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OPERATIONAL DEFINITIONS OF KEY TERMS
Telex ision Political Campaign: Political acl\ ertising produced for, and sho~\ n on. television.

Voting Behavior: The tendenc) to ~ote or not. the decision on ~~hom to vote for as v~ell as the
pattern of voting.

Impact: This is the influence and effect created in viewers after exposure to cci’ am plenomena.

PictLlre: This refers to all visual elements that appear on the television screen and relating to
political advertising.

Media:

Device

lbr

lflo\

inc

messages

acro~~

clis mice

or

time to

accomplish

mass

comm it ication.

Politics: The pursuit and exercise of the political process necessary to make binding policy
decision for the community and to distribute patronage and government benefits.

Mobili,ation: To organize or prepare group of people for action or purpose.
Political mobilization: Organizing or preparing group of people to take part in political
activities. especially the electorate of their rights and the need for full participation in the
electoral process.

Electoral process: Participating in the laid clo\\ ii process or rules b~ the electorate, culminating
in successful elections.

CHAPTER ONE
INTRODUCTION
1.0 IntroductIon.
This chapter looks at the background of the study, statement of the problem, purpose of the
study, specific objectives, research questions. scope of the study, significance of the study. and
the conceptual frame work.
1.1 Background of the study
Generally, awareness by use of television is crucial to the modem day business; ranging from the
hawkers of tomatoes, to the multi-national companies that engage in the production of goods and
services, awareness is a veritable tool with which to have and keep buyers. To succeed in this
ultimate goal of keeping customers to their goods and services, the advertisers employ a lot of
mouthwatering promises (Blake200l). As a branch of marketing communication, awareness has
many branches which over the years have generated a lot of new postulations, conceptions and
school of thoughts by different practitioners and scholars in the field. One of such branches
which have found a comfortable home in the field of awareness is political awareness. Politicians
engage the service of different awareness agencies: as a mater of fact, people champion the need
for better leadership and express these needs in form of awareness and manifestoes; conference
rallies from ward to ward, billboard, writings, granting and publishing interviews among others.
The essence of political awareness is not for the buyers- the electorates to just come and buy the
product, but to appeal to their emotions, in order to win their votes. However, unlike commercial
product, they do not have to buy the candidates, but come out to cast their votes for him, to top in
the election and this is only done by eligible electorates within the constituency as political
awareness is not targeted at every one, but those eligible to vote (Koga 2006)
In politics, the market is likewise a group of people who share a common interest, need or desire,
which may be satisfied by the election of political candidate. However, unlike commercial
products, they do not have to afford him (Bakir 2006). A political market is composed of those in
the candidate’s district of influence, who are eligible to vote, those people are called constituency
voters. In modem times, political awareness is one of several ways politicians and political
parties mobilize the electorates. Political awareness can be done in several ways, such as

television programmes, radio, newspapers and display of candidate’s portraits, with several
promising and persuasive inscription on the billboard, magazines and even the new media of
communication (Minegencel 2004). Part of the..basic objectives of this political awareness is to
gain attention of the electorates and for this reason, political awareness sometimes involves
orthodox strategies to achieve its aim.
The role of television continues to be useful in mobilizing and drawing citizens to focus on
issues that are perceived as important and in priming public opinion among many Africans to get
engaged in the political process of governance and democratization (Kalyango, 2011). The
massive boom in the online and television augmented traditional media, namely radio,
newspapers, television, and magazines (Montero, 2009). Drawing from (Gastil 2008) and
(Montero 2009), the study also seeks public opinion as to whether its use of television as a tool
of political mobilization and a conduit of communication to compliment the traditional media in
East and West Africa is perceived as impértant for the current revolutionary phase of
democratization. The rationale for this study is based on previous studies (Mwesige, 2009),
which suggested that many Africans use their cell phones to call in live radio and television
current affiuirs talk shows to discuss politics and to draw attention to socioeconomic issues of
national concern.
In Africa, television has played major roles in greasing the wheels of the country’s political
economy (Ekstrom 2000). In Kenya, television contributed to the enhancement of the country’s
growth as exemplified in its massive political education, enlightenment, awareness,
consciousness and provision affordable discussion, debates and presentations in politics of 2007
where differences rose between the Kikuyu and Masai on political positions to be held in the
country. In South Africa, television provided the electorate the opportunity to set the manifestos
and programmes of political parties with a view to helping them make mature choices during the
elections. Therefore, in all African countries. Televisions are regarded as the guardian of the
public that examines the political policy and programmes, educates the masses, motivates and
mobilizes them for active participation in political programmes and activities. Televisions are
indispensable to the political system in every democratic society (Kikwete 2007). They
constitute the fourth estate of the realm, independent, free and responsible to the Public. In
2

Nigeria. television created awareness for the citizens to know the problems and issues
confronting the state and their possible solutions and consequences during the rise of political
conflicts between Christians and Moslems. In South Africa, television provides people with
information they need and stimulate them by presenting the ideas of others (Entman, 2001).
Within the government circle in many of African countries, it is widely believed that “a
govemmenf s political fortunes depend very much on how well it has harnessed the broadcast
media which inculcates television. Elections can be won or lost not by the power of the ballot,
but by the power to access to radio and television, while keeping the private press in check”
(Karisa. 2008). This is the notion behind government’s monopolization of television service in
many of African countries.
In Uganda, the media with its postcolonial mentality is still governed in a way that gives
autocratic power to the government to control press freedom (Mbazira 2004). Uganda, unlike its
East African neighbor, Kenya, is much stricter with the press (Kalyango 2010). President Yoweri
Museveni’s semi-autocratic government has censored the media with respect to ownership and
content since the early I 990s and this has limited the freedom of television broadcasters to
distribute the information to the public. (Karisa, 2014) argued that the introduction of the
controversial Communications Bill by the Ugandan government was reminiscent of the
conditions under which the media in the East African country operate and affect news coverage.
1.2 Statement of the Problem
Television broadcasters in Uganda is relatively open and vibrant but the political will and the
lack of national infrastructure in terms of support for the major media institutions keeps them
from operating autonomously and mobilization of electorates remain a mess. This situation has
been stimulated by the government ownership and control of some media institutions like UBC
Television and as a result, journalists and media personnel who are progovernment get the top
media positions in order to strategically serve state interests while those doubtable ones either
remain on the position or they are forced out. Private televisions among which include NTV
operate with fear of being censored which hinders the flow of political information that is not
biased. The television broadcasters also find it difficult to fully engage candidates on side of
3

government and this has left a big gap to be filled for effective and efficient political
mobilization. Since these problems had not been addressed by any other researcher in Uganda.
the researcher found it necessary to investigate on the influence of television on political
mobil i/ation
1.3 Purpose of the study
The purpose of the study was to examine the role of telex ision on political mobilization.
1.4 Objectives of (lie stu(1~
lo e’.amine the role of telex ision on political mobil iiation
2. To examine the effects of television on political mobilization.
3.

To

identify the challenges encountered

by

television

in carrying out political

mob i Ii zati on.
4. To establish strategies to o~ercome the challenges encountered by television in carrying
out political mobilization.

1.5 Research questions
•

\\ hat is the role of television on political mobilization?

2.

\\ hat are the eflècts ol’ tele\ ision on political mobiliiation?

