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ABSTRACT 

Media plays an increasingly greater role in modelling behaviour, especially for young people. 

Research has shown that adolescents use media to help define the world around them. Maga-

zines, being a type of media, could also affect how people perceive the realities of wealth and 

fame. Therefore, this study explored how Kenyan magazines construct the meaning of wealth 

and fame, focusing specifically on Drum Magazine. The study used descriptive design to attempt 

a systematic and objective depiction of how wealth and fame are presented in Drum. The study 

population comprised Drum issues printed in the 12 months beginning January 2017 up to De-

cember 2017. A non-probability purposive sampling approach was used to select informative 

stories relevant to the study’s objectives. The study collected primary data from the travel section 

of Drum. Discourse analysis method was used to collect qualitative data from the sampled maga-

zines. A roster of the features was printed and reviewed by the researcher for the context to be 

taken into consideration. Four tools were used to guide data collection, namely the Vocabulary 

Tool, Fill In Tool, Significance Building Tool and Topics and Themes Tool. Discourse analysis 

was used to analyse the collected qualitative data. The results were presented thematically ac-

cording to the study objectives. The findings showed that Drum builds frames of fame and 

wealth around selected individuals even when they are not as wealthy or famous as the magazine 

presents them. Drum does not also acknowledge that there are wealthy and famous people who 

do not take the said vacations. Therefore, it was concluded that Drum was designed to serve the 

needs and whims of a settled urban society and help them ‘dream’ of a better life. Subsequently, 

the study recommends that the Drum should be impartial in the representation of all forms of 

wealth.  
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CHAPTER ONE: INTRODUCTION 

The present study examines the representation of wealth and fame in Drum Magazine. As 

a product of print media, the portrayal of wealth and fame are endearing features in a number of 

magazines.  Magazines form part of print media but unlike newspapers that are printed daily for 

the public, magazines are printed periodically and often for a specific group of people. The first 

magazine to be published was Erbauliche Monaths-Unterredgunden (Edifying Monthly Discus-

sions) in 1663 in Germany as a first in Germany and the whole world. Since then, magazines 

have evolved from book-like black and white publication to colourful publications with models 

or other celebrities gracing their covers.  

1.1 Background to the Study 

In most societies around the world, wealth and fame is part of human condition and 

drives. Human beings are always working to acquire wealth, which is likely to lead to fame. As 

such, wealth and fame is our society’s most powerful force, and those that have it become the 

super elite of our contemporary culture. Neuman (2013) has pointed out that wealth and fame is 

an important part of society. According to Reis, Collins and Berscheid (2000), wealth and fame 

is critical in the society as it influences behaviour. It is instructive to point out that wealth and 

fame is a defining feature of materialistic power. Here, power is used to mean ability to influ-

ence, control and even afford most of the human needs that are otherwise beyond means for ma-

jority of people. Therefore, based on the centrality of wealth and fame in the society, one expects 

that it would be important in social psychology and study of relationships. In as much as we 

acknowledge that power affects relationship dynamics, and influences interpersonal relation-

ships, enough studies have not been done on the subject (French & Raven, 1959; Thibaut & Kel-

ley, 2012). 
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In post-modernism world, wealth is manifest through someone’s worth based on mone-

tary value. Jacobs, Caraca, Fiorini, Hoedl, Nagan, Reuter and Zucconi (2018) have averred that 

economists consider money as a medium of exchange as it boosts one’s purchasing power. Ac-

cordingly, money is a source of status and social prestige, a provider of physical and psychologi-

cal security, a contributing factor to human welfare and well-being, a basis for military strength, 

a source of public influence and political power. However, these terms merely describe its major 

functions without really explaining what money is (Jacobs et al., 2018). Generally, money is an 

evolving symbol of economic value and social power, which is believed to represent wealthy sta-

tus in the contemporary society. 

Adolescents and young adults use mass media largely. Figures from the United States and 

United Kingdom, show that they spend around 2.8 hours a day watching television (Larson & 

Verma, 2017). In addition, they also use other media channels (Giles & Maltby, 2013). The 

availability of different media channels is likely to expose individuals who can access them to a 

great number of influential figures.  

Popular media has a big impact on most spheres of our lives. Sanders (2009) has affirmed 

that consumer magazines, for example, are intertwined with entertainment, fashion and music. 

