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ABSTRACT 

This study explores the utilization of Facebook and Twitter for official corporate 

communication in the Milimani Law Court, focusing on the impact of integrating social 

media platforms into the court's communication structure. Before the 2010 

constitutional promulgation, the Judiciary in Kenya was considered a closed institution, 

accessible only to a privileged few. Recognizing the need for improved communication 

processes and increased public interaction, social media platforms were introduced to 

provide a more transparent and interactive platform for the court. The study employed a 

qualitative approach, using a case study design and purposive sampling. Semi-

structured interviews were conducted with 35 participants, including members from the 

judiciary's communication department, lawyers, students, common citizens, judges, 

magistrates, and an administrative officer at the Milimani Law Courts. Additionally, 

content analysis was performed on 200 posts and comments from the official Judiciary 

verified handles on Facebook and Twitter. Drawing upon the Excellence Theory of 

Corporate Communication and the Technology Acceptance Model, the study findings 

indicate that Facebook and Twitter have enabled the Milimani Law Court to reach a 

wider audience and establish a two-way communication channel, fostering the court's 

development and public trust. However, despite the Judiciary's adoption of these social 

media platforms, the study reveals that they are yet to fully leverage their potential. The 

study's results emphasize the importance of social media in enhancing transparency and 

engagement between the court and the public. By utilizing Facebook and Twitter 

effectively, the Milimani Law Court can enhance its corporate communication, expand 

its reach, and strengthen public trust. These findings have broader implications for the 

global audience, highlighting the transformative potential of social media in judicial 

institutions, ultimately contributing to a more accessible and accountable justice system. 
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CHAPTER ONE 

INTRODUCTION 

1.1 Introduction  

This chapter contains the context of the study. It also explains the academic and social 

problems that prompted the study. The research questions are entailed in this chapter as 

well as the scope which the study covered regarding content, geography, and methodology 

that was applied in the study. The chapter finally looks at the rationale for the study and the 

significance of the study. It ends by giving a summary of the chapter.‖ 

1.2 Background of the Study  

The rise of social media has presented both challenges and opportunities for courts in 

managing their external stakeholder communications. Johnston‘s (2012) study found that 

courts had both sought out visibility and had visibility imposed on them during the 1990s 

and 2000s ―first via the Web 1.0 (predominantly websites) as well as traditional media . . . 

and more recently, by Web 2.0 (predominantly social media). That research found that 

most Australian courts by the start of the 2010s had not adopted a systematic social media 

presence, courts were more likely to be in the early or planning stages of social media use, 

and many court public information officers (PIOs) were tentative and/or cautious about 

social media. Just two courts—the Victorian Supreme Courts and the Australian Family 

Court—had trialled the use of Twitter, and none had official Facebook pages at that time 

(Johnston, 2012).‖ 
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When using Facebook or Twitter on a corporate level, it is not only important to set 

objectives but also to measure its success by using relevant metrics (Hoffman & Fodor 

2010; Peters et al. 2013; Smith 2013). Such metrics for social media applications include 

but are not limited to the number of visits, tags, page views, members/fans, impressions, 

incoming links, impressions-to-interactions ratio, and the average length of time visitors 

spend on the website. Both practitioners and academics need to be able to measure the 

degree of Corporate Social Media Use (CSMU), which is defined as the degree to which 

companies or brands are utilizing a pre-defined group of social media. It is essential to have 

a standardized ratio scale to simplify the measurement and to allow a reliable, clear and 

transparent comparison of companies‘ and brands‘ social media use. The scope of the 

application includes but is not limited to self-assessment of companies, competitor analyses 

and market research. This article provides a corresponding model developed using a four-

step approach.‖ 

 

Attention to the early adoption of, or planning for, social media by courts occurred at 

roughly the same time in the United States. The first annual study by the Conference of 

Court Public Information Officers (CCPIO)1 in 2010 found that a very small fraction of 

courts (6.7%) had social media profile sites such as Facebook, 7% used microblogging 

sites such as Twitter, and, 3.2% used visual media sharing sites such as YouTube (Davey et 

al., 2010). Within this environment, the CCPIO proposed the development of a new media 

committee (Davey et al., 2010) to facilitate the transition to social media.‖ 

 

Such committees were not unusual for courts as others of this type had been set up years 

earlier in the United States and, to a lesser extent, in Australia, predominantly for media 
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relations purposes, to assist legacy media with accuracy and access (Innes, 2008; Johnston, 

2005, 2008; Parker, 1998). However, the environment had changed by the time social 

media moved into the frame; the pace was faster, and the goalposts had shifted. Courts had 

been engaging with newspapers, radio, and television for many years, and adjustments for 

courts and media had been metered, negotiated, and incremental. Not so with social media, 

emerging barely more than a decade ago and developing a rapid hold on communication 

practice unrivalled by legacy media. An article by court administrator David Slayton 

(2011) for the National Center for State Courts in the United States sums up the mood at 

the time. Titled ―Social Media: A New Way to Communicate That Can No Longer Be 

Ignored,‖ it featured in a Future Trends report that expressed court sentiments relating to 

the transition from traditional to social media engagement.‖ 

 

This lag by the courts in engaging with social media was paralleled by a similar lack of 

attention to the issue in scholarly literature, instead placing its focus on the rapid rise in 

social media among other government agencies and departments, including the police (see, 

e.g., Bonsón et al., 2012; Crump, 2011; McGovern & Lee, 2012; Oliveira & Welch, 2013; 

Snead, 2013). Thus, the two went hand in hand: the slow uptake by the courts and the 

limited attention the issue received particularly within government and communication 

literature. Johnston and McGovern (2013) earlier discussed this in this journal, comparing 

the social media use of police and courts examining the Australian context in particular, 

and determined that significant disparities across the two sectors were due to a mixture of 

historical, sociocultural, legal, and economic factors.‖ 
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―Although all government and industry sectors have been forced to come to grips with 

changing technologies and communication practices in recent years, the courts and other 

related legal agencies and institutions must work within unique frameworks and 

boundaries. These roles require special skills and competencies of those tasked with 

communication management, including an understanding of laws and media practices that 

relate uniquely to this environment, such as contempt law and journalists‘ court reporting 

requirements. This article has examined how one geographically located group of such 

practitioners used a Community of Practice (CoP) model to provide a forum for knowledge 

sharing and cross-institutional learning, which ultimately assisted in facilitating changed 

communication practice. The transition to the use of social media in this Australian case 

study is consistent with findings published by the U.S. courts, which found that social 

media by the courts continued to increase over the same period, rising from 52% of courts 

in 2013 to 58% in 2014 (Davey et al., 2014). This adoption of social media meets CCPIO 

expectations that these platforms would increasingly be used to ―connect with the public 

and fulfil their obligation to be open, transparent, and understandable institutions‖ (Davey 

et al, 2014, p. 2).‖ 

 

The Kenyan judiciary is structured as an independent arm of the government, tasked with 

the administration of justice and the interpretation and application of the law (Kenya Law 

Reports, n.d.). Its primary objectives include upholding the rule of law, providing fair and 

efficient resolution of disputes, safeguarding constitutional rights, and ensuring access to 

justice for all citizens. The communication department within The Kenyan Judiciary plays 

a crucial role in enhancing the achievement of these objectives. It serves as a bridge 
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between the judiciary and the public, facilitating the flow of information, promoting 

transparency, and fostering public trust in the justice system. Milimani Law Courts, located 

in Nairobi, Kenya, is one of the prominent judicial institutions in the country.  

 

Milimani Law Courts play a crucial role in the administration of justice, housing various 

courts that deal with a wide range of cases, including criminal, civil, family, commercial, 

and constitutional matters. It serves as a central hub for legal proceedings and provides a 

platform for citizens to seek justice, resolve disputes, and uphold the rule of law. 

 

Over the years, Milimani Law Courts have witnessed significant developments and 

transformations to meet the evolving needs of the legal system. The institution has 

embraced technological advancements to improve efficiency and enhance access to justice. 

This includes the adoption of digital case management systems, e-filing, and the integration 

of social media platforms, such as Facebook and Twitter, as part of their communication 

strategy to engage with the public and provide information on court proceedings. 

 

As one of the key pillars of the Kenyan judiciary, Milimani Law Courts strive to uphold 

transparency, fairness, and integrity in the judicial process. It plays a vital role in shaping 

legal precedents, ensuring the rule of law, and protecting the rights of individuals. The 

institution continues to evolve and adapt to the changing legal landscape, seeking 

innovative solutions to enhance service delivery and promote access to justice for all. The 

department's communication efforts aim to demystify legal processes, educate the public 

about their rights and obligations, and create awareness of The Judiciary's activities and 

initiatives. In the past, the Kenyan Judiciary relied on traditional mechanisms for 
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communication, such as press releases, official statements, and engagements with 

mainstream media (Davey, Johnston, & McGovern, 2014). However, with the rise of social 

media, the judiciary recognized the need to embrace these platforms to expand its reach, 

engage with a wider audience, and promote openness. The Kenyan judiciary started using 

social media platforms to enhance its communication efforts in recent years. Currently, the 

judiciary is active on Facebook and Twitter, utilizing these platforms to share official 

updates, announcements, court rulings, and legal education materials (Davey et al., 2014). 

These social media platforms provide an interactive space for the judiciary to engage with 

the public, address queries, and disseminate timely information. Through the adoption of 

social media, the Kenyan judiciary aims to improve its public image, enhance accessibility 

to justice, and foster public confidence in the judicial system. These platforms serve as a 

means to connect with the public, provide a two-way communication channel, and fulfil the 

judiciary's obligation to be transparent, understandable, and accountable to the citizens it 

serves. Overall, the utilization of social media by the Kenyan judiciary aligns with its 

objectives of upholding the rule of law and ensuring public trust. It enables the judiciary to 

communicate more effectively, reach a wider audience, and actively engage with the 

public, contributing to a more transparent and accessible justice system. 

1.3 Context of the Study 

1.3.1 Academic Context 

Technology has had an enormous contribution to the communication field in the 21
st
 

century, which communicators cannot ignore. People are living in the technology era where 

information technology, nanotechnology, digital technology and wireless technology are 

accelerating at high speed. Among the platforms with a multitude is a social media 
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platform. Institutions aiming to meet people have had to turn their focus to social media 

where they can reach the target audience and pass the intended information. While social 

media messages do not carry the weighty authentication required for communication, their 

influence cannot be assumed due to the people it contains. In recent years, the internet is 

not only the platform for people around the world to upload, download and review 

information they required, but it has transformed to become a more mature place. It has 

also become a place full of potential for many companies and individuals to promote their 

goods and services, also known as e-commerce and e-business. This platform provides a 

convenient place for all people especially those that are busy with their jobs and are 

required to monitor the goods online.‖ 

 

―This study is about the utilization of social media, specifically Facebook and Twitter by 

the judiciary as an arm of government for its official corporate communication. Social 

media includes social networking applications such as Facebook and Google+, 

microblogging services such as Twitter, blogs, wikis, and media-sharing sites such as 

YouTube. Social media has four major potential strengths: collaboration, participation, 

empowerment and time. Social media is collaborative and participatory by its very nature 

as social interaction defines. It provides the ability for users to connect and form 

communities to socialize, share information, or achieve a common goal or interest. Social 

media can be empowering to its users as it gives them a platform to speak. It allows anyone 

with access to the Internet the ability to inexpensively publish or broadcast information, 

effectively democratizing media. Regarding time, social media technologies allow users to 

immediately publish information in near-real time.‖ 
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1.3.2 Social Context 

―An institution is a rule that governs people‘s behaviour and the institutional framework, 

coherent to the shape and restriction of the human characters. From the definition of the 

institution, the two guiding terms are behaviour and rule (Keizer, 2007). Rules form 

essential categories in institutional literature such as habits, customs, routines and legal 

standards.  Media is an institution in the form of the way with the intention of social press 

furthering the influence of social norms in society. The presence of others can influence 

people‘s responses to content by prompting them to look for or attend to the source of other 

viewers' reactions (Cohen, 2017). For instance, a gasp from one audience member who 

realizes an important plot point in a movie, or a chuckle in response to a subtle joke, could 

cue others to pay closer attention, so that they do not miss the same thing. Although it 

stands to reason that audience cues should affect how viewers assess media content, there 

is some evidence to suggest that such cues could have little bearing on reactions to the 

content but still affect viewers' entertainment experience overall. The study was examined 

in two setups of the society; the first study was to look at the government arm that is using 

social media to interact with citizens, in this case, the Kenyan judiciary, and the second set 

up was to study the Kenyan citizens who participate and use the judicial set up social media 

platforms of Facebook and Twitter.‖ 

1.4 Statement of the Problem  

1.4.1 Academic and Social Problem 

 

The utilization of social media platforms, such as Facebook and Twitter, for corporate 

communication and public sector accessibility in government institutions with non-profit 
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orientations, has been limitedly examined in scholarly research (Mugo & Makori, 2020). 

This research gap is particularly evident within the context of the Kenyan Judiciary, where 

the effective use of social media to communicate, promote policies, and enhance service 

delivery remains understudied. Additionally, despite the availability of social media 

channels, the adoption and utilization of these platforms by the public, especially in the 

case of Milimani Law Courts, has been slow, resulting in administrative and informational 

disconnects that impact public perception and trust in the judiciary (Mugo & Makori, 

2020). 

 

Public sector organizations bear the responsibility of ensuring efficient communication and 

delivering quality goods and services while meeting the increasing demands of their 

clients. However, advancements in technology and communication platforms have 

presented challenges for these organizations, particularly in providing accessible 

information and ensuring a clear understanding of their policies, operations, proceedings, 

and procedures. In Kenya, a country with a significant online user population, including a 

high number of social media users, the government, including the Judiciary, recognizes the 

need to adapt to these technological advancements. To enhance communication, 

performance, interactions, and reviews within government institutions, including the 

judiciary, efforts have been made to adjust to the Internet, online, and social media-based 

platforms (Mutuku & Waita, 2018). 

 

Nevertheless, despite these efforts, the adoption and effective utilization of social media 

platforms, namely Facebook and Twitter, within the Kenyan judiciary, and specifically at 

Milimani Law Courts, have not been adequately explored. Limited scholarly attention has 
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been given to understanding the impact and potential benefits of integrating these platforms 

into the corporate communication strategies of government institutions with non-profit 

orientations. Consequently, administrative and informational disconnects persist, affecting 

the public's perception of the judiciary and hindering effective public sector accessibility 

(Mugo & Makori, 2020). 

 

This research aims to address the aforementioned research gap by examining the 

perspectives of clients and employees within the Milimani Law Courts in Kenya. The 

primary objective is to assess the benefits of using Facebook and Twitter as tools to bridge 

the existing administrative and informational disconnects within the Judiciary. By 

investigating the utilization and impact of these social media platforms for corporate 

communication, the study seeks to enhance public sector accessibility and service delivery 

within the Kenyan judiciary, thereby contributing to improved public awareness, 

understanding, engagement, trust, and reputation of government and public organizations 

(Mugo & Makori, 2020). 