3.

\\ hat are challenges encountered b~ telex ision in carry ing out political mobilization?

4.

What are the strategies to o\ercome the challenges encountered by television in carrying
out political mobilization?

1.6

Scope of the study

1.6. 1 Geographical scope
The study was carried out at NTV Uganda and the researcher concentrated in Kampala central
due to the fact that majority watch political talks and analysts and therefore helped in providing
the reliable information.
1.6.2 Time scope
The study covered a period of 6 months From No\ember 2015-Aprl 2016.
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1.6.3

Subject scope

The study was carried out on impact ol television

On

~0l itical mobilization.

1.6.4 Theoretical scope.
This research was guided by two theories and these included; the reinforcement theory and the
cultivation theory.
1.7 Significance of the study.
The study xviII help government in understanding the televisions role in political mobilization on
both governments in power and opposition. This will be used by media in guiding the electorates
about the ways of voting, when to vote, whom to vote and the reasons to why some candidates
should be voted or rejected.
The research findings will help policy makers in formulating the appropriate policies that can
help televisions operate well without tear of being censored since they help the electorates to
make proper choices of candidates.

The study will help citizens to spare time and watch political programs on television since the
benefits will to fully exhaust in this research. The end result on this will be: selection capable and
better leaders hence growth and development will he inevitable.

The study will help the student to Ri fill the requirements for the ward of a bachelor’s degree in
mass communication,

CHAPTER TWO
LITERATURE REVIEW
2.0 Introduction.
This chapter reviewed the related literature from books, journals, internets and other publications
related to television and political mobilization.
2.1 Theoretical perspective.
The agenda setting theory and the reinforcement theory have been chosen to provide the
framework for this study. The agenda setting theory was proposed by Maxwell McCombs and
Donald L. Shaw in 197211973. The major assumption of the theory is that the media set agenda
for the public to follow. The theory holds that most of the pictures we store in our heads, most of
the things we think or worry about, most of the issues we discuss, are based on what we have
read, listened to or watched in different mass media. The media make us to think about certain
issues; they make us to feel that certain issues are more important than others in our society. As
posited by (Wimmer and Dominic 2000), the theory on agenda setting by the media suggests
that the public agenda or what kind of things people discuss, think or worry about is powerfully
shaped and directed by what the media choose to publicize. The theory is relevant to the study in
the sense that television sets agenda for what the electorates discuss or think about in any
election process. Thus, television can be used to persuade the people to accept a particular party
or candidate during elections.
Reinforcement theory was propounded by Joseph Klapper in 1960. According to (Dominick
2005). reinforcement means the strengthening or support of existing attitudes and opinions. The
theory is of the idea that the mass media have little or nothing to do with people’s attitudes,
choice making and behaviors; rather, the main effects of the media are the reinforcement of
existing attitudes of the people. As it relates to political advertising, the theory holds that the
electorates have their choice to make and the mass media can only contribute to strengthening
this choice. The reinforcement theory tends to be useful in this research in the sense that it says
that the media only reinforce pre-existing attitudes of the audiences.
6

According to Cii It vation Iheory

.

e~ i ion

\ iC\\

ers are cLIlti\ ated to viev~ realit\ sirn I Iarl\ to

~~hat they ~\atch on television. No one FV sho~~ gets credit for this effect. Instead, the medium
of television gets the credit. Television sho\\s are mainstream entertainment, easy to access, and
generally easy to understand. As such, they provide a means by ~\hich people are socialized into
the society. albeit with an unrealistic notion of realty at times, particularly ~ ith respect to social
dangers. Television seeks to sho\\ and reinforce commonalities among us. so those ~~ho
regularly watch television tend to see the v~orld in the way television portrays it. Compared to
actual demographics, women, minorities, upper-class, and lower-class people are underrepresented on television shows. At the same time, the percent of people who work in law
enforcement and violent crime are over-represented. People who are heavy watchers of
telex ision assimilate this in formation and believe that the \\or!d is a dangerous, scary place
~ here others cant he trusted. 1 his is kno’.~ ii as the “mean ~~orld syndrome.” Further. hea~ y
~~atchers of tv blur distinctions ber~~een social groups such as the poor and the rich, urban and
rural populations, and different racial groups. 1 hose TV watchers also identify themselves as
political moderates but ans~~er surveys similarly to ho~\ political conser\ati\es ans~~er the
sur~ eys. Like in reinforcement theory, cultivati~ e theory is also relevant since television sets
agenda for what the electorates discuss or think about in any election process can therefore he
used to persuade the people to accept a particular party or candidate during elections.
2.2 Role of television on political mobilization.
One of the key missions of the state broadcaster is to improve the quality of democracy \\ here
.

pro. ate telex ision channels need to program easily digestible fare. the public service broadcaster
can ha~ e a more paternalistic and educational prole ~ ith documentaries. nev~ s, and political
debates that enhance political interest and increase ~oter turnout. At the same time, state
tele\ son depends on political support (Picard Robert 2005). Ii has to balance its public ser~ ice
obligations with a programming that has popular appeal. Even state telex isbn is therefore liable
to churn out lo~~—grade entertainment that diverts citizens from developing their democratic
interests and skills.

It v~as seen as a symbol of nationhood and a panacea for educational problem, economic
development and poi itical advancement.

Akpan (1987) also sees television as a very powerful audio aid in the teaching or learning
process. According to him. v~ ith television, the learner can have demonstration at close quarter.
I or instance. political aspi rant’~ carr~ out their campaign on tele\ ision: candidates are also heard
on television advertising themselves. \~\ ith this. people can then decide on v~ hom to vote for.
Television therefore, has the capacity to pass on kno\\ledge thLls making for learning. In this
case, it is trying to tell us that television could be a good medium of mobilizing and educating
the mass on political issues as it makes them to hear for themselves in the various languages they
understand rather than being told. The role of telex ision in politics ~~as highlighted by (Lze
1988) ~~hile presenting his article ‘Mass Media and Socio Political Transformation”. 1-le noted
that the politics of any nation depends very much on the mass media as a platform of articulating,
marketing of ideas and issues on national problems to the people. This assertion is corroborated
h\ the fact that

‘~

hether ~ e like it or not. television has become a vehicle of politics on

‘~

hich

I o tical s~ stem generally depends. (Eleaíu I 977) in a quan~.itati~ c analy sis on the role of the
telex isbn in nation—bu i Id ag Opine that as l~r as socialization goes. the poteni ml
mass media is measured b~ the extent to

\\

Liii

I it~ of the

hich they enhance the integration of the social unit.

This can be achieved to the extent that content of the television is packaged and delivered in
standardized form.

Again General (Olusegun Obasanjo 1992) on the elements of democracy stated that the mass
media exists in building an environment conducive to democracy in any country capable to
promote a free choice of leadership, especially through the ballot box, respect for the rule of la~~
by the rulers and the ruled, social justice as well as respect for human right. In carrying out the
role. mass media must not merely mirror the societ\ h~ reporting events: they must act as the
~ atchdog of the citi7enr\ and instigator ol a positi\ e change.

