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Objectives

General Objective
To determine the overall state of media in Kenya.

Specific Objectives
1. Establish the number of Kenyans using broadcast media platforms (radio and
television).

Determine the number of Kenyans using print media platforms.
Establish indicators in the usage of internet, digital, and social media platforms.

Gauge the level of trust Kenyans have in the media.
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Ascertain the main sources of news for Kenyans.



Approach and Survey Methodology

Component Description

Dates of Fieldwork 15th April 2026 to 23rd April 2026

How was the survey Data collected through Computer Assisted Personal Interviewing (CAPI)

conducted?
Universe and The target population comprised Kenyan residents aged 15 years and above . The
Survey Sample study achieved a total sample size of 3,774 respondents.

A multi -stage stratified sampling approach  was used, with Probability

Sampling Design Proportional to Size (PPS) applied.

. ad 0 0 . . .
Margin of Error Approximately N1.7% at 95% confidence level , reflecting the large national sample

size.

Response Rate The stgdy achieved a near-complete response rate , supported by rigorous field
supervision.

Survey

Geographical All 47 counties across the 8 regions of Kenya , PPS used.

Coverage

_[r)(?;?SCollectlon Structured and pre-tested survey questionnaire.

Quality Assurance Included pilot testing, enumerator training, real  -time data checks, supervisor

Measures back -checks (10%). and data validation protocols

Data Analysis Data was cleaned, processed, and analyzed using SPSS 27




Demographics of Respondents

EDUCATION
52% hold Secondary or Diploma
(Mid-Tier Capability)

AGE

54% are under 35 years old
(The Generational Engine)

GENDER
55% Male / 45% Female
(Balanced Baseline)

OCCUPATION
6 29% Informal/Casual &
/' 20% Unemployed
(The Hustle Economy)

INCOME
76% operate on < 30,000 KES monthly
(The Affordability Ceiling)

RELIGION
85% Christian majority | 3
(Values Anchar)

DISABILITY

4% report a disability |
(The Accessibility Imperative)




In the past one week, did you consume any of the following
mediums?

26% 27% @
26% 25% @

Social Media:
The New Baseline

Television:
The Slow Fade

24% ——
23%
Lg% @ Radio
12% Family/friends/
1% colleagues The intersection of these lines
89 represents a permanent
6% . @ Online news realignment of Kenyan attention.
@ \ebsites Digital consumption is no longer
growing alongside broadcast; it is
a :
5% 4% Print growing at the expense of it.
2024 2025




Overall, which of the following do you use as your main source of news?

The Definitive Shift: Reliance on Digital Ecosystems
(2024 vs 2025)

When asked for their main source of news, the gap between digital and legacy media
widens from 2024 to 2025.

37 % | Social media 2024 2025

Social media 39%

31%

KXYV Television Television

26%

Family/friends/colleagues 3% | Family/friends/colleagues 4%

In 2024, Social Media (37%) already led
Television (31%). By 2025, this gap widened,
with Social Media reaching 39% while
Television remained at 31%. Radio saw a
significant decline from 26% in 2024 to 21% in E Newspapers 1%
2025, further emphasizing the shift to digital. -

Online news websites 2%




Television Daily Reach Continues to Contract

In a typical day, do you watch TV?

Following a massive 13% drop from 2023 to 2024, TV viewership experienced a softer
but continued decline into 2025, settling at 57%.

2024 2025




In a typical day, do you watch TV?

Attention Attrition: The Shrinking Daily TV Audience

Watch TV Daily Watch TV Daily

Do Not Watch

linear television, choosing to access video content on their own schedules.

[ The story here is the 43%. Nearly half the population has abandoned the habit of daily j




Time Spent Watching TV

Light Viewing The Sweet Spot: 54% Heavy Viewing
Less than 30 mins (5%) ( . . \ 3-4 hours (13%)

31 mins =1 hour (17%) RO 6+ hours (3%)

1-2 hours 2-3 hours

(29%) (25%)

Television is a deeply ingrained daily routine, but audiences actively
balance a 1-to-3-hour TV window with other digital media engagements.