The intertwinement makes it almost impossible for consumers to differentiate reality from fanta-

sy when consuming these popular media forms. Similarly, television, newspaper, radio, maga-

zines and film, are part of the mass media; though the consumers do not actively consume the 

information put forward by the media (Clarke, 2009). These magazines are seen mainly as a 

form of relaxation and pleasure; they still influence our understanding of sexuality and its chang-

ing meanings (Clarke, 2009). Thus as they are meant for entertainment they still influence per-

ceptions. 
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In most societies, especially in the contemporary society, famous and wealthy people are 

adorable. Moreover, since media gives its audience what they want as experienced in their daily 

life, media uses the prominence news value to cover them. However, not every famous person is 

wealthy. Some are famous for their good deeds while others are famous for all wrong reasons. 

Either way, media has capability of nurturing character as well as character assassination in 

equal measures. According to Mutuku (2019), media representations shape the way we view oth-

ers and issues, and even if the perception given is factually inaccurate, more often than not, we 

do not question because most likely it is in line with the prevailing cultural stereotype. Therefore, 

media representations reinforce media ideologies and consumer expectations. 

Sanders (2009) has argued that digital editing has led to a world that is not real thus it is 

impossible to actualize or attain. The way in which media resources and provokes the general 

audience to interpret issues varies according to general forms and uses. Talbot, Atkinson and At-

kinson (2003) has argued that media is more accessible to many audiences in recent times domi-

nating, partly or fully replacing more traditional sources of information such as the church, trade 

unions and so on. Media makes powerful contributions to our understanding of what is public 

and what is private in contemporary life. In doing this, the media tend to naturalize these distinc-

tions so that they appear as common sense. This clearly highlights the power of the media and 

reinforces media’s ability to influence and contribute to our understanding and interpretation of 

societal issues. 

Shekhovtsov (2000) has stated that mass media evidently creates a worldview that gives 

an insight into the nature of human beings. Pironkova (2000) concurred with Shekhovtsov (2000) 

and contributed to the argument by saying that mass media adds to the meaning of events in our 

word. According to Morley and Robins (1999), there is an tangible change in the patterns of 
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communication, its speed and capacity as well as in its impact and also some great revolutions in 

power and mass communication, how culture of media has transformed and so on. 

1.1.1 Portrayal of Wealth and Fame in Magazines  

Fame is a creation of mass society, which has span generations, mostly urban, in where 

some people are placed on a pedestal for their actions. Braudy (2016) has traced this process to 

Alexander the Great and the Roman Empire. Fame may be felt and achieved differently, depend-

ing on which actions an individual performs. For instance, the experiences of a pop star may vary 

from those of a star athlete, as pop culture and standards for fame keep shifting. Even at the ar-

dent of history the fame of great hunters, narrators, warriors, and wizards was of great value and 

difficult to attain or emulate. The historical records tell the levels that individuals went to attain 

fame, others bordering on absurdity and theatrics (Braudy, 2016). 

Framing then is an important to media since they can put forth ideologies and influence 

prominence by magnifying certain issues while trivializing others to create a particular agenda to 

their audience. According to Kendall (2011), a frame constitutes a story line or an unfolding nar-

rative about an issue. These narratives organize experience and bring order to events. As such, 

they wield power because they influence how audience makes sense of the world. By the time 

readers and viewers gain access to media products, they customarily have undergone an exten-

sive process of review and filtration. Kendall (2011) has further pointed out that media portrays 

social class in a loop-sided manner that seems to suggest that we do not receive “raw” infor-

mation or “mere” entertainment that accurately reflects the realities of life in different classes. 

However, it shows that, audiences are receiving formulaic products that have been previously 

sanitized and schematized so that readers and viewers do not have to think for themselves or deal 

with the underlying problems of contemporary society. 
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1.1.2 Drum Magazine 

The publishing of magazines in Kenya started around the 1970s. Joe Magazine, founded 

by Hilary Ng’weno and Terry Hirst, is an example of one of the first magazines, and artist re-

spectively. The magazine was mostly humorous using art and fiction to comment on the political, 

cultural and social situation of Kenya at the time. It mainly targeted the people living in urban 

areas. It later tried to change its audience to include the people in rural areas but lost market and 

shut down in 1979. During this period, Drum Magazine (henceforth Drum) became household 

names dealing with social issues amongst the middle class. In the 1980s, other magazines in 

Kenya emerged such as Weekly Review that handled political and business issues. Since then 

magazines have become more and more popular as magazines such as Parents, Homes Kenya, 

Mum and Dad and Her among others joined the stands (Ibrahim, 1989). 