Past studies of voter mobilization have produced mixed results regarding the act of televised
political advertising on turnout. On one hand, scholars have argued that exposure to campaign
ad~ ertising boosts turnout by providing voters with vital campaign information and by
9

heightening voters’ interest in an election (Hillygus. 2005) By contrast, experimental studies
have shown that negative ads shrink the electorate by angering voters and increasing their
cynicism about the electoral process (Ansolabehere and 1999). Finally, a third series of studies
that political ads have a minimal impact on turnout, argLling that ads are one of many stimuli in
campaigns. that voters recognize the importance of elections in lieu of advertising and that
impersonal communications forms such as TV ad~ertising are less impaciful (Ash~\orth and
Clinton. 2008).

Political advertising is a marketing process. It is a marketing function that pLits across the
objectives of’ political candidates and their parties to the society or public. Ho~~ever. the notion
that political advertising is just another marketing function much like advertising for toothpaste.
food items and other essential commodities, has elicited some contro~ersies in recent times
(Dominick 2005).

Television is a strong instrument for social mobilization. It has the ability to shape and rethink
peopleTh beliefs, opinions and feelings of various issues in life. It is the creator of ‘public
thoughts’. It is central to the process of public thinkiiw. (McQuail 201 0 sho’.~ s that audience
attitude to~~ ards tele\ ision vie~~ ing is contingent upon the degree of media dependency and
exposur~. As it ~~ere, heavy dlependenc\ and e.\posure to the media tend to shape people’s
beliefs, perceptions about various issues of life. Aptly put, the degree of dependency on the
media is a key variable that helps to explain ~~hy audience beliefs, feelings or behavior are
altered. hence, conflicts reported on television ne~~s are based on the perspective of the reporters
and editors. (Owens—Ibie 2002) notes that the media play roles in the structuring of perception of
social reality by regularly manufacturing and mirroring dissent and consent voices. (Fiske 1987)
notes that news can never give a full, accurate objective picture of reality. News can be gathered.
uncovered or exposed. The idea is that television news offers us news from its decision-room
(ne~\s room). Televisions. because of the features of images. create lasting impression in the
minds of the vie~~ er. (Galadima 2002) s~r~ s one of the perceptions of people about conflict
reporting on tcle\ ision is ~ hen the ne~~ s is distorted. l’his makes the conflict complex. To
(Gambo 2002). ~~hen the \olume and quantity of news reported b~ the mass media continue to
attract public comments, criticisms and observations, the public begin to focus mostly on the
10

product. Political awareness comes up every year that election is to be conducted in every state
of the globe. Political awareness is a form of marketing communication that is aimed at selling
the candidate of a party to the electorate. Political parties now package their political candidates
and sell to the people, so as to draw their votes. Modem politics is therefore, incomplete without
political advertising. Political awareness encompasses all forms of awareness pertaining to
building support for any and all political campaigns, including candidates running for office,
ballot measures, political activism.
As noted by (Adeyemi and Gbadeyuan 2010), political advertising is the use of television by
political candidates to increase their exposure to the public. The extensive use of television and
radio has supplanted direct appearances on the campaign trail, which was popularly used by
politicians in the past five decades. Spot advertising is the most commonly used technique and it
attempts to create a tbvorable image of the candidate and a negative image of the opponent. It
links the candidate with desirable groups in the community and communicate candidate’s stand
on selected issues.
Pictures can create effect and impact on television viewers. They are important in information
dissemination and audience mobilization, and can cause people to act or not act depending on the
point of view of the message they carry. Thereibre, pictures deserve serious attention since they
carry vital information. No matter how pictures are manipulated, the viewer believes in what he
sees on the screen because that represents true experience. Pictures are mirrors with memories.
Rich information can be found in pictures. They illustrate attitudes and emotions of people
towards the subjects and events portrayed. It is obvious that pictures appeal to the visual sense.
They help in remembering and recall. They add dimension to information and create impact on
viewers.

12

2.3 Effects of television on political mobilization.
Today. every one of us is spending more of our leisure time watching TV. listening to the radio
or reading newspapers and magazines. The shows on the TV and the articles in the newspapers
influence our decision process, shaping our perceptions for the world. Besides the positive fact
that we are better informed and in touch with the latest news, we should be aware that accepting
this enormous flow of information and allowing it to make our mind can be dangerous
(Kalyango, 2011). The iNs infiltrate our lives, guiding us what are we supposed to wear, how
we are supposed to look and act. Media content is an indicator of many other underlying forces.
Contents of media provide a glimpse of the people and organization that produce them and help
to understand and explore phenomenon that are less open and less visible. Content is not a
product prepared and produced in isolation rather it is the outcome of many a factors including
consumers” demands. organizational factors. extra organizational factors.. and social processes
that contribute to its production. Media exist in certain community and cannot cut off its relation
with the society.
The role of media continues to be useful in mobilizing and drawing citizens to focus on issues
that are perceived as important and in priming public opinion among many Africans to get
engaged in the political process of governance and democratization. The massive boom in the
online and wireless digital media augmented traditional media, namely radio, newspapers,
television, and magazines (Montero, 2009).
The television provides information and programs that can promote democracy. Communication
system’s democratization has not gained much attention in the individual countries despite of
political awareness in masses. Media can ensure smooth functioning of a democratic system
which is linked with media role for diffusion in field of innovations and information. The basic
aim of democracy in Uganda is to work for a democratic system representing opinion of the
public. The development of democratic Government by the people is determined through
interaction of democracy with public’s aspirations regarding formation of Government in
accordance with their desires. The political stakeholders like politicians, political parties etc play
pivotal role in representative democracy through maintaining link between people and those
having political powers. In this way, establishment of political power structure and various
13

interests of citizens are balanced. Formation of public opinion and mobilization are caused due to
involvement of media, political institutions and other networks.

Ihe increasing use of ne~ ii tonnation and comm un icat ion technologies has changed the verb
essence of political process in general and social mobil iiation in particular. Demonstrations in
Spain on March I 3th 2004. taking place afler the terrorist attacks in Madrid and three days
before general parliamentary elections, presented an interesting challenge for political com
munication research. For the first time in the history of Spain. and ~ ith fe~~ other examples
around the ~~orld. people employed communication technologies in order to create the dynamics
of peaceful civil disobedience. The events generated a debate as to the intensity with ~~hich
citizens were willing to take part in the political process through non-conventional mechanisms
of participation; this took place especially in a political climate in \\hich the expansion of
disaffection attitudes has been deep enough to increase the preoccupation of academics.
2.-i Challenges encountered b~ television ill carrying out l)OlitiCaI mobilization.
Tele\ ision broadcaster in Africa is relati~ ely open and ~ ibrani but the political will anti the lack
of national infrastructure in terms of support for the major media institutions keeps them from
operating autonornousl~ (Eckler & Kalyango 2010). This situation casts doubt on the
independence of the Ken) an traditional media and questions their capability to perform their
normative dut) (Ogala 2011). In instances where the government o~ ns or controls the major
media institutions, journalists and media personnel who are progovernment get the top media
positions in order to strategically serve state interests (Tunstall & Palmer 1991). It is ho~\ever not
surprising how the state media in Kenya continue to operate as its roots could easil) be traced to
the colonial times and the era right after independence v~ here oflicial censorship did not exist but
then the government had controlled all ~ arious lLlncti( us of the press (Ng’ v~eno. I 969). Also
~~orth noting is the fact that the media in Ken) a have a adopted a more local content especiall)
with the television net~~orks ~~here information is presented in the

