representative
An average citizen
Foreign government representative
Other
Specify________________________

Y/N
Y/N
Y/N
Y/N
Y/N
Y/N
Y/N
Y/N
Y/N
Y/N
Y/N
Y/N
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Sourcing
Q13a. What are the source(s) of this news story?
A source is a person or document that is explicitly referred in the news item which provides information which
contributes to the information contained in the story. Being explicitly referred to does not require the source to
be identified by name.

MULTIPLE RESPONSES POSSIBLE
Q13b. How many sources for each category in Q13a?
Sources
National government personnel or statement
Local government personnel (Inc. town clerk, council secretary)
MMD candidate or official (Inc. President Rupiah Banda)
PF candidate or official
UPND candidate or official
Other party candidate or official
Traditional leader
ECZ official or statement
CSO representative or statement
Average citizen’s statement
Foreign government official or statement
Judicial official or statement
Opinion poll or research data/findings
News Agency
Other media
Anonymous
Unable to tell
Other [specify]

13a
What
sources?
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17
18

____________________________________

Q14.

How many sources were mentioned in the news item? __________
Write number which should equal total column of 13b
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13b
Number per
category

Balance and Fairness
Q15.

How many different points of view were given in the news item? _________
Point of view is the position from which something is seen or considered. Write the total number of
points of view that were given in the news item. If only facts included and no opinion given, then total
number of POV should be 0 (zero).

IF Q15 = 0 or 1 point of view, SKIP Q16.
Q16.

Did the news item contain points of view or opinions which were in opposition to each
Yes
No
Don’t know/
Can’t tell

Q17.

other?

1
2
88

Did the presenter/reporter/author support a particular position or opinion?
This should be explicit by what the reporter/writer said or wrote, not an inference about their position. If
multiple presenter/reporters for one news item (i.e. a package) and even one of the reporter/ presenter
explicitly support a position, then code YES.
Yes
No
Don’t know/
Can’t tell

Q18.

1
2
88

Did the news item on the whole give a balanced treatment of the subject matter?
Balance means that equal weight should be given to the main differing viewpoints. Look at both the
presenter/reporter/writer’s position and the positions of all those speaking in the news item. For a story
to be balanced, a reporter’s viewpoint must be completely neutral.
Yes
No
Don’t know/
Can’t tell

1
2
88
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Appendix 2. Questionnaire for audience survey
An Evaluation of the Media Coverage of the 2011 general elections in Zambia; A Case study of
the Zambia National Broadcasting Corporation Radio, Muvi TV, Times Of Zambia and The Post
Newspaper

Questionnaire serial No: ______________________
Interviewer’s Name: __________________________
Date of interview: ___/___ /____
DD/ MM/ YY

Residence of interviewee: ______________________
Respondent’s House Number: __________________
Field editor’s Name: ___________________________
Date of editing: ___/___ /____
DD/ MM/ YY

Name of data entry clerk________________________
Date of completion: ___/____/____
DD/ MM/ YY

--------------------------------------------------------------------------------------------------------------------Dear Respondent,
The researcher is a student at the University of Zambia. As part of the requirement, the
researcher is conducting a survey on the above-mentioned topic.
You have been randomly selected to participate in the research as a respondent. Please answer
questions in this questionnaire as accurately as possible. The information you will give will be
treated with utmost confidentiality and will only be used for academic purposes.
To this effect, you are NOT required to provide your name on this questionnaire. Please answer
accordingly and where space is given, write your answer in full giving as much information as
possible.
The researcher appreciates your cooperation in advance.
Yours faithfully,
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Youngson Ndawana
SECTION A: GENERAL INFORMATION (please fill in the space provided)
1. Age …………
2. Sex
Male Female
1

2

3. Marital status (please circle one applicable option)
1) Single
2) Married
3) Divorcee
4) Widowed
4. Which residential Area do you reside in (name) …………………………………………
1) High density area
2) Medium density area
3) Low density area
5. What is your Religion?
1) Catholic
2) Seventh Day Adventist
3) United Church of Zambia
4) Pentecostal Assemblies
5) Reformed Church of Zambia
6) Islam
7) Hinduism
8) Buddhism
9) Other (s) Specify…………………………………
6. Highest education qualification attained (please circle one applicable option)
1) Primary level
2) Secondary level
3) College level
4) University level
5) Other (s) specify ………………………………………
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7. Are you in employment now?
1) YES
2) NO
SECTION B: ACCESS AND EXPOSURE TO MEDIA
8. Did you have access to any media during the past election campaigns?
(If NO, SKIP to Q12)
1) YES
2) NO
9. Where did you access it from?
1) At home
2) At a friend’s place
3) At the work place
4) At a members’ club
5) Other (s) specify …………………………
10. Which media platform? (Circle all that apply.)
1) The Post
2) ZNBC Radio
3) Times of Zambia
4) MUVI TV
5) Other (s) specify…………………………
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SECTION C: MEDIA COVERAGE OF ELECTORAL PROCESS
11. How do you rate media coverage of political campaigns in the country on the scale
below?
(Indicate applicable number to the box provided for each media house)
(Multiple response Question)
Excellent Very Good Good