What time (s) do you mostly watch TV ([Multiple Mention])

Morning: 20%

The Prime Time Dial Daytime fragmentation

completely disappears at
night. Prime time is the
undisputed, monolithic
anchor of the Kenyan
broadcast landscape.

Afternoon: 16%

7:01 PM
10:00 PM

Prime Time (7.01 PM 1 10.00 PM at 73% Morning hours (6:00 AM 1 10:00 AM) at 20%,
Afternoon hours (1:.01 PM 1 4:00 PM) at 16%, Late morning (10:01 AM 1 1:00 PM) at 11%.



Support a media outlet (TV) taking a position on a matter of public interest

Television as the Public Square

20%: Do not support

80%: Support media taking

a position on matters of
public interest

The Kenyan audience rejects strict neutrality. They expect
television to act as a guide, an advocate, and a bold participant
in shaping public discourse and demanding accountability.



Which TV editorial segment influences your opinion the most on issues of public interest?

The Architects of
Public Opinion

Attention is one metric; influence
is another. When audiences look
to media for guidance on

matters of public interest, specific
flagship talk shows and anchor
news segments hold
disproportionate sway over the JKL Show
national psyche. (24%)

General Talk
Shows (7%)

" Political
Talk Shows
(9%)

Polit|i1cal Talk General News
Shows '
%) Segment

(23%)
News Gang
(13%)



Weekly Station Reach: The Field Narrows, but Citizen Leads

In a typical week, which TV station(s) do you watch?

TV Stations Watched - 2025

While overall daily viewership is dropping, weekly habitual viewing remains anchored by Citizen TV,
though the competitive gap is evolving as audiences spread across emerging and regional stations.

Citizen TV 82%

NTV 55% TV Stations Watched - 2024
Citizen TV 75%

KTN Home 41%
K24 30% NTV 31%
KBC 25% K24 28%

TV47 25% KTN Home

Inooro TV 13% Inooro TV 17%



Niche & Vernacular: High Loyalty in Smaller Ponds

Vernacular Loyalty (Central & Beyond)
Inooro TV (13%), Kameme (11%), and Ramogi (8%)
shape intense viewership through shared language and
deep cultural resonance.

SuperSport maintains an 11% national average but
spikes dramatically in Nairobi (33%) and Nyanza (26%),
capturing highly-engaged, premium sports audiences.

The Coast Anomaly -8

Azam TV bypasses the national hierarchy,
commanding an outsized 38% viewership
strictly within the Coast region.




Of the TV stations you mentioned above, rank in order of priority the TOP THREE, from
one watched the most to the least.

2025

Citizen Tv 56%
NIV = 8%
KTN Home 7% 2024
fmooro Ty Nm— 7% Citizen TV (53.3%) @
V47 &= 4%
KBC &= 4%
Ramogi TV & 3% Inooro TV (6%) @
Maisha Magic & 3%
K24 & 3%

e B 56%
MzmlendoTv § 1% o

KINBurudani & 1%
NTV (5%) @ ,
KassTv § 1% More than half of Kenyans name a single
station (Citizen TV) as their most watched,
SasaTV. 0% defining a stark winner-takes-most television
. = ket.

Mutongoi Tv 0% Maisha (4%) @ EnAes

EbruTv 0%
o 20% 40% 60% 80% 100%




How do you access yourTV?

The Access Paradigm

The Anchor (Traditional) The Disruptor (Digital)
O/ Set-Top Box (o) Digital / Online Platforms
47 /O (Free-to-Air / Pay TV) 32 /O (YouTube, Facebook)

24% Satellite / Cable 3 0 % Digital TV Apps
o



THE SOUND OF THE NATION

Decoding Kenya's Radio Listenership, ‘
Content Consumption, and Civic Influence




Radio’s Freefall: Daily Reach Drops to 41%
“In a typical day, do you listen to radio?"

Radio is suffering a severe contraction. Following a massive drop from 75% in 2023 to
57% in 2024, daily listenership has plummeted further to 41% in 2025.

2024 REACH 41
2025 REACH

I p 59% of Kenyans now report they do

not listen to radio in a typical day.




In a typical day, how long do you spend listening to RADIO?