\

arious local dialect (Ogala

2011).
It is generally argued that the media fail to serve the public ~~ell. because they do not provide
diverse, well—balanced political information. This might be true for entertainment—oriented media

such as most television and the tabloid press, but, as (Page 1996) points out, extensive political
information is available elsewhere in the system. Furthermore, although afforded little attention,
a significant quantity of information is transmitted from opinion leaders and cue givers to
ordinary citizens, leading to deliberation on such information within their social surroundings.
However. (Postman 2004) states that, while technology now permits a constant flow of unedited
and unrelated facts, this information has lost the overarching narrative that helped to guide
citizens on how to process such information. The media’s constant flow of information is
traditionally edited by journalists, the narrators of modem times. Therefore, media act as an
opinion leader or cue giver, as many of the messages potential voters receive about campaign
issues do not come directly from political activists, but from the news media (Ridout and Mellen
2007).
Despite the considerable presence of television stations in Nigeria and other parts of Africa, the
continent is still poorly served by transmitters. As Bourgault found out, “in 1988, there were 160
television transmitters [in Africa] as compared to 500 in Oceania and 21,800 in Europe
(Bourgault. 1995). AtIcr Bourgault’s data was published, few new transmitters have been added
and couple of the existing ones were upgraded. Even with this development, the continent still
has the lowest transmitters and television set ownership in the world.
There has been an ethical dilemma in political advertising in which case the “Nays” have it. In
several cases in Nigeria, politics has been a brutish affair with candidates leveling outrageous
accusations against one another. These attacks have been brought to our different homes through
contemporary electronic media that offer immediacy to such campaigns. When politicians
malign each other, radio and television flash the news from coast to coast. This means that the
media are also involved in providing the arena for negative political advertising, as they do for
positive ones.
Due to political conflicts in Thailand over the last few years, new media (e.g. online media, cable
TV, satellite TV) have been widely used as tools in public discussion surrounding political
issues. Due to governmental censorship in the recent past

—

as evidenced by the blocking and

closing of websites, shutting down of community radio stations and arrests of webmasters,
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academics and other citizens

—

questions have been raised about the provision and protection of

freedom of expression and access to information.
Personalization in the media is often associated with the emergence of political television
coverage. Analyzing the democratic political process in Germany, (Kaase 1994) argues that
television, with its emphasis on the individual, may depoliticize politics and the political process
itself in the eyes of citizens, in the long run. (Boll 1995) states that intensive use of TV (and the
new media) by parties results in increasingly personalized campaigns, projecting some
politicians as the only individual choice of competence and quality. Competing parties can either
follow the path of the personalized campaign. or passively lag behind it. However, strengthened
by TV coverage, these trends are also observed in “classical” newspaper reporting.
In the scientific debate, there is a broad consensus that media are increasingly oriented toward
economic goals, rather than on their contribution to the functioning of democracy (Siegert et al.
2005). Cost control is becoming more important: outsourcing of parts of the production chain is
expected to help to minimize costs, the number of staff in newsrooms is shrinking, external
sources such as Public Relation (PR) are becoming more important, and costly investigation of
topics is restricted (Siegert et al. 2008). As a result, optimizing cost efficiency is gaining
dominance over optimizing the quality of the product. Or as (Picard 2005) states, commercial
pressure is coming to dom mate content decisions. “Ne~vs that sd Is” has become the maxim in
many news rooms (lyengar et al. 2004). This leads to the “homogenization of information and
ideas” (Picard 1998), and the range of opinions reflected in media reporting shrinks (Entman
1989). Media companies see their audiences increasingly as consumers who can be targeted as
different groups, rather than as citizens to be kept informed (Gandy 2004).
Thus, free expression on television is seen as a social problem. Critics also maintain that Thais
do not recognize the value of free expression or the importance of access to information, both of
which are made possible by the existence of television. Thus, fundamental democratic rights
seem to be ignored by Thais. The debate over television, Prab concluded, should be about
understanding the importance of democratic values in Thai society. not the tool of social media
itself.
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2.5 Strategies to overcome the challenges encountered by television in carrying out political
mobilization.
Arrangements should be made to enable decisions taken on television matters to be appealed to a
Court of Law. In some countries, like the UK, appeals are limited to points of procedure and law,
rather than fhct. In other countries, like Sweden, no sanctions can be applied unless they have
been agreed by the Court Given the power of television, broadcasters should have an obligation
to be fair (Toth, E.L 2009). It is generally considered appropriate for broadcasters to be required
to offer a prompt right of reply to any person or organization who has been treated unthirly in a
programme. An apology might also be in order.
Television should place relevant information within a broader context, within diverse
perspectives, and should provide commentary about its various characteristics. In this respect,
media play a vital role in the functioning of democratic societies, as they substantively inform
citizens about politics (Picard 1998). However, media especially privately owned media are also
economically driven institutions and need to behave in an economically rational manner. These
two conflicting tasks contributing to the functioning of democracy and being commercially
successful challenge media companies to find

a balance “between the public interest and their

own financial self interest” (Picard 1998). These two tasks are inextricably linked with each
other; only financially strong companies have the resources to act independently and to offer a
wide range of information.
Given the power of the broadcast television, it is desirable to apply and enforce rules to ensure
that programmes do not broadcast material including the views of interviewees or programme
-

guests which discriminate against people, for example on the grounds of race, nationality,
religion or sex. The Council of Europe believes that in order to guarantee the existence of a wide
range of independent and autonomous media in the broadcasting sector, it is essential to provide
for adequate and proportionate regulation of that sector (Tinkham, S. 1994). This will serve to
guarantee the freedom of the media while at the same time ensuring a balance between that
freedom and other legitimate rights and interests. Perhaps most importantly in order to preserve
broadcasting as part of the democratic process, governments should aim to create independent
regulators for broadcasting. Even in very small jurisdictions, where the only broadcaster is State
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With the mass media and new communication technologies nov~ increasingly taking the centre
stage in human. national and international affairs, political violence and thuggery can he reduced
I politicians ii politicians understood the efflcienc~ of the mass media in political engineering
and mass mobilization (Schudson. M. 2002). Fhe various media (ne~~spapers. television and film)
have great potentialities for political mobilization and should be used extensively and intensively
by practitioners to pursue the gladiatorial objectives of the contending political forces.

According to the researcher, one of the most effective ~ s of ensuring peace during elections is
~ hen Ugandan mass media practitioners can practice the fairness doctrine and the equal
opportunities rule (Schudson 2003). Originally American in concept these doctrines have gained
worldwide acceptance in recent times. The fairness doctrine requires every broadcast station to
provide balanced and fair coverage of coverage of controversial issues of public interest.
According to the equal opportuin ities rLi Ic. political cand i lates should he gi~ en equal treatment on
the iir.
Th~~ mass media should be used to orientate politicians to begin to see politics as primarily a call
to serve the republic; not as an invitation or license to ride on the back of the masses to steal
~\hat belongs to them. The ,.~do—or-die~”~ syndrome prevalent today in Nigerian politics, led to
all ~hrms of unethical and political aspirants. such as spending billions of naira to

.,“‘~

in””

elections (Owens-Ibie 2002). If politicians sa~ politics as a call of serve. why should they often
want to engage in bribery and corruption of the electorate in order to succeed? The researcher
concluded that using the Mass Media, the electorates should be informed and educated to ~ote
for candidates not on the basis of ho\\ mLich the~ (the electorate) have been given. hut on their
assessment of the acceptahil ity of the political candidates to them.
Fhe mass media should play a crucial role in nurturing and sustaining the success or failure of
our practice of democratic government Opeihi. 1 (2005). The) shou cl create ~ areness in order
.

for the citizens to kno\\ the problems and issues confronting the state and their possible solutions
and consequences. The3 provide people ~ ith information the\ need and can stimulate them by
presenting the ideas of others. The mass media should play a crucial role in nurturing and
sustaining the success or failure of our practice of democratic government.