 

Through a comprehensive analysis of the adoption patterns, challenges, and potential 

opportunities associated with social media usage, this research endeavours to provide 

insights into modern approaches that can improve communication processes, facilitate 

information flow, and humanize the Kenyan judiciary. By identifying the factors 

influencing the slow adoption of social media platforms by the public and the implications 

of such adoption on communication within Milimani Law Courts, this study intends to 

contribute to a better understanding of the dynamics of social media adoption and its 
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influence on administrative processes, public engagement, and overall public perception of 

the judiciary (Mutuku & Waita, 2018). 

 

Ultimately, this research seeks to offer practical recommendations that can assist the 

Kenyan judiciary, specifically Milimani Law Courts, in harnessing the full potential of 

social media platforms to address existing administrative and informational disconnects. 

By enhancing public sector accessibility, improving service delivery, and fostering a 

positive image of the judiciary, this study aspires to contribute to the advancement of 

communication strategies within the judiciary and guide the effective use of social media 

for corporate communication in government institutions with non-profit orientations in 

Kenya. 

1.5 Research Questions 

1. What is the level of adoption of the Judiciary‗s Facebook and Twitter platforms 

among members of the judiciary and of the public?  

2. How has the increase in the usage of Facebook and Twitter impacted the 

Judiciary‗s communication structure? 

3. What is the impact, effect and influence of the utilisation of the platform? 

 

 

1.6 Rationale of the Study 

 1.6.1 Content Scope 

―This study covered the level of adoption, embrace and sustainability of the use of 

Facebook and Twitter in Milimani Law Courts in Nairobi and how the introduction of 

Facebook and Twitter had been received. The study analyzed how information is 
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disseminated to clients and the methods clients currently prefer to use to access the 

information from the Judiciary. It examined if clients were active users of both social 

networking sites Facebook and Twitter and how the Judiciary manages the two platforms.‖ 

―The study examined how usage of Facebook and Twitter impacted the Judiciary‗s 

communication structure and if the use of social media has provided a better understanding 

of goods, services, and programs offered to clients. It sought to answer questions such as 

since the implementation of the two platforms, the differences in how clients interact or 

communicate with the employees.  Examined if there has been an increase in the number of 

hits or messages from clients‘ use of social media platforms compared to previous 

orthodox methods.‖ 

 

The study gives an image of the impact, effect and influence of the utilisation of the 

platforms on the people/users/ community and how they communicate using it. The 

implementation and use of Facebook and Twitter platforms in the communication 

department and what convinces/gratifications clients have experienced in their work 

processes. The research assessed the adoption of the Judiciary‗s Facebook and Twitter 

communication platforms among members of the public.‖ 

 

1.6.2 Contextual Scope 

Communication is key to all institutions including government arms. The service to people 

provided by the government succeeds if it reaches a vast audience. People tend to ignore 

such communications due to bureaucracies and the type of media the public sector utilizes 

to sell its ideas to the citizens. The case can be different if the government embarks on 
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social media platforms, which have a heterogeneous audience. This case study focused on 

the impact of social media through Facebook and Twitter on such communication by 

looking at the Judiciary. The sample for this study involved: clients who receive services or 

participate in programmes offered by the Kenyan Judiciary, clients who need services 

provided by the Judiciary, parties/clients who wish to receive more information about the 

products and/or services offered by the Kenyan Judiciary, and  employees of the Kenyan 

Judiciary  who interact with clients and the public regularly in providing services or 

delivering information.‖ 

 

1.6.3 Limitations of the Study  

The main limitation experienced in this study was that most respondents considered some 

information as confidential and did not want to reveal everything. However, confidentiality 

and protection of information was assured to the organizations‘ management and the 

respondents. Information was coded to avoid direct reference to particular individuals. The 

study utilized a qualitative approach with a relatively small sample size of 35 participants. 

While purposive sampling was employed, it may not fully represent the diverse 

perspectives and experiences of all stakeholders involved in the Kenyan judiciary. The 

findings may not be generalizable to the entire judiciary or other legal institutions. The 

study similarly focused specifically on the Milimani Law Court in Nairobi, which may 

limit the generalizability of the findings to other courts or jurisdictions within Kenya or 

globally. The unique characteristics and context of the Milimani Law Court might 

influence the utilization of social media differently compared to other courts. The study 

relied on self-reported data from interviews and analyzed social media posts, these sources 
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may be subject to response bias, where participants may provide socially desirable 

responses or engage in self-censorship. Additionally, the analysis of social media posts 

may not capture the full range of public sentiment or experiences.  

1.7 Scope of the Study 

 1.7.1 Justification of the Study 

With the popularization of social media, corporates have had to change their 

communication strategies and approach to attract customers. Social media are web-based 

media and mobile technologies for social interaction and communication, and it can 

include social networking sites Facebook, LinkedIn, micro-blogs, Twitter, Tumbler, blogs, 

wikis, and video sharing sites YouTube, among others. Social media has a powerful 

advantage in letting users contribute and share information and ideas in different ways that 

were never achieved before with traditional media. In other words, it presents a wide range 

of new sources of online information that are created, developed, shared, and commented 

on by consumers to know and learn about products, services, issues and brands (Blackshaw 

& Nazzaro, 2004).‖  

 

Therefore, social media is an excellent tool for companies to generate stakeholder dialogue 

and engagement (Fieseler, Fleck, & Meckel, 2010; Du, Bhattacharya, & Sen, 2010). Using 

social media for communication presents also great benefits for companies such as 

competitive advantage inexpensive collaboration, real-time communication and online 

archiving (Pressley, 2006, as cited in Schneider, Stieglitz, & Lattemann, 2007; Mangold & 

Faulds, 2010).‖ 



15 
 

 
 

 

―Nowadays, stakeholders are taking a proactive role since they are requiring companies to 

communicate better about products and services. Therefore, ―marketing activities should be 

done in such a way that they not only benefit the organization but also the organization‘s 

stakeholders‖ (Bronn, 2011, p.11). Hence, through social media channels, companies can 

create and promote two-way asymmetric and symmetric communication processes where 

they can involve and engage stakeholders in discussions that can benefit both parties.‖ 

 

This study looked into the benefits of integrating social media in corporate communication 

within the Judiciary with the main focus on Facebook and Twitter as they are the most 

commonly social media platforms by many users. The two can also be easily monitored 

and thus making it an excellent choice of study since they are also widely accepted by 

corporates globally. Facebook is a multi-purpose social networking platform that allows 

users to chat, post photos and notes, and play games. On the other hand, Twitter is built 

around the posting of short 140-character messages, or tweets with the provision of sharing 

images and videos. However, Facebook networks People while Twitter networks ideas and 

topics. 

 

Currently, there are offices established in the Judiciary to maintain communication between 

the court and other stakeholders. This research also looked into the Judiciary shortcomings 

that prevent the full adoption of social media in corporate communication within the courts. 

This study is academically useful in terms of informing and improving existing knowledge. 

It also adds to the existing knowledge of what is known about the Judiciary. In addition, if 

adopted, it will help the institution in terms of dealing with gaps that exist in the 

https://www.diffen.com/difference/Evernote_vs_Microsoft_OneNote
https://www.diffen.com/difference/Category:Games
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communication within and without the institution, identifying strengths and achievements. 

Through this study, the public will learn about new, faster ways to communicate with the 

institution and have their issues addressed. If the Judiciary adopts the study's 

recommendations, it will help in redeeming the institution's image.  

 

Literature confirms that the use of new media has an enormous impact on different 

institutions and subjects as earlier stated. Media is often consumed socially, yet media 

effects theory and research most often focus on how individuals respond to media content 

in nonsocial contexts. Research spanning the last half‐century provides insight into how 

different aspects of the social contexts of media use can affect how users perceive and 

experience media content (Cohen, 2017).‖ 

 

From this school of thought, there are possibilities that such impacts can translate to when 

social media becomes utilized by the public sector to serve the public interest. Therefore, 

this study is worthwhile because, despite the different research done on social media use, 

the aspect of the Judiciary using Facebook and Twitter for official use and increasing 

interaction and accessibility with the aim of an improved corporate system which enhances 

the delivery of services in Kenya has not been looked into. This unique setup in our 

country, therefore, needs to be studied.‖ 
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1.8 Definition of Key Concepts: 

Application (App): An application, commonly referred to as an "app," is a software 

program designed to perform specific tasks or provide specific functionality on 

electronic devices such as smartphones, tablets, or computers (Adams, 2019). 

Blog: A blog is an online platform or website where individuals or groups regularly publish 

articles, commentary, and other content in chronological order. Blogs typically 

feature a conversational tone and may include multimedia elements such as images, 

videos, or interactive features. They often invite readers to engage through comments 

and provide links to other sources (Oxford English Dictionary Online, n.d.). 

Chat: A chat is a form of real-time communication conducted online through text-based 

messages exchanged between two or more participants (Merriam-Webster, n.d.).  

Social media: Social media refers to web-based platforms and mobile applications that 

facilitate social interaction, communication, and content sharing among individuals 

and groups (Kaplan & Haenlein, 2010). These platforms allow users to create and 

share user-generated content, connect with others, and participate in online 

communities.  

The Internet: The Internet is a global network of interconnected computer networks that 

allows for the transmission and exchange of data and information through various 

protocols and communication channels (Leiner et al., 2003). It provides access to a 

wide range of resources, services, and communication platforms, enabling users to 

connect, collaborate, and retrieve information from around the world. It was 

originally developed in the 1960s at the U.S. Defense Department by a group of 
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researchers headed by Dr. Robert W. Taylor. It was an extension of their network 

called ARPANET. The researchers soon realized the importance of networking and 

by 1986, the U.S. National Science Foundation established NSFNET to extend the 

network to more research institutions. ARPANET ceased to exist in 1990, but the 

Internet spread rapidly across the globe and grew to one million users in 1992. The 

Internet began impacting on our ordinary lives only in the late 1990s, with the 

development of the World Wide Web. Since then, the Internet has been used 

extensively for accessing instantaneous information and communicating across 

geographical boundaries. (Tsuji, 2003). 

Common citizens: Common citizens refer to individuals who are part of the general public 

or ordinary members of society, typically excluding those in positions of power or 

authority (Merriam-Webster, n.d.). 

 

1.9 Summary 

Chapter One provides an introduction to the study, outlining the context, academic and 

social problems, research questions, scope, and rationale. It begins by discussing the rise of 

social media and its impact on courts' external communications. The chapter highlights 

previous studies that found courts' limited adoption of social media platforms like 

Facebook and Twitter, with most courts being in the early or planning stages of social 

media use. It also mentions the establishment of new media committees to facilitate the 

transition to social media. 
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The chapter further explores the slow uptake of social media by courts and the limited 

attention given to this issue in scholarly literature. It emphasizes the unique challenges 

faced by courts in adopting social media, such as legal and media practice considerations. 

The Kenyan judiciary's adoption of social media, particularly Facebook and Twitter, is 

discussed as a response to the changing communication landscape. 

 

The chapter concludes with a statement of the problem, research questions, rationale, and 

the scope of the study. It identifies the need to bridge administrative and informational 

disconnects within the Kenyan judiciary, enhance public sector accessibility, improve 

service delivery, and foster a positive image of the judiciary through the effective use of 

social media. 

 

Overall, Chapter One sets the stage for the research, highlighting the significance and gaps 

in the existing literature and introducing the specific focus of the study on the utilization of 

Facebook and Twitter by the Kenyan judiciary, with a particular emphasis on Milimani 

Law Courts. 
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CHAPTER TWO 

LITERATURE REVIEW 

2.1 Introduction  

The review of literature is an important part of the objectives approach to research in all 

fields of study. This is aimed at identifying gaps in past studies and emphasizing the need 

to carry out this study which is concerned with establishing the use of social media in 

facilitating patriotic education in Kenya. In this chapter, literature from several disciplines, 

including public policy and administration, communications, management, information 

technology and political science is explored. In searching for relevant literature for this 

research, I included books, peer-reviewed journal articles, and critical relevant websites. 

The review encompassed information obtained from multiple sources, including current 

journal articles, books, websites and published technical papers.‖ 

 

Literature has indicated that the implementation of social media in the public sector can 

provide integral benefits. Also, these benefits have been primary covenants for public 

sector organizations to earn confidence and initiate citizen engagement. Online social 

networking can make the government and government services more accessible to citizens 

from one centralized place, helping to inform citizens by documenting valuable public 

information online, and improving public access and awareness of a government of 

information, making for informed citizenship (O‘Murchu et al., 2004, p. 3).‖ 
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Due to its characteristics of speed, efficiency and economy, the Internet began to be applied 

increasingly across industries ranging from retail and banking to the media. The emergence 

of social media in the new millennium gave the World Wide Web a new name, ‗Web 2.0‘ 

(Breckenridge, 2008). Though social media has various definitions, in essence, it is a 

medium for people to collaborate and share content via Internet tools ranging from video-

sharing, photo-sharing and blogs to social networking websites, virtual worlds and micro-

blogs. Seitel (2001, p.298) cites British futurist, Peter Cochrane, who in 1998 predicted 

what the world was heading towards in the 21st century by saying, ―If you are not online, 

you don‘t exist.‖ It is beyond doubt that since the last decade, the Internet has evolved 

faster than any other communication channel and has dynamically changed our lives and 

professions. This study provides a social science perspective on the topic and discusses the 

results of empirical studies against this background, under social science, it falls under 

communication studies. Communication studies is an academic discipline that deals with 

the processes of human communication. There are three types of communication:  Verbal, 

involving listening to a person to understand the meaning of a message; written, in which a 

message is read; and nonverbal communication involving observing a person and inferring 

meaning. The discipline encompasses a range of topics, from face-to-face conversation to 

mass media outlets such as television broadcasting and social media.‖ 

 

This is collectively attributed to courts having a historic focus on information-out 

communication with an emphasis on access and accuracy. A historically late entry of 

communication professionals into courts, compared to police limited resourcing in court 

communication which often saw sole operators or very small teams and legal limitations to 

using social media. (Johnston & McGovern, 2013, p. 1682). In the United States, the 

https://en.wikipedia.org/wiki/Discipline_(academia)
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CCPIO and the U.S. National Center for State Courts also explained why courts had 

responded more cautiously than other sectors to new media platforms. Davey and 

colleagues (2010), in the CCPIO report, contrasted the new media platforms and traditional 

court contexts, pointing to how new media is decentralized and multidirectional, while the 

courts are institutional and largely unidirectional. New media is personal and intimate, 

while the courts are separate, even cloistered, and, by definition, independent. It is also 

multimedia, incorporating video and still images, audio and text, while the courts are 

highly textual. 

