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Research Questions
•Can social media platforms provide a

cheaper, faster, and reliable mechanism
to reach populations that are currently
expensive to survey in comparative contexts?

•How representative of the national
population are social media users in Kenya?

Contribution

Online platforms such as Facebook have recently
become popular tools to recruit survey samples
(Samuels & Zucco 2013, Pötzschke & Braun 2016,
Zhang et al 2019). Using the case of Kenya,
we extend existing research, focused on
the US and Europe, to a developing coun-
try, where the growing number of mobile phone
users (see Figure 1) makes Facebook an increasingly
attractive tool for recruiting respondents. We ex-
plore the feasibility of using social media platforms
for population estimation and survey participant
recruitment at the national and sub-national
level.

Pilot Data & Method

Using Facebook advertisements, we recruited
Kenyan citizens who are at least 18 years old. To
understand the feasibility of demographic targeting
in this context, we targeted ads using three different
strategies:

1 By province: 7/8 provinces
2 By Afrobarometer cluster (median):
selected clusters with median Facebook use
(40km radius)

3 By Afrobarometer cluster (worst):
selected two “worst case” clusters, to estimate the
feasibility and cost of reaching respondents in
areas with particularly low Facebook use
(40km radius)

Figure 1: Annual growth in mobile phone subscriptions in Africa.
Kenya is shown in black. Source: ITU 2019.

Location Impressions CTR Completion Cost
Nairobi 6,730 0.05 0.40 $0.05
North Eastern 39,773 0.01 0.07 $2.65
North Eastern GPS 1,344 0.02 0.05 $9.71
Rift GPS 12,145 0.02 0.15 $0.36
Rift GPS (worst) 624 0.01 - -
Coast GPS (worst) 20,261 0.01 0.08 $3.3
CTR = click-through rate (per impression), Completion = completion rate
(per click), Cost = advertising cost (per survey)

Table 1: Advertisement performance and cost by target location

Figure 2: A comparison of Kenya’s UN-projected population for 2020 (light blue) with Facebook’s monthly active users population in
Kenya for July 2019 (blue) (left), and the Facebook pilot sample age and sex structure (right).

(a)Census Population (b)Facebook Population (c)Facebook Sample
Figure 3: A comparison of (a) Kenya’s census-estimated population density per square kilometer as of 2009, (b) Facebook’s estimated
daily active users in Kenya as of early 2019, and (c) pilot survey responses by county.

Results
•We ran a targeted advertising campaign on
Facebook from July 6-9, 2019 which reached
159,743 individuals

•We recruited 975 Kenyan survey
respondents at a total cost of $500

• 75% of the sample is male and the average age
is 27 (vs. 50% and 36 years in Afrobarometer)

• 79% of respondents’ households are connected
to the electrical grid (vs. 53% Afrobarometer)

• 32% have a toilet in the home and 27% have
running water in the home (vs. 9%, 7%
Afrobarometer)

•We were able to approximately replicate
previous findings for the Asian Disease
Problem (Tversky & Kahneman 1981):
67% of respondents chose the certain choice in
“lives saved” condition, compared to 33% in
the “lives lost” condition (vs. 72% to 22% in
T&K’s student samples)

Next steps

• Full-scale survey: Starting September 1, 2019,
immediately following the August national census
and 2019 Afrobarometer survey

• Finalizing sampling strategy: Target all
228 Afrobarometer clusters? Stratify by sex,
rural/urban residents, age?

• Test methods of obtaining harder-to-
reach groups (e.g. respondent-driven,
snowball, or quota sampling)

Acknowledgements

We thank the Summer Institute for Computational Social Sci-
ence (SICSS), the Russell Sage Foundation, and the Alfred P.
Sloan Foundation for financial support.

https://papers.ssrn.com/sol3/papers.cfm?abstract_id=2101458
https://journals.sagepub.com/doi/pdf/10.1177/0894439316666262
https://www.cambridge.org/core/journals/political-science-research-and-methods/article/quota-sampling-using-facebook-advertisements/0E120F161C9E114C6044EBB7792B5E70