CHAPTER THREE
METHODOLOGY
3.0 Introduction
This section included the methods that the researcher applied while collecting and conducting the
research these took account of the following: research design, target population. sample size,
sampling procedure, data sources, method of data collection, data analysis, research procedure,
validity and reliability, limitations of their study and solutions and ethical considerations.
3.1 Research design
The study was descriptive in nature. It involved the use of qualitative and quantitative research
approaches. The qualitative research approach helped the researcher in determining
comprehensive explanation on televisions role on political mobilization. Quantitative approaches
enabled the presentation of information in numerical terms whereas qualitative data gave
expression of respondents’ fillings on the aspects of study.
3.2. Target Population
Thc target population for this study will be News Anchors, journalists and politicians within the
central division who are directly involved who have the adequate knowledge about the role of
television on political mobilization.
3.2.1 Sample size
The sample size of 60 respondents was chosen for the purpose of obtaining the relevant
information and due to the fact that those who had witnessed the impact of television on political
mobilization in central division Kampala district.
3.3 Sampling procedure
The researcher used probability sampling method and in particular stratified sampling and simple
random sampling was used to give equal chance to the respondents.
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In stratified sampling that the researcher divided the population into sub populations. Then he
selected simple random sample independently from each Sub

—

population these were perceived

to have information suitable for the study.
3.4 Data Sources
This research made use of both primary and secondary source of data. The primary source was
used to collect data in the field of study. The secondary involved long hours in libraries and also
through internet This helped the researcher to come out with general understanding for the topic.
3.4.1 Method of Data Collection

The researcher made the use of one main primary data collection method which was used to
make the use of questionnaires in collecting data from the case study institution. The researcher
also made the use of text book and academic journal for literature review.
3.4.2 Data Analysis
The researcher used both open and closed ended questions which helped to provide possible
answers for respondent to tick. The data received was coded and entered into computer for
processing using excel software. The researcher also used tables, graphs and figures to analyze
data. The result from case study institution was analyzed to know the role of television in
political mobilization.
3.5 Researeh Procedure
Research permission was obtained from NTV Uganda after approval by the University. The
researcher personally administered the questionnaires to the NTV employees (reporters) such
Suhair Mugabi, Raymond Mujuni, Agnes Nanduttu among others, News Anchors such as
Faridah Nakazibwe, Hatma Nalugwa, Frank Walusimbi, Simon Kasatya and the News Manager
Maurice Mugisha. The aspiring candidates were also contacted especially Yoweri Kaguta
Museveni and Kiiza Besigye, political analysts such as Anus Kariisa was contacted in person. In
order to get full information, voters within Kampala central were reached. The selected
employees were visited at their work place and the questionnaires were administered to the
respondents. The respondents were assured that strict confidentiality would be maintained in
dealing with the responses. The employees were given about one week to fill in the
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questionnaires after which the filled-in questionnaires were collected. The respondents in
Kampala Central filled questionnaires and immediately returned them to the researcher.
3.6 Validation and Reliability of Research
The researcher used several methods and sources of data to enhance the work. Structured
questionnaires were used to eliminate biases and the researcher worked hard and compared and
discussed with respondents until agreement was reached to define characteristics.
3.7 Ethic considerations
The researcher tried as much as possible to show the highest level of discipline by respecting the
respondents irrespective of their ages or social status so as to portray a good image of the
researcher and the institution respectively
The researcher tried to get to the field and reach out to every respondent and follow every step of
the research so as to avoid forgery and made generalizations about the study based on reality and
empirical evidence.
The researcher followed the advice and instructions given by the supervisor and tried as much as
possible to meet the deadlines as demanded by the research supervisor.
3.8 Limitations of the study and their solutions
Non-response to certain questions and providing of false information was major limitation to the
study. This was due to the fear by some respondents that the information could leak. However,
the researcher used logical questions so that the respondents were able to release such
information needed by the researcher.
It was not easy to locate the respondents the fact that these respondents were widely spread and
conducted their activities from different places this hindered data collection. The researcher
however designed a structured questionnaire that enabled respondents fill in their free time.
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CII W[ER lOt R
PRESENTATION, INTERPRETATION AND ANALYSIS OF FINDINGS
4.0 Introduction.

This chapter comprises of the flndings that were gathered b~ the researcher from the
management of NTV Uganda and other stakeholders in relation to the topic (“Influence of

television and political mobilization”). The data is presented and interpreted in view of the
objectives mentioned in chapter one of this research. The interpretation also seeks to answer the
research questions that ~~ere raised in chapter one.
Presentation and interpretation of data in this chapter has been clone ~ ith the aid of quantitative
and qualitative methods for example the use of’ tables, graphs, percentages and personal analysis
and interpretation presented in essay lbrm.
Questionnaires ~~ere

provided to 60 respondents ~~ho filled them to the best of their knowledge.

4.1.0 Demographic data of the respondents
4.1.1

Distribution of respondents based on Sex

Table 2: Showing gender of respondents.

Gender of respondents

Frequency

Percentage

Male

40

66.7

Female

20

33.3

Total

60

100

Source: Primar~ 1)ata 2016
According to the results collected fi’om the research area as expressed by the table above, the
researcher was gender sensitive though number of males doubled the number of female
respondents. According to the findings of the survey. 40 respondents were males representing
66.7% of the total percentage of the population. 20 respondents ~\ere lèmales l’epresentin~ 33.30o
of the total ~O~LI lalion.
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Therefore. given the fact that a simple random sampling criterion was used in getting units to
participate in the research study. the flict was that NT\’ Uganda employ majority men than
female. This was attributed to the hardships they pass through in gathering views of diflèrent
political aspirants and the needs of the citizens.
4.1.2 Age distribution of respondents.
Table 3: Showing the Age distribution of respondents.
Age

distribution

of Frequency

Percentage

respondents

~~ ~
30-40

27

44.8

40-50

15

24.9

—

au

C>

—,

~

ô

60

100

Source: Primary Data 2016
From the table above, it can be seen that the majority of the respondents were aged between 3040 years 27 respondents representing 44.8% of the total percentage. followed by respondents
within the age bracket of 40-50 that is 24.9% of the total respondents. followed by respondents
within the age bracket of 20-30 that is 16.6% of the total respondents and Onally followed by the
respondents within the age bracket 50 and above that is 13.3% of the total respondents.
The infl~rmation in the table above implied that NTV Uganda employ majority youths than
elders. This was because the age bracket with majority respondents above are very hardworking
compared to those above 50. The age bracket of 50 and above were the minority and the major
reason was that they not as flexible as the youths especially when it comes to the l5eld of
journalism.
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4.1.3 Education level of respondents
Table (4) Showing Education level of respondents
Academic qualifications

Frequency

Percentage

Olevel

3

5

A level

5

8.3

Diploma

18

29.8

Degree

1 27

44.8

Others

7

I 1.2

Total

60

100

Source: Primary Data 2016
From the table above, it can he seen that that the majority of the respondents from NTV Uganda
were \\ell educated majority being degree holders representing 44.8% of the total respondents.
followed by diploma holders representing 29.8% ol the total respondents. followed by
respondents with other levels of education represented by I I .2%. followed by respondents with
A level Certificate representing 8.39/s and linally followed by respondents with (3 level ceiiil1cate
of 5% of the total respondents.