 

CCPIO report has also proposed certain future trends as being on the horizon, including the 

widespread adoption of social media, particularly by PIOs who work at the forefront of 

courts‘ communication engagement (Davey et al., 2010). Specifically, the report proposed 

that courts would increasingly transition to developing official presences on Facebook, 

Twitter, YouTube, and other social media sites; that they would continue to become 

content providers, developing multimedia communication capabilities; and that PIOs and 

information technology officers (ITOs) would form stronger partnerships and collaborative 

operations.3 In analyzing developments several years later, it is apparent that some of these 

predictions have moved into a new reality, signalled by a significant upswing in the 

adoption of social media by courts in the United States (Davey et al., 2014; Flango et al., 

2016; Meyer, 2014) and in Australia, illustrated in the case study now under review. Davey 

and colleagues‘ predictions of future trends are further examined later in this article in light 

of the case study.‖ 
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During terrorism trials, social media activities such as tweeting, Facebook posts, and 

WhatsApp conversations have become an essential part of the evidence presented (Meyer 

& Maes Jr., 2018). Amidst the complexity of prosecuting crimes with limited possibilities 

for criminal investigations and evidence collection, social media interactions can provide 

valuable information to reconstruct events that occurred there and then, to prosecute in the 

here and now. This paper follows social media objects as evidentiary objects in different 

court judgments to research how security practices and knowledge interact with legal 

practices in the courtroom. I build on the notion of the folding object as described by Bruno 

Latour and Amade M‘charek to research the practices and arguments of the judges through 

which they unfold some of the histories, interpretations, and politics inside the object as 

reliable evidence (Baldwin & Hannaford-Agor, 2018). This concept allows for an in-depth 

examination of how histories are entangled in the presentation of an evidentiary object and 

how these references to histories are made () visible during legal discussions on security 

and terrorism. The paper, therefore, contributes to the field of critical security studies by 

focusing on how security practices are mediated in the everyday legal settings of domestic 

courtrooms. 

 

One notable case that exemplifies the increasing importance of social media activities in 

terrorism court cases is the legal proceedings involving a young man named Nour 

(Tasniem, 2020). On July 20, 2017, the court in The Hague declared Nour legally dead and 

deemed the allegations presented against him by the prosecutor inadmissible. The case of 

Nour is unique because there was no official death certificate or concrete proof that he was 

deceased. The prosecutor argued that Nour had travelled to Iraq in August 2014 to join the 

Islamic State (IS). The prosecutor also pointed to various messages on social media 
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suggesting that Nour had died as a suicide bomber in Falluja in February 2015. Nour's 

lawyer, however, presented evidence showing that he had made a farewell video in which 

he spoke about dying as a martyr, which was posted and circulated online (Tasniem, 2020). 

In addition, Nour ceased using WhatsApp and his Twitter account in February 2015, with 

no online communicative activities recorded since (Baldwin & Hannaford-Agor, 2018). 

This case highlights the increasing significance of social media activities as evidence in 

terrorism court cases, particularly in situations where traditional criminal investigation 

methods are limited. 

 

The pervasive presence and influence of social media in our lives cannot be overlooked. 

Social network websites, such as Facebook and Twitter, have transformed how individuals 

communicate, how authorities govern, and how companies sell their goods and services. 

These platforms serve various purposes, from personal connections to information 

dissemination and even emergency preparedness by government authorities. However, 

alongside these advancements, the media landscape has undergone significant changes. The 

power of the nation-state is declining compared to large corporate interests, and ownership 

of traditional media has become increasingly concentrated while its influence is being 

challenged by the rapid emergence of social media. Consequently, the discourse 

surrounding courts and the legal system has shifted towards a "law and order" rhetoric, 

often driven by politicians and media manipulating the fear of crime to gain public 

attention. As a result, courts have faced collateral damage and direct attacks in a discourse 

that disrespects their work, particularly in controversial cases (Rudd, 2016). 

 

javascript:;


25 
 

 
 

The advent of social media has further transformed the media landscape, with new 

platforms offering instantaneous communication and interaction. Social media platforms, 

including Facebook, Twitter, and others, have become part of the fabric of social life for 

hundreds of millions of people worldwide. These platforms have provided individuals with 

unprecedented opportunities to communicate and connect with others across the globe 

within seconds. The speed, accessibility, and popularity of social media have surpassed 

traditional communication methods like email and text messaging. Consequently, courts 

and the legal profession have also embraced social media, recognizing its potential for 

communication, information sharing, and engagement with various stakeholders. 

 

Courts have begun to explore the use of social media as a communication tool to connect 

with target user groups, including plaintiffs, defendants, legal counsel, and even jury 

members (Meyer & Maes Jr., 2018). For example, the Family Court of Australia has 

established a Twitter feed, and in the United States, courts have ordered virtual visitation to 

children through platforms like Skype, enabling parents who cannot afford to travel to 

connect with their children. Additionally, courts have developed comprehensive websites 

that provide information about their work, up-to-date judgments, and even online systems 

for small claims. The incorporation of social media and other digital tools in court 

communication aims to improve access to justice, enhance transparency, and engage with 

the public. These initiatives represent innovative approaches by courts to adapt to the 

changing media landscape and effectively communicate with various stakeholders. 
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However, the integration of social media into courtrooms is not without challenges. Courts 

that venture into the world of social media must navigate difficulties and risks, both 

reputational and economic. Social media is fast-moving, and users expect prompt responses 

to their inquiries. Failure to address user queries or criticisms promptly can lead to global 

discussions about the perceived weaknesses of the court system or its products, resulting in 

economic damage and reputational harm (Rudd, 2016). Moreover, when courts initially 

enter the digital world, they often rely on traditional marketing and communication 

approaches, which may be considered outdated and have limited positive effects on brand 

awareness and reputation. Therefore, courts must be cautious and adopt innovative 

strategies to effectively reach potential users on social media platforms. Setting clear 

objectives in terms of posts, interactions, and response times can be helpful for courts to 

engage with their target audiences effectively. 

 

As social media continues to evolve, courts face numerous challenges and opportunities in 

leveraging these platforms for communication, evidence presentation, and public 

engagement. The instantaneous nature of social media poses risks to the integrity of court 

proceedings, particularly when jurors, attorneys, judges, and other court personnel have 

access to social media applications through smartphones and other devices. Juror 

misconduct, such as posting about ongoing cases or conducting online research, can 

compromise the trial process and raise ethical concerns. The unregulated use of social 

media in courtrooms has led to mistrials and threatens the integrity of the trial courts and 

the right to a fair trial. This issue has become more pronounced with the proliferation of 

smartphones and easy access to social media platforms, leading to concerns about the 
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impartiality and privacy of jurors, as well as the potential interference with the trial 

process. 

 

Courts are grappling with the implications of social media usage in the courtroom and the 

need to regulate its impact. The absence of clear guidelines and uniform standards for 

addressing social media-related juror misconduct has created challenges for courts. While 

some courts have implemented guidelines and instructions, the lack of consensus and 

consistency across jurisdictions remains a significant issue (Hannaford-Agor, Waters, & 

Baldwin, 2014). Courts have begun to explore options such as model rules, amended jury 

instructions, and specific definitions of social media to address juror misconduct 

effectively. Additionally, courts have considered implementing gag orders or sequestration 

to minimize the influence of social media during trials. However, balancing the need for 

fair trials and the challenges posed by social media remains an ongoing concern. 

 

The impact of social media is not limited to jurors alone. Judges themselves have faced 

scrutiny for their social media activities, raising questions about appropriate usage and 

potential conflicts of interest. While judges must be mindful of their conduct on social 

media platforms, there is still a lack of clear guidelines and regulations in many 

jurisdictions. Establishing judicial ethics rules that address the appropriate use of social 

media sites is essential to maintain public trust and confidence in the judiciary (Ryan Jr. & 

Dautaj, 2015). 
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To address the challenges posed by social media, courts must adapt and develop policies 

that account for the evolving media landscape. Pattern jury instructions that explicitly 

address the use of social media can serve as a starting point to prevent juror misconduct. In 

addition, judicial ethics rules should be updated to reflect the realities of social media usage 

by judges and court personnel. Safeguards and measures, such as clear punishments for 

violators, can help ensure the integrity of court proceedings and protect the right to a fair 

trial. The development of comprehensive policies and guidelines that consider the impact 

of social media on the judicial system is crucial to maintain public trust, enhancing 

transparency, and effectively managing the challenges associated with the use of these 

platforms. 

 

2.2 Review of Related Theories 

It is important to understand how specific ideas and theories related to social media and 

their impact on public sector accessibility. The viability of a public sector organization is 

dependent on the delivery of its mission, which more than likely involves providing 

particular goods and services to the public. The three theories employed in this study are 

the Excellence Theory of Corporate Communication, the Technology Acceptance Model 

(TAM), and the Uses and Gratification theory. Each theory addresses specific constructs 

related to social media and its impact on public sector accessibility.  

 

2.2.1 Excellence Theory of Corporate Communication 

The utilization of social media is widely being viewed as an enabler and transformative 

tool in public relations. The best theory that can be used to explain this is the Excellence 
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Theory of Communication. The theory has developed over the years as a result of research 

conducted by the Research Foundation of the International Association of Business 

Communicators in 1984 (Grunig et al., 2002). It was aimed at exploring how public 

relations could transform from a topic that dealt with the media and publicity to an 

independent management discipline. The theory indicates that the value of communication 

can be addressed in four different levels namely programme, functional, organizational and 

societal levels. At the programme level, effective organizations must empower the office of 

public relations as an important managerial function (Dozier et al., 1995). At the functional 

level, corporate communication must be an integrated function independent from others 

(Dozier et al., 1995). The organizational level proposes the development of a two-way 

symmetrical model through internal and external relationships and communication (Dozier 

et al., 1995). Finally, the societal level requires an organization to acknowledge the impact 

it has on other institutions and the public to be socially responsible (Dozier et al., 1995). Its 

main limitation is that it fails to explore the broader implications of the relationship 

between markets and organizations since it focuses primarily on consumers (Toth, 2007). 

The theory justifies social media as an effective tool in corporate communication because 

of its interactive nature. The theory places corporate communication/public relations in its 

rightful place as an integral managerial function in an institution to both the external and 

internal publics.‖ 

 

It emphasizes the value of corporate communication and feedback mechanisms from the 

targeted to gauge the impact an institution has on its public. This theory‘s limitation which 

is to focus on the consumers is a strength in corporate communication because in the past, 
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the consumers had been left out but through this theory, the focus is on the needs of the 

consumer.‖ 

2.2.2 Technology Acceptance Model  

Technology Acceptance Model was developed by Davis (1989). It is one of the most 

popular research models that has been used to predict the use and acceptance of 

information systems and technology by the targeted. TAM has been studied and verified to 

examine the individual technology acceptance behaviour in different information system 

constructs. In the TAM model, two factors are considered for success to be measured; 

perceived usefulness and perceived ease to use the technology. Davis defines perceived 

usefulness as the prospective user‗s subjective probability that using a specific application 

system or technology will enhance their job or life performance.‖ 

 

Perceived Ease of Use (EOU) has been defined as the degree to which the prospective user 

expects the target system to be free of effort. TAM as a model state that, ease of use and 

perceived usefulness are the most important determinants of actual system use. External 

variables influence perceived usefulness and ease. These external factors are social factors, 

cultural factors and political factors. Social factors are language, skills and facilitating 

conditions while Political factors include the impact of using technology in politics and 

political crisis. TAM alludes that the attitude to use a specific technology is concept 

application. Behavioral intention on the other hand about TAM is the measure of the 

likelihood of a person employing the application. This model justifies the use of social 

media by individuals will be determined by the perceived usefulness or the perceived ease 

to use social media in accessing information or passing across an intended meaning. For 
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results to be achieved, the systems being used have to be friendly and an assurance that 

through social media, quicker responses are likely to prevail. Sensitization in terms of 

changing the target's attitudes into embracing social media as well as advantages of using 

systems is key.‖ 

2.2.3 Uses and Gratifications Theory 

―Uses and gratifications theory provides another critical framework in explaining why 

people actively seek out specific media outlets and content for gratification purposes. The 

history of this theory can be referenced back to the early 1940s, and it evolved from some 

communication theories from various theorists. Katz, Blumler, and Gurevitch (1974) 

developed a structured model of the theory to understand how and why people use media 

for personal satisfaction. The multiple varieties and platforms of social media provide users 

with the opportunity to not only select their preferred source but also use and gain 

gratification and benefit.‖ 

 

Uses and gratifications theory was applied to guide the research and examine how clients 

select social media platforms that are beneficial to their needs, enhance their accessibility, 

and understand goods, services, and programmes provided by government organizations in 

this case study.‖ 

 

A synthesis of the three theories therefore will be beneficial in understanding the impact of 

Facebook and Twitter in corporate communication. These theories were particularly 

valuable in collecting data that is relevant to client perspectives on their use and frequency 

of usage of social media platforms. The research questions for this study are informed 
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because of analyzing these theories. The flexible nature of the theoretical framework 

guided the qualitative research design.‖ 

2.2.4 The elaboration likelihood model 

 

The behaviour adopted by people and the rate at which they are likely to consume 

messages is related to what Richard E. Petty and John Cacioppo (1980) called the 

elaboration likelihood model. The model explains the different ways of processing stimuli, 

why they are used and their outcomes on behavior and attitude change. Persuasion occurs 

internally. You can persuade someone who trusts you by appealing with a convincing 

argument, backed up with solid facts, and accessing emotions. However, nobody can hope 

to persuade anybody with 100% guaranteed success, you can only design for persuasion. 

Ultimately, that audience member (or user) has to persuade himself/herself of the validity 

of your design‘s message. This is where the Elaboration Likelihood Model (ELM) comes 

in.‖ 

―The ELM posits that when a persuader presents information to an audience, a level of 

elaboration results. Elaboration refers to the amount of effort an audience member has to 

use to process and evaluate a message, remember it, and then accept or reject it. 

Specifically, the ELM has determined that when facing a message, people react by using 

either of two channels (but sometimes a combination of both, too), reflecting the level of 

effort they need. As such, they either experience high or low elaboration, and whichever of 

these will determine whether they use central or peripheral route processing.‖ 

 



33 
 

 
 

Central route processing involves a high level of elaboration. Here, the audience (or user) 

scrutinizes the message‘s contents (rather than reading casually) because of 

a high motivation level. Users know what‘s important to them. Consequently, they will 

invest in examining a credible design‘s message. So, if users are persuaded via central 

route processing, they will have focused on the message‘s strengths. Because they‘ll be 

reckoning so much on what the message is telling them, a decision to agree with it will be 

because of the users‘ work They‘ll also be more likely to focus and ignore distractions 

(such as pop-ups) as they seek their goals.‖ 

 

Peripheral route processing involves a low level of elaboration. The user isn‘t scrutinizing 

the message for its effectiveness. As such, other factors can influence him/her, including 

distractions. These include such users as those who know that they want an item, but do not 

know much about the detail of that item. If the message succeeds in persuading them (such 

as an effective web page that engages and informs), these users will follow through with a 

call to action. Their behaviour will be more enduring and less likely to be changed. 