THE LISTENING RHYTHM

THE CORE HABIT (40%)
¢ 1-2 hours: 20%
THE CASUALS (23%) * 2-3 hours: 20% THE HEAVY USERS (13%)
* Less than 30 mins: 6% Standard daily commute and « Over 6 hours daily.
e 31m-1h: 17% chore-companion rhythm.
The always-on background

J companion for long-haul routines.
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Regional Rhythms: Intensity by Geography

Listening intensity is highly localized, driven by regional population distribution and access to alternative media.

The Powerhouse

The Rift Valley consistently records the highest
levels of listenership across all time categories,
Nairobi leading both the 1-3 hour and the 6+ hour
. Nairobi and g
North Eastern heavy-listener segments.

The Digital __
Defectors

The Moderate Zones
= The Moderate —| — Central and Eastern regions.show stegdy,
“ Zones moderate engagement, relying on radio as a

consistent daily habit.

The Digital Defectors

Nairobi and North Eastern show the lowest
. Central and engagement intensities, reflecting urban
transitions to digital platforms and regional
infrastructure limits.




Most radio listening happens in the early morning,
with a gradual decline throughout the day and night.

PERCENTAGE OF
RESPONDENTS

100%
80%

60% 55%

40%
20%
0%
6 AM-10 7.00 PM - 10.01 AM - 1PM-4 4.01 PM - 10.01 PM - 12.01 AM -
AM 10.00 PM 12.59 PM PM 6.59 PM 12.00 AM 6AM

C a ‘a C a

KEY TAKEAWAY HIGHLIGHTS

Over half (55%) of respondents mostly listen to radio e Peak Listening Time: 6 AM - 10 AM (55%)
between 6 AM and 10 AM. e Lowest Listening Times:
Listening steadily decreases throughout the day, 10.01 PM = 12.00 AM and 12.01 AM - 6 AM

reaching the lowest levels late at night and early morning. (4% each)



Do you support a media outlet (radio) taking a position on a matter of public interest?

The Civic Mandate Demands Radio Take a Stand

79% Support

Radio taking a position
on matters of public
interest.

21% Oppose

Listenership implies trust. Audiences view radio as an institution capable of shaping public discourse
on governance and social justice. However, the 21% minority underscores a critical risk: advocacy

must remain grounded in evidence-based reporting to prevent perceptions of bias.




Radio’s Opinion Shapers

Influence on the airwaves is driven by a mix of authoritative hard news and
high-engagement morning talk formats.

7

\

The Informers

News Bulletins 0 P00 R e T} CORRRITT} (L CRRRERRITERR, s
The Commentators \
Radio Jambo Shows ;:Zf'f'iHH“'l'lI [Hsssnt|ialfutfupnese. 9%

Kameme FM Morning Shows |1 et [[isssanginie 7%

Radio Citizen Shows [ [{Hf{H{ )]s 6%

Political Talk Shows (e pifine. 5%

Radio Maisha Shows oot [ [ vessssfifinne §%




Weekly Station Reach:

"In a typical week, which radio stations do you listen to?"

In 2024, Radio Citizen comfortably led weekly reach. By 2025, the shrinking radio audience consolidated
around Radio Maisha and Radio Jambo, resulting in a historic leadership exchange.

2024 BASE 2025 SHIFT
Radio Citizen _ 29% 4Radio Maisha 48%
Radio Jambo _ 24% ,/ Radio Jambo 46%

42%

Radio Maisha - 20% Radio Citizen




From the Radio stations mentioned above, rank in order of priority the TOP THREE, from one

Radio Citizen
Radio Jambo
Radio Maisha
Kameme FM
Kass FM
Incoro FM
Classic 105
Milele FM
Bahari FM
Egesa FM
Ramogi FM
Muuga FM
Musyi FM
Kiss 100

KBC English
Others

listened to the most to the least.

Top Radio Stations by Listenership (Top 15 + Others)

17%

2 4 6 8 10 12 14 16
Audience Share (%)

2024

Radio Citizen (12%)

Radio Jambo (6%)

Radio Maisha (4%)

Milele FM (4%)

Kameme (5%)




THE DUAL STRUCTURE OF KENYAN RADIO

TOP TIER - THE BIG THREE
Radio Maisha, Radio Jambo, Radio Citizen
Broad demographic appeal, multi-regional mass reach.