Fair

Bad

Not sure

ZNBC Radio

1

2

3

4

5

6

MUVI TV

1

2

3

4

5

6

The Post
Newspaper
Times of Zambia

1

2

3

4

5

6

1

2

3

4

5

6

12. What issues did you consider most important during the election?
1) Health issues
2) Education issues
3) Economic issues
4) Fight against corruption
5) Other (s) specify………………………
13. How did you form opinion about issues you considered important in election campaigns?
1) Through media coverage of the campaign issues
2) Through attending political campaign meetings
3) Through discussion with friends
4) On my own
5) Other (s) specify……………………………………………………
14. Did the media adequately cover these issues?
1) YES
2) NO
15. What did the media focus on when covering election campaigns?
1) Personal characters of political candidates
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2)
3)
4)
5)

Party manifestos
Character assassination of one candidate by another
Developmental promises made by candidates
Other(s) Specify………………………………

16. Did media messages about political candidates’ campaigns influence the way you voted?
1) YES
2) NO
17. In your opinion, do media follow up on promises made by candidates during campaigns?
1) YES
2) NO
18. How do you rate the performance of the following media houses in terms of exposing
abuse of state resources during the elections?
Rating

Excellent Very Good Good

Fair

Bad

Not sure

ZNBC Radio

1

2

3

4

5

6

MUVI TV

1

2

3

4

5

6

The POST

1

2

3

4

5

6

Times of Zambia

1

2

3

4

5

6

19. Do you think the following media was accountable to the public in providing nonpartisan information during the elections?
Excellent Very Good Good

Fair

Bad

Not sure

ZNBC Radio

1

2

3

4

5

6

MUVI TV

1

2

3

4

5

6

The Post
Newspaper
Times of Zambia

1

2

3

4

5

6

1

2

3

4

5

6

74

20. Rate the following media in terms of the following, objectivity, fairness, truthfulness
and accuracy during the election period.
(a) ZNBC Radio
ZNBC Radio

Excellent

Objectivity

1

Fairness

Very Good

Good

Fair

Bad

Not sure

2

3

4

5

6

1

2

3

4

5

6

Truthfulness

1

2

3

4

5

6

Accuracy

1

2

3

4

5

6

(b) MUVI Television
MUVI TV

Excellent

Very Good

Good

Fair

Bad

Not sure

Objectivity

1

2

3

4

5

6

Fairness

1

2

3

4

5

6

Truthfulness

1

2

3

4

5

6

Accuracy

1

2

3

4

5

6

(c) The Post Newspaper
The Post

Excellent

Very Good

Good

Fair

Bad

Not sure

Objectivity

1

2

3

4

5

6

Fairness

1

2

3

4

5

6

Truthfulness

1

2

3

4

5

6

Accuracy

1

2

3

4

5

6
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(d) Times of Zambia
Times of
Zambia

Excellent

Very Good

Good

Fair

Bad

Not sure

Objectivity

1

2

3

4

5

6

Fairness

1

2

3

4

5

6

Truthfulness

1

2

3

4

5

6

Accuracy

1

2

3

4

5

6

Go through the Questionnaire to make sure
all questions have been responded to.

Thank you so much for your participation.
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Appendix 3. Interview guide used for in-depth interviews

i.

Psychographic and organisational information

Name of Organisation___________________________

Position/Title of interviewee______________________

Date of interview_______________________________

Date of transcription____________________________

ii.

Guide questions

1.

What are your views about how the media in general covered the 2011 Zambian general
election?
Do you think it had a positive influence?
Why or why not?

2.

What did media focus on when covering 2011 election campaigns?

3.

Does media coverage affect the way people vote during an election?

4.

What are your views in the post-election period on media coverage of political affairs?
Do you think media follow up on election campaign promises made by politicians?

5.

What did you not like about the way media covers political campaigns?

6.

What are your views on political campaigns coverage by the state media in the way they
cover various political players?

7.

What are your views about private media and the coverage of various political players?

8.

What could have done better by the media to enhance the quality of the elections coverage?

77