However, they may change again if they process another convincing argument.‖ 

 

These three theories were selected because they provide a comprehensive framework to 

analyze the adoption, utilization, and impact of social media platforms in the context of 

public sector accessibility. The Excellence Theory of Corporate Communication addresses 

the strategic communication aspects, TAM focuses on the technology adoption process, 

and the Uses and Gratification theory explores the motivations and gratifications of social 

media usage. Together, these theories provide a solid foundation for understanding the 

https://www.interaction-design.org/literature/topics/motivation
https://www.interaction-design.org/literature/topics/central-route-processing
https://www.interaction-design.org/literature/topics/central-route-processing
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complex dynamics of social media adoption and its implications for public sector 

organizations like the Kenyan judiciary. 

 

2.4 Review of Previous Related Research 

2.4.1 Overview 

 

Other research has focused on the role of social media. Smock, Ellison, Lampe, and Wohn 

(2011) analyzed the reasons people use Facebook through the uses and gratification model. 

Among the reasons they found were social interaction, professional advancement and 

entertainment. Facebook and other SNSs provide an ideal platform for relationship 

maintenance interactions to occur quickly, with multiple others, and with low transaction 

costs because they enable wide dissemination of messages and foster participation, 

feedback, and interaction through various communication channels. Relationship 

maintenance behaviours in the SNS context can be understood as a form of social 

grooming activities that signal attention, build trust and create expectations of reciprocal 

attention. Grooming has been identified as a meaningful activity among nonhuman 

primates, functioning to enhance hygiene and general well‐being of apes as well as to build 

social bonds between them; humans engage in equivalent trust‐building and relationship‐

nurturing activities through language.‖ 

 

On SNSs, social grooming occurs via interactions between connected members, with the 

content, frequency, and length of messages serving as signals of the strength and context of 

the relationship. For example, the cost in time is a signal of the resources one is willing to 
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commit to this relationship. Social grooming is the desire to stay in touch with friends and 

curiosity about others. She found that, when compared with nonusers, SNS users kept in 

touch with a higher number of people every week. Wall and Wilkinson (2010) explored 

social grooming in an SNS context, asserting that public comments such as ―happy 

birthday‖ posts generally served to initiate and maintain contact between friends. Similarly, 

researchers report relationship maintenance behaviours, such as using SNSs to ―keep in 

touch with an old friend or maintaining relationships with people you may not get to see 

very often‖ are some of the most frequent SNS activities.‖ 

 

An important component of relationship maintenance and social grooming is signalling 

attention to others. In mediated environments, attention cues may need to be more 

explicitly signalled because nonverbal signals are unavailable. A delay or lack of response 

to an e‐mail, for example, may represent intentional neglect of a message or may merely be 

due to a technical glitch; ultimately, communicators must interpret silence with the 

information they have available. Interpretation of non-responses in an SNS environment is 

similarly ambiguous. A Facebook status update without comments or ―likes‖ may signal a 

lack of interest in one's network, or the update may not have been widely displayed or 

noticed potentially due to the sheer amount of information being pushed through the News 

Feed or the mechanics of the site's algorithm for displaying content. Given the lack of 

visible signals of attention, SNS users must respond in a manner that leaves an observable 

marker of attention as a way of cultivating, or grooming, their connections and thus 

increasing access to the resources they represent. On an SNS, explicitly responding to 

another user via activities that leave visible traces, such as commenting or clicking the 

https://onlinelibrary.wiley.com/doi/full/10.1111/jcc4.12078#jcc412078-bib-0038
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―Like‖ button, is the most reliable way to indicate one has seen and attended to any 

individual piece of content on the site.‖ 

―The research concludes that relationship maintenance behaviours highlight their 

potentially important role in binding networks in meaningful ways and creating an 

environment in which social capital‐enhancing exchanges can flourish. First, engaging in 

FRMB enables users to explicitly signal they are attending to specific individuals in their 

network and are available for reciprocal interactions. We argue these activities may signal 

attention within a system in which attention cues must be explicitly constructed, and that 

these signals support relationship maintenance and serve to activate expectations of 

reciprocity.‖ 

As it notes, Facebook enables interactions with users outside of one's articulated Friend 

network through communication affordances such as comments on a mutual Friend's status 

update, a network‐spanning communicative act that enables users to interact with Friends 

of their Friends. Recent empirical work on voting behaviour finds that users who learned 

via the site that their Facebook Friends voted were more likely to vote themselves. The 

message was influential even for Friends of Friends interactions with Friends of Friends 

may increase the perception that users have access to diverse individuals, are interested in 

the greater world, and see themselves as part of a larger community all elements of 

bridging social capital articulated by and captured by the scales adapted for this study.‖ 

 

Zheng, Li, and Zheng (2010) discussed that all social media has most or all of the 

following five characteristics: participation, openness, conversation, community, and 

connectedness. Relationships were tested using Pearson correlations at a significance level 



37 
 

 
 

of .05. Individuals who frequently use Facebook are not more likely to receive 

correspondence from a company that has been befriended. However, people are more likely 

to shop at stores they have networked with on the site. Similar results were found with 

Twitter with one difference: individuals who use Twitter more frequently are more likely to 

receive additional information on sales and promotions. However, the more companies a 

person likes/follows and the more correspondence received, the less likely the individual is 

to utilize the promotions.‖ 

 

A web survey showed that Web 2.0 is indeed relevant and has already been applied in the 

government context (Osimo, 2008). His research discusses different aspects from different 

countries, and how Web 2.0 was used in the government context.‖ 

2.4.2 Internet and Social Media Usage in Kenya 

 

―Social media usage in Kenya has also seen a considerable surge. As of January 2021, 

there were approximately 8.5 million active social media users in Kenya, accounting for 

around 19% of the total population (Hootsuite, 2021). This indicates a growing trend of 

online engagement and interaction within the country. 

 

In Kenya, Facebook remains one of the most popular social media platforms, with a 

substantial user base using it for personal connections, content sharing, and community 

engagement. Additionally, WhatsApp is widely utilized for messaging, voice calls, and 

media sharing, serving both personal communication and business purposes. Twitter also 

holds a notable presence in Kenya, with many individuals, organizations, and public 

figures using it for news, discussions, and social interactions. 
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Mobile internet usage is prevalent in Kenya, with a significant number of users accessing 

the internet through their smartphones. The affordability and availability of mobile data 

packages have played a crucial role in increasing internet usage across the country. 

 

Africa, as a whole, has witnessed a rapid expansion in internet access and usage. As of 

January 2021, Africa's internet penetration rate was estimated to be around 46.8%, with 

over 700 million internet users on the continent (Internet World Stats, 2021). The increased 

availability of affordable smartphones and improved network infrastructure have 

contributed to this growth. 

 

Social media has also gained traction in Africa. Several platforms have gained popularity 

across the continent, including Facebook, WhatsApp, Twitter, Instagram, and YouTube. 

These platforms serve as channels for communication, information sharing, and social 

engagement, facilitating connections within local communities and beyond. 

 

In addition to social media, other digital platforms have emerged in Africa to cater to 

specific needs. For instance, e-commerce platforms like Jumia, Kilimall, and Takealot have 

provided opportunities for online shopping and entrepreneurship. Digital payment systems 

like M-Pesa in Kenya, Flutterwave, and Paystack in Nigeria have transformed financial 

services and made digital transactions more accessible. Similarly. African political leaders, 

business leaders and top public figures also have active Twitter accounts.‖ 
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Globally, internet usage has become an integral part of daily life, connecting people from 

various backgrounds and regions. As of 2021, around 4.8 billion people, or 62% of the 

world's population, were using the Internet (Statista, 2021). The number of social media 

users worldwide reached approximately 4.66 billion, with a penetration rate of around 59% 

(Hootsuite, 2021). 

 

Social media platforms like Facebook, WhatsApp, YouTube, Instagram, and Twitter have 

established a global presence, fostering connections, disseminating information, and 

enabling online communities. These platforms have revolutionized communication, 

activism, and marketing, with individuals, businesses, and organizations leveraging their 

reach and engagement potential. 

 

Furthermore, the advent of mobile technology has been a significant catalyst for internet 

and social media usage worldwide. Smartphones have become indispensable devices, 

offering easy access to the internet and a wide range of digital services. Mobile data 

affordability, combined with improved network coverage, has enabled internet connectivity 

in previously underserved areas. 

2.4.3 Organizational Use of social media Corporate Communication  

 

In their study, understanding the effect of social networks on organizational success, Perez, 

McCusker and Anwar (2014) developed a conceptual model of influence that established 

that organizational success was strongly linked with collaboration and socialization among 

individuals within the institution. Furthermore, individual successes could be combined to 

create a permanent adaptation capability within the organization. The adaptation capability 
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would contribute towards general organizational success by necessitating the sharing of 

skills and transfer of knowledge required to respond to the changing corporate 

environment. 

‖ 

The model was further extended to a non-recursive impact model to understand feedback 

effects of key variables on organizational performance and social networking (Perez, 

McCusker & Anwar, 2014). Perez, McCusker and Anwar (2014) stated in their study that 

both non-recursive and recursive models contribute towards understanding how 

organizational success is affected by social networks. According to Berger (2008), social 

media introduced new electronic communication channels that are based on virtual 

environments. Some of these virtual communication platforms include wiki encyclopedias, 

blogs, podcasts, chat rooms, RSS feeds, websites, discussion forums and social networks 

such as Second Life and Myspace as well as other online media that can generate dialogue. 

These new media have increased the speed, daily influx and volume of communication as 

well as connecting and giving people a voice and topics of discussions on common 

interests.‖ 

 

The use of social media has been widely placed within the application of public relations. 

The primary aim is to convey information aimed at facilitating mutual understanding and 

communication among various stakeholders. Technical applications and news 

breakthroughs have created numerous opportunities for public relations experts, enabling 

them to reach a wider audience much faster (Argenti, 2009). Bager, (2005) introduces 

interesting approaches to the use of social media in public relations. He defines online 

public relations as the point of communication between online readers (network users) and 
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organizations (public agencies and companies) (Bager, 2005). Gershon (2013) shares a 

similar opinion by placing social media alongside corporate communication within the 

institution‗s communication strategy.‖ 

 

In this regard, the internet acts as a vital support tool that is naturally integrated into the 

planning of a communication strategy within an organisation. Thus, the internet not only 

allows organisations to reach a bigger market (existing and potential consumers) but also a 

diversified audience comprising of shareholders, employees, channels, partners, investors, 

analysts, suppliers, non-profit organizations (social political engagement), public 

administrators (lobby and public affairs) geographical community as well as mass media 

(both offline and online) (Gershon, 2013).‖ 

 

Brito (2012) cites a study conducted by Towers Watson in 2013 that revealed that 

approximately 50% of companies across the world utilize social media for their internal 

and external communications. Even though social media communication channels are 

widely supported as genuine and used for formal and informal interaction among 

employees, the study showed that very few users can certify their efficiency and 

officiousness. It is for this reason that public relations specialists would combine these 

contemporary channels with conventional means, depending on the communication 

objectives and resources (financial, competence and technical) available. In addition, 

despite their numerous merits, the application of these new virtual communication channels 

also comes along with various unexpected challenges (Argenti, 2009). Argenti (2009) 

argues that it is for this reason that the use of virtual communication channels ought to 

involve an elaborate creative work compared to traditional media.‖ 
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Generally speaking, social media are web-based applications and interactive platforms that 

facilitate the creation, discussion, modification and exchange of user-generated content 

(Kaplan & Haenlein 2010; Kietzmann et al. 2011). Social media are therefore not limited to 

social networks like Facebook but include blogs, business networks, collaborative projects, 

enterprise social networks, forums, microblogs, photo sharing, product/services reviews, 

social bookmarking, social gaming, video sharing and virtual worlds.‖ 

 

However, institutions that decide to enter the world of social media must be prepared to 

encounter several difficulties and face both reputational and economic risks. First of all, the 

world of social media is fast moving and users expect their questions to be answered within 

hours. If companies ignore their users or react too late to critics this may evolve to global 

discussions about the weaknesses of the company itself or of its products, which eventually 

results in economic damage for the company. What is more, when companies take their 

first steps into the digital world they tend to rely on traditional schemes in terms of 

marketing and communication, which may be considered to be antiquated and have no 

positive or even negative effects in terms of brand awareness and reputation. Companies 

should therefore be both careful and adopt suitable, innovative ways to reach potential 

customers on social media. It can be very helpful for companies to set themselves 

objectives in terms of number of posts, number of interactions and average response time 

to enquiries, to mention just a few.‖ 
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When using social media on a corporate level, it is not only important to set objectives but 

also to measure its success by using relevant metrics (Hoffman & Fodor 2010; Peters et al. 

2013; Smith 2013). Such metrics for social media applications include but are not limited 

to the number of visits, tags, page views, members/fans, impressions, incoming links, 

impressions-to-interactions ratio, and the average length of time visitors spend on the 

website. There is a widespread belief in the management world that in today‘s society, the 

future of any one company depends critically on how it is viewed by key stakeholders such 

as shareholders and investors, customers and consumers, employees and members of the 

community in which the company resides. Public activism, globalization and recent 

accounting scandals have further strengthened this belief, and have also brought the work 

of communications practitioners into closer orbit.‖ 

 

Understanding corporate communications management has, however, advantages above 

and beyond corporate success and career advancement. In many companies, the role and 

contribution of corporate communications are far from being fully understood. In such 

companies, communications practitioners feel undervalued, their strategic input into 

decision-making is compromised, and senior managers and CEOs feel powerless because 

they simply do not understand the events that are taking place in the company‘s 

environment and how these events may affect the company‘s operations and profits. 

Communications practitioners and senior managers, therefore, need to be able to take a 

critical perspective on corporate communications; that is, they need to be able to recognize 

and diagnose communication-related management problems and have an understanding of 

appropriate strategies and courses of action for dealing with these. Such an understanding 

(and the learning and application in practice that it triggers) is not only essential to 
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effective functioning of the corporate communications function but also is in itself 

empowering – it allows communications practitioners and managers to understand and take 

charge of events that fall within the remit of corporate communications; to determine 

which events are outside their control; how communications practitioners can contribute to 

other functional areas within the company; and discover new strategies that the company 

could have used successfully and will be able to use in the future.‖ 

 

The rise of social media has presented both challenges and opportunities for courts in 

managing their external stakeholder communications. Johnston‘s (2012) study found that 

courts had both sought out visibility and had visibility imposed on them during the 1990s 

and 2000s via the first web as well as traditional media. According to Johnson, most 

Australian courts by the start of the 2010s had not adopted a systematic social media 

presence, courts were more likely to be in the early or planning stages of social media use, 

and many court public information officers were tentative and cautious about social media. 