MIDDLE TIER - THE VERNACULAR TITANS <l
Kameme FM, Inooro FM, Milele FM, Kass FM

Fierce regional concentration, cultural alignment, high conversion trust.

BASE TIER - THE NICHE TAIL il

Classic 105, Kiss 100, Ramogi FM, Bahari FM
Targeted segments, urban lifestyle hubs, highly localized communities.




Niche Markets Foster Fierce Local Loyalty

Inooro FM |

[ : \ (18%) /
_Urban g [ Kiss 100 Y\ ittt ) N Ple Vernacular
Lifestyle o ) CRUY) == y/© S @) Powerhouses
High appealto (@8 A ' ) / )
younger, urban r )A o BN omebor = (\ Ka(iso/l):M \
demographics. e )l Radio A% g

(6%)

f.'(‘ ?(J‘? |

While national stations capture mass reach, radio remains deeply localized. Vernacular stations command
immense, unshakeable loyalty by reflecting hyper-local language, culture, and community identity.

1
1
- —_—




Radio Station Dominance Across All Regions

1Coast 3 Iﬁ;prth Easter.,ﬂ -jastern ’ ‘ﬁCentral ’

Top 3 Stations Top 3 Stations Top 3 Stations Top 3 Stations
1. Radio Citizen (6%) <) 1. Radio Maisha (8%) <) 1. Radio Citizen (10%) <) 1. Kameme (14%) <)
2. Radio Maisha (6%) <) 2. Citizen FM (5%) <) 2. Musyi FM (8%) <) 2. Inooro (12%) <)
3. BahariFM (6%) <) 3. Noor FM (4%) <) 3. Radio Jambo (7%) <) 3. Radio Jambo (7%) <)

l [Callout: National & Local Hybrid Mix] l |Callout: Strong Local Identity]
B Ritvaley ) @ westen ) @ Nanza ) @ Neroni )

1. Radio Maisha (18%) <) 1. Radio Maisha (7%) <) 1. Radio Jambo (9%) <) 1. Radio Jambo (2%) <)
2. Radio Jambo (14%) <) 2. Radio Citizen (7%) <) 2. Radio Maisha (8%) <) 2. Classic 105 (2%) <)
3. Kass FM (11%) ) 3. Milele FM (6%) 1) 3. Ramogi FM (6%) <) 3. Radio Citizen (2%) <)

l [Callout: Strong Local Identity] '

This comprehensive view highlights the complex tapestry of Kenyan radio, from the vernacular strongholds in
Central and Nyanza to the national station dominance in Rift Valley and the fragmented urban market of Nairobi.




In a typical week, do you read newspapers?

The Print Retreat: Weekly Readership Erosion

% Reading Newspaper [
29% \ 2023

26% : National
n=3331 Average
n=3380 20%

2024
- 2025

National
Average

n=3714

13%

Source : RAW ANALYSIS 01.05

20%

2022 2023 2024
(n=3331) (n=3380) (n=3714)

2024

o)
National Average 20 70

The national print audience has eroded significantly,
~ from 26% in 2023 to 20% in 2024, and further



Print survival is increasingly localized to specific regional strongholds

Western: 14%

[ Nyanza: 15%

Nairobi: 10%
(Urban Digital Shift)

Rift Valley: 15%
(Highest Retention)

North Eastern: 13%]

Eastern: 7%
(Severe Decline)

Coast: 13% ]

Key Insight:
Urban centers like Nairobi have
effectively abandoned print for

digital, while the Rift Valley and
Nyanza remain the final bulwarks for
physical newspaper circulation.




If yes in, which newspapers/publications do you read?
Applicable to the 13%

Market Structure: Extreme Brand Concentration

Despite a shrinking overall pie, the print market is highly concentrated. Two major mainstream dailies
command the vast majority of visibility, while secondary publications rely heavily on hyper-targeted
positioning to survive.