This implied that the respondents were well informed and had the capacity of interpreting
questionnaires and filling in the information as were required by the researcher.
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also pay to be covered by journalists. It was also found that they have sponsors from media
council, NGOs and other human rights organizations.
Table 5: Showing responses toroles of NTV Uganda in political mobilization Kampala
Central.
Roles

NTV

Uganda

in

political mobilization

Improves

Strongly

Agree

Agree

Not

Disagree

Sure

%

F

%

12

20

35

58.3 3

realize 30

50

12

20

7

11.7

46.7

12

20

I 1

18.3 4

32

53.3

10

16.7

3

5

15

25

23

38.3

8

13.3

of

Total

Disagree

F

quality

F

Strongly

%

F

%

F

%

F

%

10

16.7

0

0

60

100

5

8.3

6

10

60

100

6

0

0

60

100

8

13.3

10

16.7

60

100

5

8.3

9

15

60

100

democracy
Help

citizens

to

control of their government
It transforms the thinking of 28
the masses
Makes electorates learn the~
obligations
Television helps in marketing
of

ideas

and

national

problems that people face
Source: Primary Data 2016
The data collected above shows that in relation to the roles of television in carrying out political
mobilization, the research v~as based on the agreement parameters of strongly agreed, agreed. not
sUft. disagree and strongl\ disagreed.
Improves quality of democracy had 20% of the respondents ~~ho strongly agreed. 58.3% agreed.
50o

of the respondents were not sure and 16.7%s disagreed and none strongly disagreed. Since

the government fears to be exposed by the media to the masses, so the opposition members and
supporters are to some extent treated fairly compared to the situation ~ hen television like NTV
are not in existence.
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Help citizens to realize control of their government had 50% of the respondents strongly agreed,
20% agreed, 8% disagreed, 11.7% of the respondents were not sure, 8.3% disagreed and I 0%

strongly disagreed. Due to the existence of NW Uganda, the station sensitizes masses through
political programs telling people that the government works for them and its officials are paid
using taxpayer’s money.
It transforms the thinking of the masses had 46.7% of the respondents who strongly agreed, 20
agreed. 18.3% were not sure. 6% disagreed and none strongly disagreed. Through political
programs, adverts emphasizing the masses to vote capabilities of candidates rather than voting
because someone bribed you.
Makes electorates learn their obligations had 53.3% of the respondents who strongly agreed, 16.7
agreed. 5 were not sure 13.3% disagreed and 16.7% strongly disagreed. Through teaching those
people involved in the electorate process how they should operate and also run how they should
operate their positions.
Television helps in marketing of ideas and national problems that people face had 25% of the
respondents who strongly agreed. 38.3% agreed. 13.3 % of the respondents were not sure 8.3%
disagreed, and 15% strongly disagreed. Since NTV has a wide coverage it’s easy to disseminate
ideas and national problems especially affecting people politically so the responsible organs are
easily informed to find solutions to the problems.
The researcher’s findings implied that television plays a significant role in political mobilization
since it helps the electorates to understand the areas in which the elected leaders will be
accountable. Through televisions, the electorates also get to know their obligations in choosing
their leaders. This has always been done through programs on televisions and engaging of
political aspirants to give their views.
I furthcr examined responses from key informants and their responses confirmed to the same
reasons as those who filled the questionnaires. For instance. Peter Muwesi a journalist from NW
Uganda noted that;
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The information gathered from the filled has on frequent times helped to promote democracy and
rule of law. A news reporter in Jinja expressed concern on brutality of police that was hindering
Amama Mbabazi from carrying out consultative meetings. This was to affect democracy by
when it was publicized; police relaxed its brutal actions and left him to proceed. Without media,
people’s freedom of choosing their preferable candidates would be greatly affected but there is
fear of being exposed to Ugandans and the world as a whole.
43 Effects of NTV Uganda on political mobilization.
Table 7: Showing response to the effects of NTV Uganda on political mobilization.
Response

Frequency

Percentage

Yes

20

33

Some how

16

26.6

No

10

16.6

Not Sure

14

23.3

TOTAL

60

100%

Source: Primary Data 2016
Table 7, shows that 20 respondents representing 33% of the total respondents agreed that
television impacted on political mobilization, 16 respondents representing 26.6% of the total
respondents said that NTV Uganda somehow affect political mobilization, 16.6% of the total
respondents disagreed and 23.3% of the total respondents were not sure.
This implied that television informs electorates about the voting procedures and it therefore
affects political mobilization. This was evidenced by majority respondents who agreed. The
respondents who disagreed were also considered by they were very few compared to those who
disagreed but could still help the researcher while drawing the conclusion of this work.4.4
Challenges encountered by NTV Uganda in carrying out political mobilization.
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Table 8: Showing responses to thechallenges encountered by NTV Uganda in carrying out
political mobilization.
Challenges encountered
ill

implementing public

Strongly

Agree

Not Sure

Disagree

Agree

Strongly

Total

Disagree

relations
F

°/b

F

%

F

%

F

%

F

%

F

%

30

50

9

15

I I

18.3

6

10

4

6.7

60

100

36

60

3

510

16.7

2

3.3

0

060100

30

50

20

33.3

2

3.3

4

6.7

4

6.7

60

100

experienced

20

33.3

19

31.7

6

10

j 8

13.3

7

11.7

60

100

EthicaldUemainpolitical

15

25

24

40

5

8.3

6

10

10

16.7

60

100

Lack

of

national

~ n frastructure in terms o I
support

of

media

institutions.
Telesisions

lack

independence

full
and

fl~eedom
Failure

to

balanced

provide
information

about politics
Lack

of

transmitters

~ advertising
Son rce: Prima rv I)ata 2016
In reference to the table above, concerning the challenges encountered by NTV Uganda in
carrying out political mobilization, the presentations were made in line with responses made
using the scale that measured responses on strongly agreed, agreed, not sure, disagreed and
strongly disagreed. The responses are presented as follows.
Lack of national infrastructure in terms of support of media institutions had 50°/b of the
respondents who strongly agreed. 15% agreed, 183% ~~ere not sure. 10% disagreed and 67%

j

strongly disagreed. This is due to limited funds from the o~~ners and sponsors to support the
institution.
Televisions lack full independence and freedom markets had 6000 of the respondents strongly
agreed. 5% agreed l6.7°o ~\ere not sure. 3.3°o disagreed and 15% of the respondents strongly
disagreed. Due to high forms of media regulations by the government, most times the
government is the one which decides what to be aired and what not to be aired. So the hands of
NTV are tied to a certain extent.
Failure to provide balanced information about politics had 50% of the respondents who strongly
disagreed. 33.3% agreed. 3.3% of the respondents ~~ere not sure 6.70o disagreed and 6.7% of the
respondent strongl\ disagreed. I his is due to go~ ernmenl threats. bias. partisanship b~ some of
the ~~orkers on the station. Fhis is evident in the previous elections ~~ere the ruling party was
more talked about compared to the opposition side.
Lack of experienced transmitters had 33.3°o of the respondents ~~ho strongly agreed, 31.7%
agreed. 10% were not sure,