Just two courts i.e. the Victorian Supreme Court and the Australian Family Court had 

trialled the use of Twitter, and none had official Facebook pages at that time (Johnston, 

2012). Attention to the early adoption of, or planning for, social media by courts occurred 

at roughly the same time in the United States. The first study by the Conference of Court 

Public Information Officers in 2010 found that a very small fraction of courts (6.7%) had 

social media profile sites such as Facebook, 7% used microblogging sites such as Twitter, 

and, 3.2% used visual media sharing sites such as YouTube (Davey et al., 2010). Within 

this environment, the CCPIO proposed the development of a new media committee (Davey 

et al., 2010) to facilitate the transition to social media.‖ 
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This lag by the courts in engaging with social media was paralleled by a lack of attention to 

the issue instead placing its focus on the rapid rise in social media among other government 

agencies and departments, including police (Bonsón et al., 2012; Crump, 2011; McGovern 

& Lee, 2012; Oliveira & Welch, 2013; Snead, 2013). Thus, the two went hand in hand: the 

slow uptake by the courts and the limited attention the issue received particularly within 

government and communication literature. Johnston and McGovern (2013) in comparing 

the social media use of police and courts examining the Australian context in particular 

determined that significant disparities across the two sectors were due to a mixture of 

historical, sociocultural, legal, and economic factors.‖ 

Although all government and industry sectors have been forced to come to grips with 

changing technologies and communication practices in recent years, the courts and other 

related legal agencies and institutions must work within unique frameworks and 

boundaries. These roles require special skills and competencies of those tasked with 

communication management, including an understanding of laws and media practices that 

relate uniquely to this environment, such as contempt law and journalists‘ court reporting 

requirements. This article has examined how one geographically located group of such 

practitioners used a CoP model to provide a forum for knowledge sharing and cross-

institutional learning, which ultimately assisted in facilitating changed communication 

practice. The transition to the use of social media in this Australian case study is consistent 

with findings published by the U.S. courts, which found that social media by the courts 

continued to increase over the same period, rising from 52% of courts in 2013 to 58% in 

2014 (Davey et al., 2014). This adoption of social media meets CCPIO expectations that 
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these platforms would increasingly be used to ―connect with the public and fulfil their 

obligation to be open, transparent, and understandable institutions‖ (Davey et al., 2014,).‖ 

― 

Acceptance of technological change especially social media by the courts in Australia has 

been uneven and at times resisted. Although social media use is commonplace in 

businesses and homes, many judges and court administrators have raised questions about 

its impact on judicial independence and the desirability of judicial or court use of this 

informal, public, form of communication. Longstanding unease about the adequacy of 

media court reporting has also played a part. They fear that social media is not a ―new 

world‖, but the end of the world.‖ 

 

There is good reason for caution about social media use by courts and judges, both for 

work and private purposes. Even ardent proponents of social media acknowledge that, 

while the judiciary must confront changing public expectations of judicial engagement and 

communication, the courts must still preserve the fundamental elements of the rule of law. 

Some commentators warn that the shady (indeed illegal) nature of the businesses which 

created social media as well as most other 20th-century communications developments 

have security risks and the interactive nature of social media renders its use by courts, and 

in particular by judges, a two-edged sword.‖ 

 

Whether courts and judges use social media or not, social media has utterly transformed the 

way people communicate and business is done. Studies on the Federal and Supreme Court 

Commercial Seminar, explain this change as part of the necessary development of 

Australia as a national and regional commercial hub in which technological innovation will 
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play a vital role. Courts are one of those businesses. This commercial view of court 

services is probably just as controversial as the uses of social media, which are bringing 

these changes into play. Social media will require courts to reconsider traditional views 

about court services and, in particular, what constitutes satisfactory case management in the 

eyes of court users rather than courts, as well as communication with the public generally. 

Social media‘s impact on the court is not simply as a new means for publishing judgments 

and information, but also on how judges and courts perform their activities in an 

electronically-connected community where the users of the system can, and will, respond 

directly to how justice is being administered.‖ 

 

2.4.4 Use of social media for Corporate Communication in the Public Sector 

 

Baker (2002) states that good corporate communication can strengthen a country‗s 

democratic system of government. This is because it allows for the development of 

partnerships, improves service delivery, informs policy development, manages 

expectations and anticipates issues and manages their expectations, as well as enhances 

public participation in government. Corporate communication in the government sector 

ensures that stakeholders such as institutions, leaders and citizens are informed about 

services, matters and programmes that affect their obligations and rights.‖ 

 

According to Lowell and Ondaatje (2006), it is imperative for corporate communication 

function in government to be seen as an important element in service delivery and 

governance. This function is no longer limited to a marketing publicity or public liaison 

function that addresses the media during a crisis. With technological development, there 

are news communication channels that can be used by the government. One of these 
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contemporary means is the use of social media. Social media, which include a wide range 

of tools such as Facebook and Twitter, enables users, including governmental 

organisations, to communicate through internet-based technologies including computers 

and smartphones (Gibson, 2013).‖ 

 

According to Osimo 2008, social media provides national and local government officers 

with a two-way communication channel which allows these institutions and the general 

public to create and share information in the form of pictures, videos, audio and words in 

real-time, and almost anywhere. Several governments across the world are integrating 

social media into their communication strategies alongside face-to-face contact and other 

conventional media. Those that take a strategic approach to implementing social media 

have achieved impressive outcomes. Social media allow governments to publicize 

activities, events, reach out as well as communicate with groups that are hard to reach, 

developed community networks to discuss specific issues, organize and implement 

consultation processes, deliver services such as e-tax, and gather community reports and 

feedback on social problems.‖ 

― 

Social media has also become a popular communication channel for government offices in 

times of emergencies (Osimo, 2008). For example, these sites can be used to inform the 

public of terror alerts among other breaking news that has an impact on the country. 

Furthermore, a section of the public that uses governmental social media accounts has also 

expressed their satisfaction with quick and efficient responses from the public service 

(Gibson, 2013). However, some government institutions are yet to or are already in the 

process of implementing social media in their operations. Studies show that some 
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governments face several challenges that need to be overcome before adopting or fully 

implementing social media in their corporate communication strategies (Gibson, 2013).‖ 

 

There are risks involved with implementing a social media strategy. Such concerns are that 

the public may post negative comments about their governments, some of which may affect 

the country‗s image (Gibson, 2013). In addition, some governments are afraid of losing 

control of communication messages, ICT insecurity, information management protocols 

and release of confidential information by public servants and litigation. Second, some 

governments lack the necessary expertise to implement a successful social media corporate 

communication strategy (Gibson, 2013). As earlier stated, these media can only be efficient 

if they are managed by a corporate communication professional with the relevant skills to 

use social media effectively and make relevant and sensitive comments. Third, some 

governments lack the required resources to equip the corporate communication 

departments with qualified employees and the relevant ICT technologies such as servers 

(Gibson, 2013). Thus they may be overwhelmed by workload resulting in delayed and poor 

service delivery. Lastly, some governments are afraid of high community expectations 

(Gibson, 2013). With the digitization of public services, it may be difficult to handle all 

concerns raised by the public.‖ 

 

A lot of time and resources have to be devoted to integrating social media into corporate 

communication strategies within government institutions. Policies and procedures have to 

be developed to govern the use of government social media. The government has to train 

public servants and ensure that there are sufficient resources to monitor, comment and 

reply to social media activity. Unlike traditional communication channels, social media 
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bring with it a fundamentally different set of goals and demands relating to response time, 

monitoring, tone of conversation, frequency rates, authenticity and transparency (Osimo, 

2008). Since the conversations made on social media are permanent, information posted on 

social media has to be timely and factually correct.‖ 

― 

To overcome these challenges, draft a communication framework and matrix that will aid 

in integrating social media strategically within their corporate communication channels 

(Osimo, 2008). In addition, governments must acknowledge the importance of good 

leadership in the implementation process and the need for senior public servants to view 

the media as an opportunity to position their office in the virtual community. In Kenya, this 

is evident by the fact that top government officials and officers have social media accounts 

through which they communicate with the public. These users vary from the President, his 

deputy, the Chief Justice, Speakers of the National Assembly, Senate and County 

parliaments as well as the Office of the President.‖ 

 

Most importantly, social media presents the government with the opportunity to 

demonstrate their ingenuity, initiative and innovation, thus becoming more relevant to the 

community which they serve (Osimo, 2008). Governments that oppose the adoption of 

social media risk being disengaged and distant from the public. This study will therefore 

look into the need for the government sector to raise understanding and awareness among 

public servants and the general public regarding the use of social media, capacity building 

and even possibly start a national award scheme for inventive use of social media for 

corporate communication.‖ 
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2.4.5 Social Media Communication Strategy in an Organization 

 

It is important for an organization to determine if using social media is a necessity within 

the organization before implementing the strategy. Bingham and Conner (2010) point out 

that not all companies should have a social media strategy, especially if their targeted 

audience are not Internet users. Such an attempt would be costly and futile (Bingham & 

Conner, 2010). It is therefore crucial for organizations to find out whether a social media 

strategy would be used for brand promotion or internal and external communication 

purposes. As an online corporate communication tool, social media is a crucial tool in the 

development of a powerful global discourse (Badea, 2014).‖ 

 

A similar opinion is held by Berger (2008) who states that the social media platform has 

allowed everybody to take part in an online conversation, exchange ideas, knowledge and 

other media such as music and videos. By putting in place the right online communication 

tools, organizations can create an authentic community where individual and team 

cooperation is natured among employees and other stakeholders can exchange skills and 

experience in real times. It is also important for an organization to assess its preparedness 

to implement a social media strategy, and identify any potential barriers that may block its 

progress and efficiency. Furthermore, they should also decide whether to adopt and use 

proactive social media strategies within their working environment.‖ 

 

Bingham and Conner (2010) argue that a proactive social media strategy can and should 

only be used and be a success if it will eventually contribute towards fulfilling an 

organization‘s strategic goal. To be efficient, Badea (2014) states that a social media 
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strategy should be aligned with the organization‘s communication and general strategic 

goals. In addition, Bingham and Conner (2010) state that the efficiency, as well as 

applicability and relevance of a social media strategy also depend on the team that drafts 

and implements it.‖ 

 

Bingham and Conner (2010) state that the implementation of a social media strategy can be 

done by an organization‘s marketing team with close cooperation with departmental heads. 

Alternatively, a professional corporate communication agency can be contracted and 

assisted by representatives from the organizations, who will ensure that the social media 

strategy is aligned with the communication and general strategic goals (Bingham & 

Conner, 2010). In addition to supporting these two options, Gershon (2013) has outlined 

the key steps in creating a feasible online communication strategy. He alludes to setting 

short-term, medium-term and long-term goals, making editorial plans, implementing the 

strategy, monitoring and having a mixed communication channels approach.‖ 

 

It is important for top-level managers to monitor the implementation and results of their 

social media strategy using performance indicators, which are set during inception. The 

impact of a social media strategy can be seen by monitoring the organization‘s reputation, 

turnover, association and brands. Bingham and Conner (2010) identify qualitative and 

quantitative indicators that should be considered by an organization when designing and 

implementing a communication channel. The indicators include the degree of community 

involvement, the quantity of content published, the relevance of general conversations, 

interaction and conversion rate, increased traffic to the website, positive or negative 
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feedback, number of fans/followers/members as well as the number of user responses 

through tweets, retweets, comments, shares, likes, referrals and mentions.‖ 

 

Bingham and Conner (2010) state that the cost of implementing a social media strategy is 

often underestimated. Even though the physical costs are always lower than conventional 

channels, the human resource required inflates the costs because highly-qualified online 

corporate communication professionals and decision makers within the organization or 

contracted public relation agency have to be involved. In addition, additional costs may be 

introduced depending on the organization‘s communication objectives, needs and 

activities.‖ 

2.4.6 The Importance of social media for Communication 

 

The evolution of social media has had an impact on the practice of public relations in 

communication since the beginning of blogs (Wright & Hinson, 2010). Social media has 

been and is an interesting topic for researchers who have taken different approaches in the 

public relations field (Briones et al, 2011; Schultz, et al, 2011; Avery et al, 2010; Sweetser, 

2010; Wright & Hinson, 2010; Hearn et al, 2008). More than 84% of public relations 

practitioners think that social media is a low-cost tool to improve relationships with the 

public as well as an institution‗s performance (Wright & Hinson, 2009). Social network 

sites are not being employed and implemented to their full dialogic potential by 

organizations (Rybalko & Seltzer, 2010). Wright and Hinson (2010) have questioned 

public relations practitioners for several years to know how these emergent technologies 

have impacted the communications field. A study carried out in 2010 indicated that 83% of 
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the respondents believed that social media had changed how organizations communicate in 

contrast to previous years (73% in 2009, 61% in 2008, 58% in 2007). It has become 

obvious that with technological advancement, new opportunities for the corporate 

communication field have emerged because companies not only can publish information, 

but measure the effectiveness of the whole communication process (Argenti, 2006).‖ 

 

Opportunities for organizations have been brought about by the creation of social media 

platforms stimulating real conversations with internal and external publics. Stakeholders 

have been catered for since it has become easier for them to be watchdogs and track 

companies with unethical communication behaviours (Sweetser, 2010). Social media has 

become a reality that companies cannot run away from and disappear from. It is important 

that organizations be more present than ever to promote conversations with stakeholders or 

the targeted. The value of social media is that users are highly engaged and wanted to be 

heard (Burston-Marsteller, 2010: 2). Recently, there have been no studies analyzing the use 

and importance of social media sites as an organization‘s corporate communication tool by 

Puerto Rican companies but similar investigations have examined the employment of 

social media by Fortune companies. McCorkindale (2010) studied Facebook member and 

fan pages of Fortune 50 companies of 2009 to determine how companies disseminate 

information, provide relationship maintenance and maintain levels of engagement.‖ 

― 

Sybalko and Seltzer (2010) examined how Fortune companies are using Twitter to enhance 

dialogic communication with stakeholders and target audiences. They used a content 

analysis methodology and 93 Twitter company profiles and 930 individual tweets were 

considered for the use of dialogic features within Twitter. They concluded that 61% of the 
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organizations were classified as dialogical and 39% as non-dialogic and both types of 

companies did not differ in the results. Dialogic type of companies obtained higher results 

than non-dialogic at the time of employing the dialogic features of conservation of visitors 

(encouragement of visitors to stay on the site), and generation of return visits (incentive to 

users to return to the site).‖ 

 

It can be concluded that social media for internal and external communication is a powerful 

tool as research in social media, corporate communication and public relations advances in 

corporations around the world.‖ 

2.5 Gap in the Literature 

 

The literature review reveals a significant gap in the existing research concerning the 

adoption and utilization of social media platforms, specifically Facebook and Twitter, 

within the context of the Kenyan judiciary and its impact on public sector accessibility. 

While there have been studies exploring social media use in various government agencies 

and departments, limited attention has been given to the judiciary's adoption and effective 

utilization of these platforms for corporate communication and engagement with the public 

(Kimemia, 2017; Omondi et al., 2019). 