Drum is dominant in Kenya and was initially known as The African Drum. Robert Crisp 

launched it in South Africa. At its inception, it targeted the emancipation of the blacks in South 

Africa. As a result, it was very popular among the middle class and politicians. Given the politi-

cal situation in Kenya at the time, Kenya became a ready market for the Drum. It transformed 

from a political focus to a more social one after it was sold to Media24 of South Africa (Maloba, 

2016). It transformed to become more Kenyan after Carol Mandi bought the rights to publish it 

locally in 2011. Marriages and couples in general is one of the focuses in the Drum. The couples 

featured are those of very popular Kenyans and in most cases famous. This is intentional as the 

magazine targets to influence young people in the dating scene in Nairobi and its surroundings. It 

has so far featured couples such as ‘The Tujus’ in 2011, ‘The Arungas’ in 2010 and ‘Radull and 

Mike’ in 2009. The magazine has since influenced very many people through its publicity (Ma-
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loba, 2016). 

1.2 Research Problem 

Media plays an increasingly greater part in the modelling of behaviour, especially for 

young people (Stern, 2005). Often, young people are described as reading magazines for the pur-

poses of entertainment, identity formation, sensation-seeking, coping, and youth-culture identifi-

cation (Stern, 2005). Research has supported the idea that adolescents use media to help define 

the world around them (Arnett, 1995; Brown, Halpern & L‘Engle, 2005). Less able to separate 

reality from fantasy, teens are more likely to respond to the images and archetypes they see and 

read on magazines shows and believe this is normal life (LaFerle, Edwards & Lee, 2000). It is 

not surprising then, to suggest that magazines and media could also affect the way young people 

perceive the reality of dating and modern romance. 

Magazines are popular across the world though a review of the literature on media repre-

sentation of young people indicates that this program genre does not fully receive deserved aca-

demic attention in this field. Most people desires a fulfilled life, which leads some people to do 

anything to achieve this. The study gap is therefore the exploratory desire to understand how 

these magazines construct the meaning of wealth and fame.  

There are few studies, however, that have studied the discourse of fame and wealth more 

especially using the discourse analysis model to provide an understanding on the idea of fame 

and wealth such as Ruiz-Gomez (2019). Studies of discourses of wealth and fame in Kenya are 

scarce, thus an opportunity is available to explore the discourse of fame and wealth as portrayed 

in magazines specifically Drum.   
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1.3 Objectives 

1.3.1 Broad Objective  

The purpose of this research was to critically analyse the discourse of wealth and fame in 

Drum. 

1.3.2 Specific Objectives  

The study sought to fulfil the following specific objectives: 

i. To establish how Drum portrays fame and wealth 

ii. To critique discourses of fame and wealth as used in Drum 

1.4 Research Questions 

The research was guided by the following questions: 

i. How does Drum portray fame and wealth? 

ii. What is the discourse of fame and wealth as used in Drum? 

1.5 Significance of the Study 

This study contributes to theory of wealth and fame since this study sought to explore the 

discourses in the various issues of the magazines, how they are interpreted, and the effect of 

these messages to their audiences. While building on the existing discourse on wealth and fame 

in Kenya, this study formed a reference point for serious academic discourse. The study opens up 

discussion about wealth and fame and encourage further research amongst scholars. This is in-

formed especially by a dearth of academic research on the portrayal of wealth and fame in maga-

zines.   

The study envisages that the findings ascertains how wealth and fame is represented in 

magazines. In this regard, it was important to analyse the relationship between media, wealth, 

and fame because media and communication are important components of contemporary life. By 
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examining a magazine such as Drum, the research seeks to establish how wealth and fame is 

(re)presented. 

1.6 Scope of the Study 

This study focused on the way the discourse of fame and wealth is portrayed in maga-

zines. The study used Drum, which is a monthly production magazine that is read in the Kenyan 

society across all social status. The magazine received an estimated 1.2 million readers per issue. 

Although it would have been better to use varied productions, the time scope to carry out this 

research did not allow comparison of many print productions to reveal varied ideologies of dif-

ferent media. In addition, the study findings is sufficient tom draw generalizations regarding the 

portrayal of wealth and fame. 
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CHAPTER TWO: LITERATURE REVIEW 

This chapter is a critical reading and analysis of literature related to the problem under 

study. Literature review involves revisiting and analysing other scholars’ work related to repre-

sentation of fame and wealth in the media in general and magazines in particular. In addition, the 

chapter explored the theories that guided the study.  