13.300

disagreed and 11 .7% strongly disagreed. This due to using of

unexperienced personnels for example transmitters fresh from school without any experience.
Ethical dilemma in political advertising had 25% of the respondents who strongly agreed, 40%
agreed. 8.3% were not sure, 10% disagreed and 16.7% strongly disagreed. Some journalists are
unprofessional and lack journalistic codes of conduct so this cause ethical dilemma. The above
inlormalion implied ihat the challenges of NTV in political mobilization are eminent and should
be dealt v~ ith care. I he major challenge ~as that media in Uganda lack independence the fact
that televisions are

mdi vidual ly

O\~

ned has not fully permitted them independence since they are

directly or indirectly controlled by state. The journalists live in Fear and collect ne~~s v~ ith fear
for their lives especially x~ hen covering the opposition

‘~

ie~ s and thoughts. The la\\s that govern

media have been frequently broken and the courts ~ hich also seem to be controlled by the state
ha~ e not solved the challenges faced by journalists. As a result of covering what the go~ ernrnent
calls biased news. some televisions were closed for the moment and others v~ere intimidated not
to cover opposition especially during political campaigns.

4.5 Strategies to overcome the challenges encountered by NTV I ganda in carrying out
political mobilization in Kampala Central
Table 9: showing the strategies to o~ ercome the challenges

encountered

by NTV Uganda in

carrying out political mobilization in Kampala Central

Strategies to overcome

—

the challenges

Strongly

Agree

Not Sure

Disagree

Agree

Strongly

Total

Disagree

encountered by NTV
Uganda in carrying out
political mobilization.

Placing

the

F

%

F

%

F

%

F

%

F

%

F

%

20

33.3

9

15

I1

18.3

12

20

8

13.3

60

100

25

41.6

8

13.3

13

21.6

5

8.3

9

15

60

100

should 28

46.6

7

11.6

11

18.3

8

13.3

6

10

60

100

25

3

5

17

28.3

12

20

13 21.6

60

100

relevant

information within the
broader context
Applying and enlorcing
rules

on

television

broadcasters
Government
create

independent

regulators

for

b roaclcasi i ng
Mass

media

enlight

the

should

15

politicians

about

their

duties

avoid

conflicts

to

during

canlpaigns

Source: Primary Data 2016

In reference to the table above, concerning the strategies to overcome the challenges encountered
by NTV Uganda in carrying out political mobilization, the presentations v~ ere made
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in

line ~ ith

responses made using the scale that measured responses on strongly agreed, agreed, not sure,
disagreed and strongly disagreed. The responses are presented as follows.
Placing the relevant information within the broader context had 33.3% of the respondents who
strongly agreed, 15% agreed. 18.3% were not sure, 20% disagreed and 13.3% strongly disagreed
Applying and enforcing rules on television broadcasters had 41.6% of the respondents strongly
agreed. 13.3% agreed 21.6% were not sure, 8.3% disagreed and 15% of the respondents strongly
disagreed.
Government should create independent regulators for broadcasting had 46.6% of the respondents
who strongly disagreed, 11.6% agreed, 18.3% of the respondents were not sure 13.3% disagreed
and 10% of the respondent strongly disagreed.
Mass media should enlight the politicians about their duties to avoid conflicts during campaigns
had 25% of the respondents who strongly agreed, 5% agreed. 28.3% were not sure, 20%
disagreed and 21.6% strongly disagreed.
Based on the above information, respondents seem to be aware of the strategies to overcome the
strategies to overcome the challenges encountered in carrying out political mobilization and the
luctacy to change was blamed on government that has failed to leave media operate
independently.
in relation to the information that was obtained from those who were interviewed, the response
was the same since those from NW agreed that there were strategies in place to reduce the
challenges encountered in carrying out political mobilization. One journalist argued that among
other strategies there would be strict laws that protect the journalists but which were not being
respected. The blame was put on set up of institutions that work only to please the president and
the government in power instead of working for all. A journalist was quoted “the president
humiliated us by calling us rumormongers which violets our rights to access information that is
important to the public”. It signifies that a big step to have strategies implemented are still
lacking.
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CHAPTER FIVE:
SUMMARY, CONCLUSIONS, RECOMMENDATIONS AND AREAS FOR FURTHER
RESEARCFI.
~.O Introduction
The chapter focuses on summary of’ the findings of the study. the conclusions, the
recommendations and suggested areas of ftirther research to build the stud\ variable under
coii si derat ion.
5.ISummary
The researcher’s interest was to investigate on the impact of television on political mobilization
and was being guided by the following research objectives which were intended to~ examine the
role of television on political mobilization, examine the effects of television on political
mobilization. identify the challenges encountered by television in carrying out political
mobilization and establish strategies to overcome the challenges encountered b\ television in
carr~ ing out political mobilization. The researcher distributed questionnaires to 60 respondents
and both of them were returned.

5.2.1 The role of television on political mobilization.
In line with this objective, 46.6% of the total respondents agreed. 33.3°/b of the total respondents
were not sure and only 20% of the total respondents disagreed and the researcher found that
NTV Uganda play a very important role in carrying out political mobilization evidenced by the
majority respondents who agreed. Based on the interview that was conducted, one key informant
Suhair Mugabi said that NTV carries out political mobilization and covers all parts ot’ Uganda.
I Ic v~ as quoted saying

o/iiical iiiob,!i;ui,oii is

1701

sm east us oiie 17701’ luke ii due to the

c/ia//cages we puss through especial/i ire the fouI’nuhisls

“.