Market Tiers’ Pyramid

Tier 1:
The Dominant
Nationals

Daily Nation (80%)
The Standard (55%)

Tier 2: Language & Accessibility

Taifa Leo (37%)
People Daily (22%)

Tier 3: Specialized & Niche

Business Daily (18%), Citizen Weekly (12%), The Nairobian
(12%), My Gov (9%), The East African (5%)




Which newspaper publication do you read the most?

Daily Nation and The Standard monopolize a
shrinking print pie

As the overall reader base drops, brand loyalty concentrates on the two legacy titans.

2024 vs. 2025 Market Share Matrix

Brand 2024 Share 2025 Status Trendline
1 Daily Nation 44.4% 49% ——
2  The Standard 19.6% 18% ==
3 Taifa Leo 8.4% 9% e

People Daily 7%

The Star 4%

Citizen Weekly 4%

Business Daily 4%

Nairobian 3%

My Gov 2%



How do you access your preferred newspapers?

Print is no longer strictly physical. While purchasing a hard copy remains the dominant access mode, nearly a third of
dedicated readers have transitioned to digital e-papers, demanding the credibility of print delivered at the speed of digital.

THE PHYSICAL ENDURES

HARD COPY PURCHASE (56%)
VENDOR SELLING POINT (14%)
FREE COPIES (6%)

THE DIGITAL TRANSITION

ONLINE SUBSCRIPTIONS / E-PAPER (32%)

32% DIGITAL ADOPTION AMONG
TRADITIONAL PRINT READERS.




In typical week, how frequently do you purchase a newspaper?
100%
80%
60%

40% 35% 3204
24%

20%

9%

o |

Twice/three times  Once inaweek Daily Four/Five imes in a

ina week week

Only 24% of buyers maintain
a daily purchasing habit.




In a typical week, what drives you to purchase/read a newspaper

News B T 459
Politics F TN 26%
Sports |HE 8%
Classified/Display/Adverts/Tenders 'l 6%
Editorial/Opinion pages 'l 5%
Educationcontent 0 3%
Pullouts 1 2%
Bettingodds 1 2%
Others (Specify) | 1%
Featwwres | 1%
Obituaries 0%

0% 20% 40% 60% 80% 100%

INTENT FUNNEL

Hard News Content (45%)

Political Analysis (26%)

71% of all newspaper purchases are driven strictly by the need
for hard news and political depth—not entertainment.




Do you support a media outlet (Print) taking a position on a matter of public interest?

100%

81%

19%

20%




In which format do you access your newspaper?

Format of Access:
The Persistence of Paper

Despite digital transformation, the print
experience remains overwhelmingly physical.

67% Hard Copies

Fiercely loyal to the traditional,
tactile physical format.

21% News Websites

The primary digital transition phase.

12% E-Paper
Pure digital replica, capturing a
secondary, convenience-driven audience.




In a typical day, which news websites do you visit?

The Digital Divide

A reality check on digital news: the majority of audiences
bypass dedicated news websites entirely.

g,

55% The Unconnected/ Social-Reliant 45% Active Digital News Seekers

Do not visit news websites. Relies entirely on traditional The connected minority. This represents the entire
broadcast or indirect social media algorithms. battleground for dedicated digital news publishers.




In a typical day, which news websites do you visit?

55% did not visit

The Digital Battleground

Overlapping reach among the connected 45% who visit news websites.

The Disruptor: High-volume, socially integrated digital-first platform.

Tuko.co.ke (30%)

Citizen Digital (25%)

The Legacy Crossover: Leveraging massive broadcast brand visibility.

Standardmedia.co.ke (21%)

Nation Africa (13%)

The Legacy Authority: Sits lower in daily visits
despite massive print influence.

The Niche Tail:
Kenyans.co.ke (11%),
Pulselive.co.ke (10%)




Most Visited Website Ranked

When forced to choose their primary site, audiences crown an undispu_ted leader.

1st: Tuko.co.ke (3

Driven by aggressive
mobile-first optimization.

2nd: Citizen Digital (20%)

Most successful traditional transition.

3rd: Standardmedia.co.ke (14%)
4th Nation Africa (10%)

. Retains credibility-driven
audience, lacks high-
volume traffic.