2.1 Discourses of Fame and Wealth  

This section addresses itself to scholarship related to wealth and fame. In the main, the 

section focuses on societal view and perception of wealth and fame. Mooney (2017) has stated 

that wealth is may be the most admired and highly desired indicator of success and individual 

achievement. According to Mooney (2017), money is then believed to stand for human value(s) 

in a clearly identifiable and measurable manner. It is also noteworthy to point out that we are not 

ruling out other measures of success in the society. However, while other means of social capital 

may be both long lasting and rewarding, the equating of wealth to goodness is hegemonic hence; 

famous and wealthy people have thud created fascination and are therefore admired across cul-

tures (Mooney, 2017).  

Advances in technology such as the big screen or TV have created cultural shifts, and in 

turn, each has brought the creation of a new set of idols in larger numbers than before (Duffy, 

2017). In today’s increasingly digital world, we are witnessing the explosive growth of this gen-

eration’s new idols who owe their fame to social media, better known as social media influenc-

ers. This has resulted in an unprecedented number of fame-seekers using social media as the 

gateway to self-promotion (García, 2017), even if in reality only a few get the kind of recogni-

tion that can be converted into money. Despite of this, not all forms of attention lead to profit on 

social media. Social media has given ordinary people the tools to sell the self a spectacle and get 
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instant rewards through followers and subscribers. The individual has to upload material and 

photos constantly in order to convert the self into an online sensation thus earning from it. 

Fame is not only a feature in contemporary society. For instance, heroes in the past were 

revered and envy of the people. Heroes have some form of greatness and basic humanness, 

which ordinary people tend to be curious about (Lindberg, Maddow-Zimet & Boonstra, 2016). 

For instance, during ancient Greece, fame was achieved through language. Language was a hot 

topic and decisions were made through speech acts such as deliberations and voting. This was a 

political skill of the age and those who could speak or write well could influence public debates. 

No wonder an outspoken thinker entered the agora to declare that language can be used as means 

to not only to influence, but also to understand humans (Suurmond, 2005). Accordingly, Aristo-

tle observed that spoken words are symbols of mental experience and written words are symbols 

of spoken words (350 BCE, p. 1). Plato and Epicurus argued about the exact meaning of words 

but all shared the assumption that terms have meaning insofar they refer to the ‘essences’ of 

things. However, this idea was challenged in 20th Century by language philosophers (Suurmond, 

2005). 

Holmes and Redmond (2016) have opined that the mass media has the singular potential 

to set agendas for society in which they are embedded. It may not tell us what to think, but they 

have become successful in telling and suggesting to the reader what to think. Similarly, the me-

dia confers status on personalities by placing due or undue importance on them, thus increasing 

their exposure and power. A plethora of studies has also indicated that media influence and en-

courage its audience to adopt new practices, worldviews and identities through framing more sa-

lience on their preferences. 

Younger generations are perhaps affected the most by the culture of the famous since 
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most of them are still in that contemplative age. This is the age of uncertainty, negotiating future 

goals and aspirations. What young people are exposed to during their youth, what skills they 

learn and what skills they develop are very important in shaping their identities (Rojek, 2012). 

One of the ways in which young people express their youthfulness in today’s youth culture is 

through new technologies and the media. Young people seek to define who they are through 

what they wear, their peculiar jargon, experiences, hairstyles, group associations among others. 

Accordingly, images from the media such as magazines often provide the external basis from 

which young people will benchmark their thoughts, dreams, opinions, preferences, and associa-

tions (Cashmore & Parker, 2013). 

2.2 Portrayal of Fame and Wealth in Magazines 

The depiction of fame and wealth in magazines forms the basis of the discussion in this 

section. De Vreese (2005) has suggested that both framing and media frames can also be studied 

as a communicative process. This is because both framing and communication are dynamic, ev-

er-changing and fluid and they consist of frame building and frame setting. Conceptually, frame 

building encapsulates all those aspects of news and information that determine the internal struc-

tures of each news story. Frame setting, on its part, involves the interactions in print media 

frames as well as the comprehension and dispositions of readers of newspapers. In particular, 

frame setting helps readers to translate news stories about wealth and fame in the newspapers. 

According to De Vreese, frame setting has been investigated thoroughly in an attempt to explore 

and capture the scope and circumstances under which audiences reflect and mirror the media 

frames availed to them.  