 

The gap in the literature is twofold. First, there is a lack of scholarly research examining 

the specific challenges and opportunities associated with the adoption of social media 

platforms by the Kenyan judiciary, particularly Milimani Law Courts. The existing studies 

primarily focus on social media use in government agencies and departments in general, 

neglecting the unique context and communication requirements of the judiciary (Mutula & 
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Kiumi, 2015). For instance, while previous research has highlighted the importance of 

social media for government organizations, such as promoting transparency and citizen 

engagement (Jaeger & Bertot, 2013), little attention has been given to how these benefits 

can be realized within the judiciary. 

 

Second, there is a dearth of studies investigating the impact and effectiveness of social 

media usage on public sector accessibility within the Kenyan judiciary. While social media 

platforms have the potential to enhance communication, improve service delivery, and 

foster public trust (Janssen et al., 2012), their specific impact on the judiciary's accessibility 

and public engagement remains understudied. Understanding the extent to which social 

media can improve public sector accessibility within the judiciary is crucial for addressing 

the existing administrative and informational disconnects (United Nations Development 

Programme, 2019). 

 

Addressing this gap is crucial as it can contribute to a better understanding of how social 

media can be effectively utilized to bridge administrative and informational disconnects, 

improve public sector accessibility, and enhance the public's perception and trust in the 

Kenyan Judiciary. By exploring the adoption patterns, challenges, and potential 

opportunities associated with social media usage, this study aims to fill this gap in the 

literature and provide practical recommendations for improving corporate communication 

and public sector accessibility within the Kenyan Judiciary (Mwangi, 2020).  
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2.6 Summary 

 

In summary, the synthesis of literature and integration of applicable theoretical constructs 

developed a framework that provides the basis and context for this study. By integrating 

the diffusion of innovations, critical mass, and uses and gratifications theories, three 

theoretical constructs were identified that represent the key driving forces for both the 

adoption and use of social media as well as its potential impact of increasing public sector 

accessibility, improving public trust, initiating community engagement, and building a 

positive reputation.‖ 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

3.1 Introduction 

 

There have been various perspectives regarding research approaches to the study of the 

impact of digital technology such as the Internet within the public sector. The rapid 

emergence of social media and its potential impact on public sector accessibility has 

created a new scope of exploration. Raeth et al., (2009) noted that scholars estimate that 

social media adoption in organizations is outpacing empirical understanding of the use of 

these technologies and theories about why they may alter various organizational processes. 

In this study, several research designs and models of research methodologies were 

considered with the intention of choosing one that would be most suitable.‖ 

 

This study used a specific research paradigm and approach. In this chapter, I explored the 

research designs considered, the theoretical tradition of inquiry, the research sample and 

population, the method of data collection and procedures, data interpretation and analysis, 

as well as ethical issues in research.‖ 

3.2 Research Method 

 

Several methods of qualitative inquiry were examined. They included ethnography, 

grounded theory, narrative, phenomenology, and case study. The strategy of inquiry the 

researcher chose was that of a case study research. McNabb (2000) stated that the case 
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study approach allows the researcher to examine authentic sets of data to derive certain 

anticipated outcomes.‖ 

 

According to McNabb (2000), the case study approach allows researchers to examine 

authentic sets of data to derive anticipated outcomes. This methodological choice is 

suitable for conducting an in-depth investigation of a bounded system or multiple bounded 

systems over time, as stated by Creswell (2007). The case study method involves 

comprehensive data collection from various sources, such as observations, interviews, 

social networking material, documents, and reports, to provide a detailed case description 

and identify case-based themes. 

 

Creswell (2007) notes that the case study approach is popular in various disciplines, 

including social sciences like psychology, medicine, law, and political science. It is 

recognized for its ability to explore contemporary phenomena within their real-life 

contexts, making it a valuable research method. 

 

Yin (2003) discusses the critical elements of a case study design, including research 

questions, propositions, units of analysis, logic linking the data to the propositions, and 

criteria for interpreting the findings. These elements contribute to the robustness and 

validity of the case study method. 

Furthermore, Yin (2003) explains that the case study design can encompass the 

investigation of a single case or multiple cases, with the latter involving the logic of 

replication. In the current study, the researcher opted for a case study method that best 

suited the research problem and objectives. 
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3.3 Research Design 

 

The research design chosen for this study is qualitative. Qualitative research methods were 

selected based on several justifications supported by scholarly sources. According to 

Creswell (2009), the selection of a research design should align with the nature of the 

research problem or issue being addressed, as well as the researchers' personal experiences 

and the intended audience of the study. 

 

Qualitative research is particularly suitable for exploring complex and diverse phenomena 

in the social sciences (Creswell, 2009). King et al. (1994) state that qualitative research 

encompasses various approaches that do not rely on numerical measurements. It often 

focuses on a limited number of cases and utilizes intensive interviews or in-depth analysis 

of historical materials to provide a comprehensive understanding of an event or unit. 

 

In the context of this study, which aims to investigate the impact of social media on public 

sector accessibility within the Kenyan judiciary, qualitative research offers the means to 

explore the meaning individuals or groups ascribe to this social issue (Creswell, 2007). It 

allows for an in-depth examination of participants' experiences, perceptions, and 

motivations related to social media usage in the judiciary. 

 

The justification for selecting a qualitative research design is also supported by Jensen 

(2002). Through an extensive review of research designs and analysis of their benefits and 

drawbacks, it was determined that qualitative inquiry would be the most appropriate 

approach for studying the impact of social media on public sector accessibility. 
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3.4 Population of the Study 

 

The goal was to select a sampling strategy that is conducive to social science research. 

According to Teddlie and Yu (2009), sampling procedures in the social and behavioural 

sciences are often divided based on the research design (qualitative, quantitative, or mixed 

methods). Based on the qualitative nature and components of this study, the sampling 

strategy that I selected was purposive sampling. Maxwell (1997) defined purposive 

sampling (also known as purposeful sampling) as a type of sampling in which, ―particular 

settings, persons, or events, are deliberately selected for the important information they can 

provide that cannot be gotten as well from other choices. Patton (2002) provided a more in-

depth approach in his description of purposive sampling: Study cases (e.g., people, 

organizations, communities, cultures, events, critical incidences) are selected because they 

are ―information rich‖ and illuminative. That is, they offer useful manifestations of the 

phenomenon of interest. Sampling, then, is aimed at insight about the phenomenon, not an 

empirical generalization from a sample to a population.‖ 

 

―According to Panneer Selvam (2004), a total population is the entire spectrum of a system 

or process of interest. Mugenda and Mugenda (1999), support this view by asserting that 

the target population is the complete set of individuals, cases or objects with common 

observable characteristics. In this study, the focus is on understanding the perspectives and 

experiences of various stakeholders involved in the judicial system, such as members of the 

public, litigants, lawyers, judges, magistrates, and internal staff at the Directorate of Public 

Affairs & Communication. The aim is to gather information-rich data that can illuminate 

the phenomenon under investigation. 
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Purposive sampling allows the researcher to deliberately select individuals or cases that 

possess the desired characteristics and can provide valuable information that may not be 

obtained as effectively from other choices (Maxwell, 1997). By purposefully selecting 

participants who have direct experience and involvement in the judicial system, the 

researcher can access diverse perspectives and gain deep insights into the topic. 

 

Other sampling methods, such as random sampling or probability sampling, may not be 

suitable for this qualitative study as they primarily focus on generalizability and making 

statistical inferences about the population (Teddlie & Yu, 2009). Since the aim is not to 

generalize findings to a larger population but to gain an in-depth understanding and insight 

into the phenomenon, purposive sampling aligns well with the research objectives and the 

qualitative nature of the study. 

 

The target population for this study was: Members of the public, mainly litigants and 

lawyers. They are the consumers and users of Internal staff at the Directorate of Public 

Affairs & Communication as key informants because they manage the social media 

accounts as well as the strategic communication plan of the Judiciary. Judges and 

magistrates who preside over cases at the Milimani Law Courts and interact with the 

litigants and whom most complaints arise from their court decisions.  

 

Data was collected using semi-structured interviews with 35 participants: 15 from the 

judiciary‘s communication department, 2 judges, 2 magistrates, 5 lawyers, and 5 students, 

1 administrative officer and 5 common citizens at Milimani law courts in Nairobi. The 

number of interviewees for this study was determined based on several factors, including 
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the research objectives, the available resources, and the principle of data saturation. Data 

saturation refers to the point in qualitative research where new information or insights stop 

emerging, indicating that data collection is sufficient to address the research questions. 

 

In qualitative research, the focus is on gaining an in-depth understanding and exploring the 

perspectives, experiences, and insights of participants. Rather than aiming for large sample 

sizes that provide generalizability, qualitative studies often prioritize the richness and depth 

of information obtained from a smaller number of participants. 

 

For this study, a purposive sampling strategy was employed, which involves deliberately 

selecting individuals who possess the necessary knowledge, experience, or perspectives 

relevant to the research objectives. The sample included a diverse range of participants, 

such as members of the judiciary's communication department, judges, magistrates, 

lawyers, students, administrative officers, and common citizens. This diverse sample was 

chosen to capture various perspectives and experiences related to the research topic. 

 

The specific number of interviewees, 35 in this case, was determined based on practical 

considerations, such as the availability of participants and the time and resources required 

for conducting interviews. Additionally, as the study aims to gain in-depth insights rather 

than statistical generalizability, a smaller sample size can still yield valuable and 

meaningful findings. 
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3.5 Data Generation Techniques 

 

The population of interest would be the individuals or entities within the Kenyan judiciary 

who are involved in or affected by the use of social media platforms, specifically Facebook 

and Twitter, for corporate communication and public engagement. This population may 

include judges, court staff, legal practitioners, court users, and members of the general 

public who interact with the Kenyan judiciary. 

 

However, it is important to note that due to practical limitations such as time, resources, 

and accessibility, it is often not feasible to study the entire population. Hence, researchers 

typically narrow down the population and work with a sample size, which is a subset of the 

population that is selected for the actual data collection and analysis. 

 

Narrowing down the population to a manageable sample size allows researchers to conduct 

an in-depth analysis within the constraints of their study. The sample size should be 

carefully selected to ensure it represents the characteristics and diversity of the larger 

population and allows for meaningful insights and generalizability of findings to the 

population of interest. 

 

Therefore, in this study, the population of study would be the individuals or entities within 

the Kenyan judiciary who are relevant to the research topic, and the sample size would be a 

subset of this population that is selected for data collection and analysis to provide insights 

and draw conclusions about the impact of social media on public sector accessibility within 

the Kenyan judiciary. 
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The research method selected has to align with the multiple methods of data collection to 

be used for this study. The study used the following techniques to collect data: a) 

Interviews, and b) Content Analysis.  Conducting social science research can be diverse 

and complex. How the research is conducted, its goals, and methods vary significantly. 

Tuli (2010) stated that qualitative research is grounded in an interpretive paradigm. Tuli (as 

cited by Farzanfar, 2005) added that according to this paradigm, the nature of the inquiry is 

interpretive and the purpose of the inquiry is to understand a particular phenomenon, not to 

generalize to a population. ―Researchers within the interpretive paradigm are naturalistic 

since they apply to real-world situations as they unfold naturally; more specifically, they 

tend to be none manipulative, unobtrusive, and non-controlling‖ (Tuli, 2010, p. 100).‖ 

3.6 Content/ Facebook and Twitter posts  

 

Content analysis is a valuable research method employed to identify patterns in recorded 

communication. It involves systematically collecting and analyzing data from various types 

of texts, such as written, oral, or visual sources. Content analysis can be both quantitative, 

focusing on counting and measuring, and qualitative, aiming to interpret and understand the 

messages conveyed (Hsieh & Shannon, 2005). Researchers utilize content analysis to 

explore the purposes, messages, and effects of communication content, as well as to gain 

insights into the producers and audience of the analyzed texts (Neuendorf, 2002). 

 

This method enables researchers to quantify the occurrence of specific words, phrases, 

subjects, or concepts within a collection of texts, providing a numerical basis for analysis. 

Additionally, it facilitates qualitative inferences by examining the meaning and semantic 

relationships of words and concepts (Hsieh & Shannon, 2005). Content analysis is 
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transparent, replicable, and does not require the direct involvement of participants, making 

it an effective approach to studying communication and social interaction without 

researcher influence. 

 

In this particular study, the focus was on conducting a qualitative content analysis of 200 

posts and comments obtained from the official Judiciary verified handles on Facebook and 

Twitter. The aim was to examine the messages conveyed by the posts and the subsequent 

comments and reactions from users on these platforms. Analyzing a specific number of 

posts and comments allows for an in-depth exploration of the content and interactions 

within a manageable scope (Guest, Namey, & Chen, 2021). 

 

Qualitative research often employs smaller sample sizes compared to quantitative studies, 

prioritizing in-depth analysis and understanding over generalizability to a larger 

population. Selecting 200 posts and comments was deemed appropriate to achieve the 

research objectives and provide meaningful insights into the communication dynamics of 

the judiciary's social media platforms (Guest, Namey, & Chen, 2021). 

 

By analyzing this sample, researchers sought to capture a diverse range of content and 

interactions from the judiciary's social media handles. This approach facilitates the 

identification of common themes, patterns, and underlying dynamics in the communication 

strategies employed (Guest, Namey, & Chen, 2021). It allows for a comprehensive 

exploration of the messages conveyed by the judiciary, as well as the reactions and 

engagement elicited from Facebook and Twitter users. 
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3.7 Data Analysis and Presentation 

 

―Data analysis is a crucial step in the research process, encompassing the processing, 

interpretation, and summary of collected data (Kothari, 2007). In this study, thematic 

analysis was employed to analyze the qualitative data and derive meaningful insights. The 

thematic analysis involves the identification and coding of data into categories or themes 

that are derived from the research objectives and theoretical framework (Braun & Clarke, 

2006). 

 

Using thematic analysis, the data collected from the study was systematically examined to 

identify key aspects related to the utilization of Facebook and Twitter for corporate 

communication. The process involved several steps, starting with familiarizing oneself with 

the data by reading and re-reading the collected information. The next step was to generate 

initial codes by identifying relevant concepts, patterns, or ideas within the data. These 

initial codes were then organized into potential themes that reflected the patterns or 

meanings found in the data. 

 

The themes were further reviewed and refined to ensure their relevance and coherence with 

the research objectives. This iterative process involved constant comparison and discussion 

among the researchers to ensure the accuracy and validity of the identified themes. Once 

the final set of themes was established, the data was systematically organized and analyzed 

within the framework of these themes. 

 

The thematic analysis offers a flexible and rigorous approach to qualitative data analysis, 

allowing for the exploration of complex and nuanced findings (Braun & Clarke, 2006). It 
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provides a structured framework for identifying and interpreting patterns and meanings 

within the data. By using this method, researchers can gain a deeper understanding of the 

utilization of Facebook and Twitter for corporate communication and uncover insights that 

may inform theory, practice, or future research in the field. 

