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I. INTRODUCTION
· I got a rude shock about the lack of professionalism among our media practitioners in the early 1990’s. [story]

· I want to believe that such cases are rare: that in general, the media practitioners tell stories about real occurrences.

· The main thrust of my speech is going to be about dominant malpractices, which are almost inherent in the media industry.

II. THE MYTH OF MEDIA OBJECTIVITY
· One of the myths cherished by media practitioners is that news reporting is guided by strict adherence to the principle of objectivity.
· This myth was inadvertently given a death blow by the debate that went into the quest for a ‘New World Information and Communication Order’ for over three decades in the last century.

· The debate revealed that media practices and perspectives are subject to cultural, ideological, political and business interests among other influences. (1)

III. THE REALITY

· The reality of what happens in the work of the news media is better seen by looking at the advice media authorities give to people engaged in media analysis in terms of what they should consider, including the following (2):
· How is it constructed?

· To what agenda?
· Who is responsible for it, and whose interest does it serve?

· What values are implicit within it?

· What knowledge does it attempt to construct and validate?

· What is omitted from it?

· Who has access to it?

· And whom is such access denied?

IV. WHAT WE SEE

· What we see in such discussions is that media practitioners:

· Promote certain types of agenda

· Serve certain partisan interests

· Are guided by values that may not be shared by everyone

· Attempt to construct and validate certain types of knowledge

· Omit some information

· Target some audiences,

· And exclude some audience.

V. THE VOCABULARY OF IT

· In media discourse, these issues are masked in a technical vocabulary that makes them sound normal and innocent, e.g. [expressions like] (3):

· editorial policy

· gatekeeping

· partisanship

· sacred cow

· slanting

· quantity and quality of coverage

· etcetera

· The level of the media subjectivity is such that even headlines now tend to be interpretive and speculative, rather than simply reporting – giving us the editor’s opinion rather than what actually happened. 

VI. THE KENYAN AMBIVALENCE

· The absence of objectivity in the media practices has led to discernible ambivalence in the Kenyan attitude towards the media.
· Superficially, we get indications that Kenyan citizens trust the media as a reliable source of information, especially about the government (4).

· Yet, Kenyans seem to trust the media only in abstraction or as a collectivity.

·  In concrete terms Kenyans view the media with suspicion, regarding them as instruments of vested interests.

VII. THE 2008 EXPERIENCE

· When, in early 2008, Kenyans sympathetic to ODM boycotted certain commercial products on political grounds, they also boycotted the news media they believed to be inclined to the PNU agenda.

· Even in less dramatic situations and moments, Kenyans are known to be very selective in their exposure to the media.

· We avoid certain newspapers and switch off certain TV and radio stations in relation to our political interests.

VIII. THE WORST OFFENDERS

· Investigations of the Post-Election Violence by the Waki commission revealed, among other things, that “vernacular stations were most responsible for contributing to a climate of hate.” (5)

· It appears that the following radio stations were the most adversely mentioned:

· KASS FM (Rift Valley)

· Kameme FM

· Inooro FM

· Cooro FM

· Bahasha FM (Nakuru)

· Nam Lolwe FM (Nyanza)

IX. CONCLUSION

· In summary, my general reading of the situation is that the media are not helping Kenyans to connect across differences. (6)

· Instead , the media seem to be :

· emphasising the differences

· aggravating the differences

· and, indeed, trading on the differences.

· Kenyan consumers, realising the power of the media and that they cannot completely do without the media, feel helpless and decide to choose the monster that seems to be friendly to them.

THANK YOU!
END NOTES

1. Indications of this may be seen, for example, in COMMUNICATION FOR ALL: New World Information and Communication Order by Philip Lee (editor), 1986.

2. This is closely based on the contribution of Len Masterman published  in Africa Media Review, 1996 Volume 10 No.2

3. Relevant discussions will be found in publications such as Gatekeeping by Pamela J. Shoemaker (1991) and Understanding News Media by I. Arul Aram Nirmaldasan (2006).

4. A poll conducted by the International Republican Institute in 2007 is the most-often-cited source on this.
5. Quoted from the summarised version of the report in the Peace and Development Network Trust Publication called WAKI MTAANI.
6. Inspired by J. M. Connor and D. Killian’s book: Connecting across Differences (2005). 
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