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We asked some clever journalists and media practitioners to peer into their crystal balls 
and tell us what they think the future holds for the Kenyan media.

Our predictions are intended to highlight the views of thought leaders on the key 
challenges and opportunities in Kenya’s media industry. This report builds upon a deep 
introspection of 2019 while combining decades of journalistic experience to produce 
distilled predictions for this year. We interviewed 34 industry leaders who provided 
us with some forward-looking contributions on their expectations and predictions for 
Kenya’s media in 2020. 

The media industry in Kenya has been struggling with the economic implications of the 
digital disruption occasioned by the mobile phone, internet and social media platforms. 
The advertising business model has been eroded, compelling Kenyan media managers 
to rethink, recalibrate and re-evaluate their strategies. The business model is not the only 
DBTVBMUZ�PG�EJHJUBM�EJTSVQUJPO��+PVSOBMJTN�BOE�UIF�USVUIo�IBWF�BMTP�DPNF�VOEFS�mSF��8F�
continue to ask ourselves if the journalism we produce is really up to the challenge of 
digital disruption in the age of disinformation and misinformation, but more importantly, 
what can we do to prepare journalists for the unforgiving technological changes.

The big stories such as corruption, climate change, the growing disconnect between 
the people in power and the citizenry, identity politics and its characteristic dialectics 
emerged as critical themes in 2019 media’s coverage of the local political, socio-
economic and environmental,  realities. In our, December Fireside Chat, we reviewed 
the 2019 media landscape and brought out three critical global issues that were given 
prominence in our local news diet. These issues were: the rise of the right wing in global 
politics, transitions of governments globally and the Donald Trump effect.  

Executive summary
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However, in the coverage of these stories, it emerged that prominence was given 
to incidences/singular event, and the stories were largely out of context. Moreover, 
it was evident from the views expressed in the December Fireside Chat that the big 
global stories were not situated within the context that appeals to the average Kenyan 
audience. 

But all is not lost. The year 2019 also saw encouraging coverage of societal issues 
like homicides, femicides, depression, suicides, poverty and family feuds at a more 
personal level. These stories and the prominent coverage of these issues elicited public 
debate and remedial measures with most  suggesting that could be a subtle but steady 
rise of constructive journalism in Kenya’s media scene. 

It was also not lost on us that the media might have missed the big stories. One speaker 
noted, “the biggest story in 2019 is how we missed the big stories: the collapse of the 
world order; the weakening of the UN; struggling Universities; the American position 
on geopolitical issues; Cooperative Saccos that cannot service loans and the historic 
collapse of the authority of religious leaders.   

The year 2020 will still be characterised by technological disruptions as the demand 
for solid, investigative journalism takes root. Storytellers will continue to grapple with the 
conundrum of understanding an increasingly younger, digital savvy audience that is 
spoilt for choice on good journalism that is available for free on the Internet.
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Technology will continue to accelerate media evolution and the legacy media will focus 
NPSF� PO� FWJEFODF�CBTFE� KPVSOBMJTN� TVQQPSUFE� CZ� EBUB�� "SUJmDJBM� *OUFMMJHFODF� 	"*

��
audience metrics and analytics will shift from monitoring the journalist to understanding 
the audience. With this evolution, “the content creators who recognise this vortex and 
authentically seek to segment, understand and measure their audiences will be in a 
position to shape conversations and set the agenda for their communities.” 

Media houses will be a lot more proactive in addressing fake news and issues of 
misinformation and disinformation. As we approach the 2022 elections newsrooms will 
MFBQ�JOUP�UIF�OFX�BHF�PG�GBDU�DIFDLJOH�BOE�WFSJmDBUJPO��&YQMPSBUJPOT�XJUI�BVUPNBUJPO�BT�
B�XBZ�PG�TDBMJOH�VQ�GBDU�DIFDLJOH�BOE�WFSJmDBUJPO�MJLFMZ�UP�UBLF�DFOUSF�TUBHF�

Journalism and storytelling will concretize its importance amongst Kenyan audiences. 
Despite the miniaturization of the audience and the plurality of platforms, good, engaging, 
illustrative and impactful storytellers will serve journalists in their efforts to leverage on 
reader revenue. That said, the jury seems to be out – good journalistic content will sell 
media platforms and expensively produced media content may no longer to offered for 
free.  

The consumption patterns have changed and the landscape will be characterized by 
an audience that is more aware of what they want to consume, where, when and for how 
long. The media will therefore have to be more innovative and creative in the way they 
package content and appeal to an increasingly youthful audience. 

Journalists will shift towards more meaningful, high-shelf life content anchored on 
expert voices. We are likely to see more examples of long-form journalism. We predict 
that  the academia will be a critical player in this new age of Kenyan journalism as a 
source of intellectual resource and general support. We will also see the rise of smaller 

A sneak preview of the 2020 media 
landscape