3.8 Validity and Reliability of the Study 

 

Qualitative research often raises concerns about its trustworthiness, particularly from 

positivist perspectives that prioritize validity and reliability, which may not be addressed in 

the same manner in naturalistic research (Shenton, 2004). To ensure trustworthiness in this 

study, the researcher adhered to Guba's four criteria, which are commonly considered by 

qualitative researchers: 

 

Credibility: Credibility, akin to internal validity, refers to establishing the credibility of the 

findings by accurately representing participants' experiences and perspectives. In this study, 

credibility was maintained by employing techniques such as prolonged engagement, 

member checking, and rich descriptions, ensuring that the findings were firmly grounded in 

participants' voices. 

 

Transferability: Transferability, similar to external validity or generalizability, aims to 

assess the applicability of the findings to other contexts or settings. While generalizability 

is not the primary goal of qualitative research, transferability was enhanced in this study by 

providing detailed descriptions of the research context, participants, and research methods. 

This enables readers to assess the potential transferability of the findings to similar 

contexts. 



69 
 

 
 

Dependability: Dependability, analogous to reliability, focuses on the consistency and 

stability of the findings over time and under similar circumstances. To establish 

dependability, the researcher employed techniques such as maintaining an audit trail, 

seeking peer debriefing, and engaging in prolonged engagement with the data. These 

practices ensured the reliability and consistency of the research process and findings. 

 

Conformability: Conformability, akin to objectivity, concerns the extent to which the 

findings are influenced by the researchers' biases or interpretations. In this study, 

conformability was addressed through rigorous reflexive practices. The researcher 

maintained a reflective journal, engaged in critical self-reflection, and sought peer 

debriefing to minimize personal bias and ensure transparency in the research process. 

 

To reinforce the trustworthiness of the study, the researcher laid focus on maintaining 

credibility, transferability, dependability, and conformability through individual strategies 

within each criterion. 

3.9 Ethical Considerations  

 

Researchers often experience ethical dilemmas in their processes and decisions made while 

conducting research. Research ethics involve a conscious effort to respect morally 

acceptable regulations in planning, conducting, and reporting research findings (McNabb, 

2002). In this study, several ethical considerations were carefully addressed, including 

honesty and trust, privacy, confidentiality and anonymity, and research integrity and 

quality, as they significantly impact the research process. 
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To ensure ethical conduct, the researcher followed the guidelines set forth by Moi 

University in fulfilling the requirements for the Masters of Science in Communication 

Studies. A proposal for the study was submitted, defended, and approved, obtaining a 

certificate of fieldwork authorized by the School of Information Science. This step ensured 

that the research adhered to the institution's ethical standards and protocols. 

 

One crucial ethical consideration was obtaining informed consent from the participants 

before data collection. Informed consent is a fundamental principle in research ethics that 

ensures participants are fully aware of the study's purpose, procedures, potential risks, and 

benefits, and voluntarily agree to participate (Bulmer & Poulton, 2010). This process 

involved clearly explaining the nature of the study, its objectives, and the participant's 

rights and freedoms. Only after obtaining informed consent did the researcher proceed with 

data collection. 

 

Maintaining confidentiality and anonymity was another vital ethical aspect of the study. 

Participants' identities and any personally identifiable information were protected to 

prevent potential harm or victimization. All collected data were treated with strict 

confidentiality, and appropriate measures were taken to ensure anonymity when reporting 

the findings (Israel & Hay, 2006). This approach aimed to create a safe environment for 

participants, promoting open and honest responses without fear of repercussions. 

 

Research integrity and quality were upheld by observing ethical principles such as 

acknowledging the sources of published information to avoid plagiarism. Proper 

referencing and citation practices were followed to give credit to the original authors and 
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ideas (Resnik, 2011). Additionally, the study underwent a plagiarism test conducted by the 

School's Quality Department to ensure its originality and adherence to academic integrity 

standards. 

 

In addressing the ethical considerations, the researcher relied on insights from scholarly 

sources to inform the decision-making process. Bulmer and Poulton (2010) provide an 

introduction to research ethics in the social sciences, discussing ethical considerations in 

data collection, analysis, and reporting. Israel and Hay (2006) offer a comprehensive 

overview of research ethics in the social sciences, including principles, regulations, and 

practical considerations for researchers. 

 

Kitchin (2014) explores the ethical dimensions of qualitative research, emphasizing aspects 

such as informed consent, privacy, confidentiality, and researcher reflexivity. Resnik 

(2011) discusses the importance of research ethics and the consequences of ethical 

misconduct, providing insights into the ethical principles that guide research practices. 

 

By incorporating these scholarly sources, the study ensured a robust ethical framework and 

demonstrated a commitment to conducting research with integrity and responsibility. The 

ethical considerations taken into account throughout the research process contribute to the 

credibility and trustworthiness of the study's findings. 

 

In conclusion, ethical considerations are paramount in research to protect the rights and 

well-being of participants and maintain the integrity and quality of the study. Adhering to 

ethical guidelines, such as obtaining informed consent, ensuring confidentiality and 
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anonymity, and upholding research integrity, demonstrates a commitment to ethical 

conduct. By drawing on relevant scholarly sources, researchers can acquire valuable 

insights and guidance in navigating ethical dilemmas and making informed decisions. 

Upholding ethical standards enhances the credibility of research and fosters public trust in 

the findings and the research community as a whole. 

3.10 Summary 

 

This chapter examined the research methodology used for the study. The sample size and 

the frame are analyzed as well as the justification for the sample size. The methods of data 

collection, including interviews and content analyses, have been detailed and an 

explanation of why these methods are the most beneficial in capturing relevant data for this 

research was provided.‖ 
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CHAPTER FOUR 

DATA PRESENTATION, ANALYSIS AND INTERPRETATION 

4.1 Introduction  

 

This chapter covers data analysis, interpretation and discussion which were generated by 

the study in line with the study‘s main objective of assessing the use, benefits and 

challenges of social media as a corporate communication tool in enhancing service delivery 

in public sector agencies in Kenya with focus on the Kenyan Judiciary. The data presented 

covered the use of social media, benefits and challenges of Kenyan Judiciary in using 

social media as a tool for corporate communication in its effort to enhance service 

delivery.‖ 

 

The chapter also presents the analysis and findings of the study as set out in the research 

methodology. The study findings were presented showing the use of social media as a 

communication platform in the judiciary in Kenya. The data was gathered using a content 

review of social media platforms and key informant interviews. The instruments were 

designed in line with the objectives of the study.‖ 

4.2. Response Rate  

 

The study sampled 35 people who directly or indirectly work with the judiciary. They 

included communication officers of the judiciary, Judicial officers, Judges and Magistrates, 

lawyers, law students and members of the public. From the study, all respondents duly 

participated and comprehensively answered interview questions accounting for a response 

rate of 100%. According to Mugenda & Mugenda (2003), a response rate of 50% is 
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adequate for analysis and reporting; a rate of 60% is good while a response rate of 70% and 

over is excellent; therefore, the response rate attained was sufficient ground to inform 

analysis, interpretation, discussions and recommendations to this study.‖ 

Table 4.1 presents the symbols that indicate the sources of the citations that feature in this 

chapter. 

 

Table 4.1: Symbols used to indicate sources of data 

A1 – Interview with Communication officer1 

A2 – Interview with Communication officer2 

A3 – Interview with Communication officer3 

A4 – Interview with Communication officer4 

A5 – Interview with Communication officer5 

A6 – Interview with Communication officer6 

A7 – Interview with Communication officer7 

A8 – Interview with Communication officer8 

A9 – Interview with Communication officer9 

A10 – Interview with Communication office10 

A11 – Interview with Communication officer11 

A12 – Interview with Communication officer12 

A13 – Interview with Communication officer13 

A14 – Interview with Communication officer14 

A15 – Interview with Communication officer15 

A16 – Interview with public student 1 
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A17 – Interview with public student2 

A18 – Interview with public student3 

A19 – Interview with public student4 

A20 – Interview with public student5 

A21 – Interview with Lawyer 1 

A22 – Interview with Lawyer 2 

A23 – Interview with Lawyer 3 

A24 – Interview with Lawyer 4 

A25 – Interview with Lawyer 5 

A26- Interview with Judge 1  

A27- Interview with Judge 2 

A28- Interview with Magistrate 1 

A29- Interview with Magistrate 2 

A30- Interview with Judicial Administrator 1 

A31- Interview with Common Citizens  

A32- Interview with Common Citizens  

A33- Interview with Common Citizens  

A34- Interview with Common Citizens  

A35- Interview with Common Citizens  
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4.3 Utilization of social media as a Corporate Communication Platform   

1 

This study analyzed the utilization of social media as a corporate communication platform. 

It found out that Facebook and Twitter were the Judiciary‘s main social media accounts 

with a ‗fan base‘ as shown in Table 4.1.‖ 

Table 4.2 Twitter and Facebook Content Analysis of Judiciary 

Platforms Number of users 

Facebook likes 25,868 

Facebook followers  25,868 

Twitter followers   110,000 

 

It was revealed that the Judiciary uses social media platforms to: Communicate news from 

the Judiciary, provide links to news and post news content. One of the Judicial officers was 

quoted saying; 

―Social media has improved communication in the institution and offered an 

alternative channel for disseminating information and reaching audiences that 

would not have been reached by traditional media, enabling the Judiciary to be 

more interactive.‖ A30 

 

―The study revealed that the institution had opened up to the public and the introduction of 

social media as an official communication platform was a big step as it was previously 

considered an informal tool of communication, especially in the Judiciary.‖ 

 

According to the Judiciary‗s social media manager, the institution had embraced the social 

media concept and operates two platforms, namely: Facebook: The Judiciary -Laying the 

foundations for transformation. Twitter: Judiciary 2014. As of October 11, 2016, Facebook 
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had a following of 1,124 and Twitter 541. This has, however, significantly increased by 

2020, as seen above, with followers now over 10,000 (Facebook) and over 21,000 (Twitter) 

and increasing daily.‖ 

 

It was observed that public communications managers are expected to abide by the 

government‘s rulebook of communication. This can be restrictive in terms of content and 

form. This partly explains the minimal interaction on the Judiciary's social media 

platforms. A communication officer said;‖ 

 

―There is no one specific officer mandated or assigned to handle social media. 

Instead, the social media platforms are managed by a person who has other 

responsibilities and this explains the time taken by the Judiciary in responding to 

queries or giving information.‖ A3 

 

―The study revealed that most judicial officers, magistrates and judges had not fully 

embraced the use of social media as a communication platform. This is an ethical 

consideration since they should only communicate through their judgments. However, 

more magistrates than judges have now started using social media as a communication 

platform.‖ 

 

This study carried out a content analysis of Facebook and Twitter official profiles of the 

Kenyan Judiciary and its associate companies from the current updated list of 2020. 

Official corporate profiles on both Facebook and Twitter were analyzed between December 

1, 2010, and January 31, 2020. All corporate posts and tweets published during this period 

were taken into account for coding and analysis.‖ 
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―Posts and tweets were manually examined to determine the frequency of usage of these 

platforms and the presence of companies‘ feedback. Messages were also evaluated for the 

presence of issues and topics that enhance corporate communication, including corporate 

social responsibility, communication of annual reports or achievements, philanthropy 

initiatives, awards and messages promoting discussions.‖ 

 

Figure 4.1: Presence of prominent link to their Facebook/Twitter account on the 

corporate homepage 

 

To find active accounts, company websites were searched; most of the companies (74%) 

had a prominent link to their Facebook/Twitter account on the corporate homepage. To find 

the remaining accounts, a search was conducted on Google and the Facebook/Twitter 

engine. Some companies e.g. law firms had more than one Facebook or Twitter official 

profile for example the official corporate profile, the news profile, the careers profile, or a 

specific product profile.‖ 

74% 

26% 

Yes

No
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―From the findings, it was indicated that just having a Facebook or Twitter account was not 

enough, rather how well a social media presence is monitored is important. Even though 

the Kenyan judiciary has a communication team, little has been done on training 

specialized individuals for the sole purpose of managing Twitter and Facebook. One 

communication officer was quoted saying;‖ 

 ―Having a presence in the social media world requires planning, training, and 

monitoring, it is more than just opening a Facebook or Twitter account and leaving 

it in the hands of interns.‖ A11 

 

―A pattern of one-way communication was observed within the Facebook and Twitter 

profiles. This could be due to the lack of engagement and participation of the companies at 

the moment of posting and tweeting corporate messages. Therefore, a multi-participatory 

approach is required to maintain a successful social media presence. One of the judges 

said;‖ 

 “Organizations should not only use these platforms because it helps them to 

communicate about different topics but also for building and maintaining 

stakeholder relationships.” A26 

 

But to achieve this, corporations should first promote stakeholder engagement. One way of 

promoting stakeholder involvement is to have a genuine presence in social media 

platforms.‖ 

 

The interview findings revealed that both corporate communication officers viewed social 

media as a key platform in reaching out to their public for diverse needs. It was common 

that the judiciary to use Facebook and Twitter as common social media platforms of 

communication. Another fact established by the interviews was that there were officers to 

manage social media platforms though they had not been formally designated. The team 
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was responsible for the day-to-day running of their respective agencies‘ social media 

platforms.‖ 

4.4 Adoption of the Judiciary‘s Social Media Communication Platforms among 

Members of the Public 

The second objective analyzed the adoption of the Judiciary‘s social media communication 

platforms among members of the public. The interview findings revealed that both 

corporate communication officers viewed social media as a key platform for reaching out 

to their public for diverse needs. It was common that the Judiciary uses Facebook and 

Twitter as social media platforms of communication. Another fact established by the 

interviews was that there were officers to manage social media platforms though they had 

not been formally designated. One communication officer was quoted saying;‖ 

―The team was responsible for the day-to-day running of their respective agencies’ 

social media platforms.‖ A15 

 

―The study revealed that the institution had opened up to the public and the introduction of 

social media as an official communication platform was a big step as it was previously 

considered an informal tool of communication, especially in the Judiciary. The Liaison 

officer indicated;‖ 

―On average, companies sent out 32 posts and 146 tweets per month. Therefore, 

Twitter was employed as a powerful resource to inform and communicate about 

real-time issues, letting people connect to the latest information.‖ A30  

 

―It was found out that when hosting social media sites, it is important to tweet or post at 

least once a day. Companies should understand that creating a presence on social media 
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requires time and attention to maintaining different social media profiles. There was a 

general trend in the analyzed data that, despite using interactive platforms, the judiciary 

was not employing these platforms to promote regular feedback. Results indicated that the 

company's social media platform managers rarely answered questions daily on both Twitter 

and Facebook. In regards to the utilization of social media as a corporate communication 

platform, according to Berger (2008), social media introduced new electronic 

communication channels that are based on virtual environments.‖\ 

 

This shows that the companies had little interest in providing feedback. The results pointed 

out that social media platforms were employed primarily as another one-way 

communication channel, missing the opportunities for providing feedback, participation 

and dialogic communication. One public student was quoted saying;‖ 

 