There was a great concern for

responsible bodies to address such challenges if unbiased news is still required. Concerning the
issue of their sources of funds to help them carry out political mobilization. Raymond Mujuni
said that the journalists are funded by NTV and Maurice mugisha the news manager said that the
aspiring candidates pay for the program and sometimes also pay to he covered by journalists. It

was also found that they have sponsors from media council, NOOs and other human rights
organization.
5.2.2 Effects of NTV Uganda on political mobilization.
Basing on the above objective. 20 respondents representing 33% of the total respondents agreed
that television impacted on political mobilization, 16 respondents representing 26.6% of the total
respondents said that NTV Uganda somehow affect political mobilization, 16.6% of the total
respondents disagreed and 23.3% of the total respondents were not sure. The implication the
researcher got was that television informs electorates about the voting procedures and it therefore
affects political mobilization. This was evidenced by majority respondents who agreed. The
respondents who disagreed were also considered by they were very few compared to those who
disagreed but could still help the researcher while drawing the conclusion of this work.
5.2.3 Challenges encountered by NTV Uganda in carrying out political mobilization
Challenges encountered by televisions in carrying out political mobilization include lack of
national infrastructure in terms of support of media institutions had 50% of the respondents who
strongly agreed, televisions lack full independence and freedom markets had 60% of the
respondents strongly agreed, failure to provide balanced information about politics had 50% of
the respondents who strongly disagreed. 33.3% agreed. lack of experienced transmitters had
33.3% of the respondents who strongly agreed and ethical dilemma in political advertising had
25% of the respondents who strongly agreed.
The information from key informants was that Uganda’s media lack independence the fact that
televisions are individually owned has not fully permitted them independence since they are
directly or indirectly controlled by state. The journalists live in fear and collect news with fear
for their lives especially when covering the opposition views and thoughts. The laws that govern
media have been frequently broken and the courts which also seem to be controlled by the state
have not solved the challenges faced by journalists. As a result of covering what the government
calls biased news, some televisions were closed for the moment and others were intimidated not
to cover opposition especially during political campaigns.
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5.2.4 Strategies to overcome the challenges encountered by NTV Uganda in carrying out
political mobilization in Kampala Central
In relation to this objective, placing the relevant information within the broader context had
33.3% of the respondents who strongly agreed, applying and enforcing rules on television
broadcasters had 41.6% of the respondents strongly agreed, government should create
independent regulators for broadcasting had 46.6% of the respondents who strongly disagreed
mass media should enlight the politicians about their duties to avoid conflicts during campaigns
had 25% of the respondents who strongly agreed.
The implication was that the respondents were aware of the strategies to overcome the strategies
to overcome the challenges encountered in carrying out political mobilization and the luctacy to
change was blamed on government that has failed to leave media operate independently.
5.3 Conclusion
Television has a great etThct on political mobilization since it has the ability to shape and rethink
people’s beliefs, opinions and feelings of various issues in life, it is the creator of ‘public
thoughts’. It is central to the process of public thinking. The idea is that television news offers
the public news from its decision-room and helps them in deciding on whom to vote.
Televisions, because of the features of images, create lasting impression in the minds of the
viewer than when the information is put in writing. Despite of the good intentions of television
in Uganda, mass media continue to attract public comments, criticisms and observations, the
public begin to focus mostly on the manner in which reporters and editors handled such reports.
The challenges such as censorship, torturing of journalists and imprisoning them for no offense
will hinder information delivery to the public unless they are addressed by implementing the
recommendations provided in this research where the government has a big role to play.

36

5.4 Recommendations
Arising from the findings and conclusion of this study are the following recommendations;
Government should increase allocation of funds to the communication information ministries so
as to enable television and radio stations carry out more effective programmes on political
mobilization.
The media should pick up the task to produce television mobilization programmes that will help
to enhance political participation.
Non- governmental organizations (NGO) should also pick up the task to produce television
mobilization programmes that will help promote political participation and peaceful election.
These mobilization programmes should be repackage with the involvement of local languages so
as to reach the rural areas.
5.5 Snggestlon for Further Studies
Sequel to the findings of this research work, flit researcher is suggesting that further research
should be carried out on the impact of radio on political mobilization of the masses.
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APPENDICES
APPENDIX I: QUESTIONNAIRE
I Mulema Najibu a student of Kampala International University pursuing a F3achclor~s Degree in
mass communication conducting a research on the “Influence of

Ie~ isbn and political

mohiliLa[ion”: A case sitici of Nl\’ Uganda.
This questionnaire is going to be used lbr academic put poSeS onl~ and confidential it~ v~ ould be
adhered to. Note: please answer the follo~~ ing questions in this questionnaire ~itli a tick except
other~~ ise directed to spec if~.
PART A; GENERAL INFORMATION
I. Gender.
Male

Female

2. What age are you?
40-50

30-40

50’

3. Education level
0 level

Degree

A level

Others

Diploma
P \k I’ I): The ro

~_

ol NI\’ in carrying

out

political mol)ilization in Kampala Central.

Please tick the appropriate box

1.

Has NTV Uganda played an~ role in carrying out po itical mobilization in Kampala
Central?
43

Yes
2.

~

No

~

Not Sure

Prom your own point of view, are the following the roles of NTV Uganda in political
mobilization Kampala Central? (1-Strongly Agree 2-Agree 3-Not sure 4-Disagree 5Strongly disagree) Tick the appropriate box.

Role of television in political mobilization

1

2

3

4

5

Improves quality of democracy
l-ielp citizens to realize control ol their government
Ii transforms the thinking of the masses
Makes electorates learn their obligations
Television helps

in

marketing of ideas and national

problems that people face.
If there is any other role played by NTV Uganda in political mobilization in Kampala Central,
please mention them

PART C: Effects of NTV Uganda on political mobilization.
3.

Has NTV Uganda improved on the number of electorates turn up Kampala Central’?

Yes
Some how

~

No
Not sate
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PART D Challenges encountered by NTV Uganda in carrying out political mobilization.
4.

Are there challenges encountered by NTV Uganda in carrying out political mobilization in
Kampala Central?
YES

~

NO

~

NOT SURE

5. If yes. are the following the challenges encountered by NTV Uganda in carrying out political
mobilization Kampala Central?
(I-Strongly Agree, 2-Agree. 3-Not sure. 4-Disagree. 5-Strongly disagree) Tick the appropriate
box~
Challenges

encountered

in

carrying

out

political

1

2

3

4

5

mobilization
Lack ol’ national infrastructure in terms of support of media
i fl StitL~ti Ofl 5.

Televisions lack full independence and freedom
Failure to provide balanced information about politics
Lack of experienced transmitters
Ethical dilemma in political advertising

If there are any other challenges encountered by NTV Uganda in carrying out political
mobilization Kampala Central, please mention them.
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PART E: Strategies to overcome the challenges encountered b~ NTV Uganda in carrying
out political mobilization.
3.The follo~~ing the strategies to overcome the challenges encountered by NTV Uganda in
carrying out political mobilization in Kampala Central.

(1-Strongly Agree, 2-Agree, 3-Not sure, 4-Disagree, 5-Strongly disagree) Tick the appropriate
box.
Strategies

1

2

3

4

5

Placing the relevant inihrmation within the broader context
Applying and enforcing rules on television broadcasters
Government

should

create

independent

regulators

for

broadcasting
Mass media should enlight the politicians about their duties to
avoid conflicts during campaigns

If there is any other strategy to overcome the challenges raced by NTV Uganda in carrying out
political mobilization, please mention them

I am grateful for your co—operation
May God Bless You

APPENDiX ii: INTERVIEW GUIDE.
I. Does NTV carry out political mobilization?
2. Where does NTV obtain funds to carryout political mobilization in Kampala Central?
3. Which part of Kampala does NTV cover?
4. Has television played any role in carrying out political mobilization in Kampala Central?
5. Are there challenges encountered in carrying out political mobilization in Kampala
Central?
6. What are those challenges encountered in carrying out political mobilization?
7. Are there strategies devised to overcome such challenges?
8. What are those strategies devised to overcome such challenges encountered in carrying
out political mobilization?
9. Who is responsible to implement the strategies to overcome the challenges encountered
in carrying out political mobilization?

Thank you for your contribution.
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