―I have never gotten a reply to the inquiries that I make through the Kenyan 

Judiciary website.‖ A20 

 

―However, it was revealed that there were efforts promoted by several corporations to 

stimulate feedback through these social media channels, but it requires more commitment 

to be out there, in the social media world, not only appear for a few days, and then return 

sometime later in the next month.‖ 

 

Corporate Social Responsibility (CSR) was the most reported subject. Previous studies 

reported that only private companies such as Safaricom Ltd had some sort of reference to 

social responsibility on Facebook profiles, therefore, these results pointed out that there is a 

growing commitment to encouraging CSR initiatives through these social platforms. Social 
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media hence could become a more efficient and interactive avenue to promote two-way 

CSR online communication than static corporate websites.‖ 

 

Furthermore, communication of awards and philanthropy initiatives were more relevant to 

present than annual reports or promotion of special chat discussions. It seems that 

messages, where organizations feel recognised, were more important to disclose rather than 

how well companies performed during the year, what they have achieved, or how they 

worked with stakeholders to listen to their opinions. A Magistrate was quoted saying;‖ 

 

―The institution had opened up to the public and the introduction of social media as 

an official communication platform was a big step as it was previously considered 

an informal tool of communication, especially in the Judiciary.‖ A20 

 

According to the Judiciary‘s social media manager, the institution has embraced the social 

media concept and operates two platforms, namely: Facebook: The Judiciary -Laying the 

foundations for transformation. (See appendix). Twitter: Judiciary 2014. As of October 11, 

2016, Facebook had a following of 1,124 and Twitter 541. The social media platform under 

the corporate communication docket has not been embraced by the respondents in the 

study, which is an irony as seen in the amount of time spent on the internet trying to access 

services with most people spending between 30 minutes and an hour on the internet which 

means the Judiciary can reach most of its audience through social media which include a 

wide range of tools such as Facebook and Twitter, to communicate through internet-based 

technologies including computers and smartphones (Gibson, 2013). The website ranked as 

the most preferred tool to access the Judiciary despite other available platforms.‖ 
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4.5 Impact of Integration of social media within the Judiciary’s Communication 

Structure 

The third objective was to examine the Impact of the Integration of Social Media within the 

Judiciary‗s Communication Structure. According to the Judiciary‘s social media manager, 

the institution has embraced the social media concept and operates two platforms, namely: 

Facebook: The Judiciary -Laying the foundations for transformation. Twitter: Judiciary 

2014. As of October 11, 2016, Facebook had a following of 1,124 and Twitter 541. The 

Chief communication officer said; 

―Social media has improved communication in the institution and offered an 

alternative channel for disseminating information and reaching audiences that 

would not have been reached by traditional media, enabling the Judiciary to be 

more interactive.‖ A1 

 

4.6 Summary  

 

This section discussed the findings of the study in comparison with what was noted under 

the literature review. It is broken into examining the utilization of social media as a 

corporate communication platform within the Judiciary in enhancing service delivery, 

assessing the adoption of the Judiciary‘s social media communication platforms among 

members of the public and exploring the impact of the integration of social media within 

the Judiciary‘s communication structure. The analyzed results are compared against the 

objectives of the research to assess how far these objectives have been achieved.‖ 
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CHAPTER FIVE 

SUMMARY FINDINGS, CONCLUSIONS AND RECOMMENDATIONS 

5.0 Introduction 

The cumulative data was analyzed using qualitative statistics and this study sought to 

establish how Facebook and Twitter have influenced the practice of corporate 

communication in the Judiciary and in effect enhance service delivery in the Judiciary.‖ 

5.1 Summary of Key Findings 

 

―The social media revolution has had a resounding impact on the public relations industry. 

It offers new opportunities and new areas for successful public relations practices. The 

Judiciary in Kenya has not been left behind in embracing technology in its bid to achieve 

independence, transparency, accountability and reliability.‖ According to the study 

findings, it is evident that the advent of social media has been and continues to be useful in 

the evolution of corporate communication. The Judiciary offers new channels for the 

necessary communication between the organization and the targeted, hence new 

opportunities for this communication to be meaningful and mutually beneficial as indicated 

in the results. There is acknowledgement and excitement of the presence of technology as a 

mode of communication by the Judiciary through the various social media platforms, 

especially Facebook and Twitter.‖ 

 

 

The latest technological tools of the use of social media in communication for instance, in 

case updates in the weekly digest of recent precedent-setting judicial opinions from the 

superior courts of record, has received accolades from members of the legal fraternity as 
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well as the public, confirming internet interactions are of importance to the Judiciary. The 

study established that most of the respondents considered online social networking 

information sharing as advantageous and a move in the right direction for the Judiciary 

despite its limitations.‖ 

 

There is reluctance and resistance to the use of social media as a tool for cooperative 

communication by the majority of the judicial officers. There are no policies governing the 

use of social media in the Judiciary which is a major gap for public communication in a 

government institution and a public entity.‖ 

 

 

There is a need to manage the content that goes on to Judiciary‘s social media accounts to 

make it a more interactive platform that benefits the targeted. The Judiciary lacks a team or 

department specifically set up to post and respond to comments, queries and suggestions 

being posted on their various sites, rendering the whole use of social media as a corporate 

communication tool inefficient despite its potential, which derails the whole effort of 

efficient service delivery.  

 

5.2 Conclusion 

Social media has helped corporate communication professionals and institutions build and 

maintain relationships with all stakeholders. Nowadays, a company‘s reputation also 

depends on the image built on social media. 

 

From the findings, it is evident that the Judiciary recognizes the importance of social media 

platforms as a way of reaching out to their audiences and improving service delivery which 
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will eventually translate into boosting the confidence in their clients. Though social media 

has improved communication within the judiciary, it is also clear that the potential of social 

media in corporate communication has not been fully realized. There is still more that the 

judiciary needs to do to tap into the power of social media in corporate communication.‖ 

 

As social media develops, corporate communications practice is also changing with it. 

Social media has proven to be an invaluable tool to the Judiciary and its stakeholders, and 

the future holds a wider teaching and implementation of social media tools. Social media is 

the future, hence communication professionals should exploit this media for their corporate 

communication needs and campaigns. Social media campaigns can boost the image of the 

Judiciary in the sight of all the stakeholders and its proper alignment and structuring will 

increase public trust and involvement in an effective, transparent and engaging judicial 

system towards justice for all which is their ultimate test of service delivery.‖ 

5.3 Recommendations 

 

This study has attempted to find out how social media has influenced the practice of 

corporate communication in the Judiciary and how that influence is translating into service 

delivery. As the Judiciary focuses on effectively leveraging social media platforms, there 

are a few critical things the managers and directorate of communication should keep in 

mind.‖ 

a) Develop a Comprehensive Social Media Strategy:  

While Facebook and Twitter are the most commonly used social media platforms, the 

Judiciary should consider incorporating additional platforms to reach a broader audience. 
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Different stakeholders of the Judiciary may be active on various platforms, and a 

comprehensive strategy would ensure that the institution engages with all relevant parties. 

This strategy should outline the specific goals, target audience, and types of content to be 

shared on each platform. 

b) Retain Control of Content: 

 Given the sensitive nature of the Judiciary's work and information, it is crucial to maintain 

control and full editorial rights over the content posted on social media. While some 

institutions outsource their social media management, the Judiciary should carefully 

oversee and approve all posts made on its behalf to ensure accuracy and adherence to the 

organization's values. 

c) Set Targets and Measure Performance:  

As the Judiciary embarks on social media initiatives, it is essential to establish measurable 

goals and targets. These could include metrics such as the number of followers gained, 

engagement rates, and the impact of social media communication on service delivery. 

Regularly assessing performance against these targets will help gauge the effectiveness of 

the social media strategy and make necessary adjustments. 

d) Ensure a Two-Way Communication Model:  

 To foster meaningful engagement with the public and stakeholders, the Judiciary should 

adopt a two-way communication model. This means actively responding to comments, 

inquiries, and feedback from the audience. By being responsive and engaging, the Judiciary 

can build stronger relationships with its stakeholders and address concerns promptly. 
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e) Develop Targeted Strategies for Each Social Media Platform: 

 Each social media platform serves a different purpose and attracts distinct user 

demographics. Therefore, the Judiciary should tailor its content and engagement strategies 

accordingly. For example, LinkedIn might be more suitable for professional updates, while 

Instagram could be used to share visually engaging content. Understanding the unique 

characteristics of each platform will enhance the effectiveness of the Judiciary's social 

media presence. 

f) Adhere to Ethical Codes: 

 Individual judges and Judiciary staff using social media must be mindful of ethical codes 

and guidelines. Breach of these codes should be addressed through ordinary disciplinary 

actions. The Judiciary should also prioritize using the highest privacy settings to safeguard 

sensitive information and maintain professional boundaries. 

g) Allocate Sufficient Resources:  

To effectively implement the social media strategy and achieve the desired outcomes, the 

Judiciary must allocate adequate resources. This includes investing in personnel with 

expertise in social media management, as well as dedicating time and effort to develop and 

maintain social media platforms. 

The Judiciary can significantly benefit from harnessing the potential of social media in 

corporate communication. By adopting these recommendations, the Judiciary can enhance 

its engagement with the public, stakeholders, and the wider community, ultimately leading 

to improved service delivery and increased transparency in its operations. 
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5.4 Area for Further Research  

 

From this study, there emerged rich in-depth data that has provided an insight into the use 

of social media in corporate communication. It is therefore suggested that:  

More qualitative research on other social media platforms should be done.  

 

More of qualitative research in corporate communication in other Government institutions/ 

other corporate bodies and more studies on how social media platforms other than 

Facebook and Twitter can be utilized for corporate communication.  
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APPENDIX I: INTERVIEW GUIDE 

During the data collection process, the interviewer used interview questions and 

observation methods to source data.  

Sample interview Questions 

Questions about the company  

1. Tell me about this company. 

2. Why did you decide to incorporate social media into your daily operations? 

3. Which social media tools do you use? 

Questions about social media use in the company  

1. What are your goals for using social media accounts?  

2. What social media tools do you use to achieve such goals? 

3. How do social media help you achieve your goals? 

4. How do social media create value for your company? 

5. What online communities do you manage? 

6. How do you manage the growing online group of clients?  

7. What are some of the benefits social media use brings to your company? 

8. Describe some of the problems or challenges you face with social media. 

9. What skills do you need to keep social media functioning? 

10. Do you face legal issues with such accounts? How do you handle such 

concerns? 
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―The second technique is the content analysis method. The researchers used content 

analysis to find out about the purposes, messages, and effects of communication content 

and inferences about the effects of using Facebook and Twitter. This quantified the 

occurrence of words, phrases, subjects or concepts in a set of historical or contemporary 

texts. In addition, content analysis makes qualitative inferences by analyzing the meaning 

and semantic relationship of words and concepts.‖ 

Document Analysis Guide 

Preliminaries 

1. Type of document 

2. Date of publication/production. 

3. Creator / Author of the document 

4. Theme of the document 

5. Target audience 

6. Platform where the post was posted on  

 7.  Issue of the post 

9. Feedback received  

10. Any other observation 
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APPENDIX II: TRANSCRIBED INTERVIEW 

Questions about the company  

1. Tell me about this company 

The institution is mandated to deliver justice in line with the Constitution and other laws. It 

is expected to resolve disputes in a just manner to protect the rights and liberties of all, 

thereby facilitating the attainment of the ideal rule of law. 

2. Why did you decide to incorporate social media into your daily operations? 

Facebook and Twitter were employed as powerful resources to inform and communicate 

about real-time issues, letting people connect to the latest information. 

3. Whicsocial media tools do you use? 

The institution had embraced the social media concept and operates two platforms, namely: 

Facebook: The Judiciary -Laying the foundations for transformation. Twitter: Judiciary 

2014. As of October 11, 2016, Facebook had a following of 1,124 and Twitter 541. This 

has, however, significantly increased by nearly 10 times by 2020 as seen above with 

followers now close to 10,000 and increasing daily. 

Questions about social media use in the company  

1. What are your goals for using social media accounts?  

Our goal is to offer quality service that involves quick responses to our client‘s queries 

through the use of various social media services. 

2. What social media tools do you use to achieve such goals? 

Twitter and Facebook. 
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3. How do social media help you achieve your goals? 

Social media has improved communication in the institution and offered an alternative 

channel for disseminating information and reaching audiences that would not have been 

reached by traditional media, enabling the Judiciary to be more interactive. 

These new media have increased the speed, daily influx and volume of communication as 

well as connecting and giving people a voice, thus stimulating discussions on common 

interests which ultimately improves service delivery of the judiciary. 

 

4. How do social media create value for your company? 

Social media has improved communication in the institution and offered an alternative 

channel for disseminating information and reaching audiences that would not have been 

reached by traditional, media enabling the Judiciary to be more interactive. 

 

5. What online communities do you manage? 

Social media is used by the public to get services online and get informed on the 

happenings. 

 

6. How do you manage the growing online group of clients?  

There are efforts promoted by several corporations to stimulate feedback through these 

social media channels, but it requires more commitment to be out there, in the social media 

world, not only appear for a few days, and then return sometime later in the next month. 
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7. What are some of the benefits social media use brings to your company? 

Organizations should not only use these platforms because it helps them to communicate 

about different topics but also for building and maintaining stakeholder relationships. 

 

8. Describe some of the problems or challenges you face with social media 

Having a presence in the social media world requires planning, training, and monitoring. It 

is more than just opening a Facebook or Twitter account and leaving it in the hands of 

interns. 

 

9. What skills do you need to keep social media functioning? 

No specific policy and strategy is guiding social media use in the Judiciary. 

 

10. Do you face legal issues with such accounts? How do you handle such concerns? 

Although a draft communication strategy exists in the judiciary, there is no social media 

policy to guide the use of social media. The absence of a policy explains why most judicial 

officers do not use social media platforms yet, because there is nothing to guide them 

within a broad communication framework. 
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APPEND III: JUDICIARY FACEBOOK PAGE  
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APPENDIX IV: JUDICIARY TWITTER PAGE 
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APPENDIX V:  SAMPLE INFORMATION SHEET AND CONSENT FORM 

Information Sheet 

This study aims at finding out the utilization of Facebook and Twitter for official corporate 

communication in the Judiciary at Milimani Law Courts 

If you participate in this study, it may help the stakeholders in improving their 

communication  

I will collect data through interviews and content from Facebook and Twitter posts. Any 

information that you give me will be treated with at most confidentiality. 

Should you wish to withdraw from the study at any time, you are free to do so. 

Mr. Wilfred Kipngetich Langat 

School of Information Science  

Department of Communication 

Moi University - Kenya. 

Consent Form 

I consent to participate in Mr. Wilfred Kipngetich ‗s study and it is my understanding that I 

may 

withdraw from it at any time. 

NAME: ______________________________________________________ 

ADDRESS: _____________________________________________________ 

Signature: _____________________________________________________ 

Date: _______________________________________________________ 
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