Ross (2010) has indicated that the news media routinely reinforce dominant norms and 

values prevailing in any society. This is normally achieved through news analysis and evalua-
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tions, and not just a mere reporting of events or facts. According to Nesbitt-Larking (2007), news 

analysis and evaluations of fame and wealth, for instance, involve filtering, selecting, and em-

phasizing certain events in an article. De Vreese (2005) has also argued framing is a central 

component of this process since news and media frames determine what is excluded, what is in-

cluded, what is seen as salient and what is regarded as being unimportant and, thus, de-

emphasized and discarded. Framing happens because no single story concerning fame and 

wealth can be described in its entirety within the limited space and time demands in media or-

ganizations. In this case, space and time constraints compel media practitioners especially in the 

print media to use frames, stereotypes, and shortcuts. In so doing, they ensure the gist of any sto-

ry about wealth and fame is comprehensible to the readers (Nesbitt-Larking, 2007). 

It is instructive to point out that media in general plays a significant role in influencing 

people in different ways. On the place of media in the society, Oates (2008) and Corner and Pels 

(2003) have observed that all societies communicate, share, and attempt to come to terms with 

social issues through the mass media. For example, the media is pivotal in politics since it pro-

vides the public sphere in which the identities and qualities of different political leaders are ei-

ther constructed or/and deconstructed. In addition, qualities are used as criteria to disqualify cer-

tain individuals from becoming public political office-bearers. To this end, it can be said that the 

media influences how voters conceptualize political issues as well as their political leaders 

(Ramsden, 2006). Similarly, in terms of the (re)presentation of wealth and fame, the media great-

ly influences the conceptualization and worldview of its audience. This happens in the manner in 

which wealth and fame is interpreted, viewed and even envied by those who are incapable to af-

ford.  

In the contemporary society, the media provides its audience with words and phrases that 
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they in turn use when describing matters related to wealth and fame. The question that arises 

from such an observation is whether the audience readily accepts, consumes and models what the 

media provides for them. If this is the case, then the same implies that the audience is composed 

of irrational consumers of material and information. According to Popkin (2004), people do not 

always make inferences about wealth and fame based solely on what they listen to, see, and read 

in the media. This is because people are rational enough to make their own independent judg-

ments about wealth and fame and all other social issues that confront them daily. 

The portrayal of gender in media has also been a debatable and curious topic. Scholars, 

such as Murray (2010) and Leeper (2011), have argued that there are major gender differences in 

the way the media covers the views of females compared to their male counterparts. For exam-

ple, most of the media tends to give less coverage as well as low priority and prominence to the 

views of females as compared to their male counterparts. Moreover, if there is coverage of fe-

male views, it is likely to be negative and stereotypical (Carroll & Schreiber, 1997). Leeper 

(2011) similarly noted that stereotypes are usually employed when females are framed as being 

more competent at handling such issues as poverty, education, and environment, childcare and 

healthcare while males are framed as being more adept at dealing with issues related to the econ-

omy, foreign policy, national security, and defence.  

Diekman and Eagley (2000) observed that research on stereotypes and the use of gen-

dered terms suggest that males are perceived generally as possessing instrumental traits. Some of 

the traits include boldness, rationality, unemotional, hardworking, untrustworthiness, vitality, 

competitiveness, effectiveness, toughness, intelligence, aggressiveness, knowledgeable, inde-

pendence, and ambitious. On the other hand, the expressive traits associated with females include 

gentleness, honesty, weakness, attractiveness, passivity, emotional, uninformed, and unintelli-
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gence (Carroll & Schreiber, 1997; Khan, 1996). 

Additionally, the media has ability to sensitize, inform and agitate for change. This there-

fore requires that the public can use media to advance different agenda pertinent to their experi-

ences and society. For instance, women should be able to count on media to promote gender 

parity and diversity in content and to refrain from stereotypical portrayals. Ross and Carter 

(2011) and Winseck and Jin (2011) have argued that the creation, production and control of me-

dia content are still largely dominated by men. In addition, media proffers a damaging represen-

tation of women due to the limited number of women media professionals. This infers that wom-

en in magazine media may be represented in a way that suits those controlling media’s produc-

tion process. Gender biases and prejudices have become so endemic in media production that 

most stories are conveyed through the voices of men. This emphasizes the power of the media 

and the numerous spheres that media influence. 

Prominence is a news value that is applied to determine newsworthy gestures which in 

turn forms an aspect of fame. Temple (2010) argues that even though all human beings were cre-

ated equal, there are some that are more newsworthy than are others. This may be so because of 

their public position, entertainment value or unusual traits. According to Temple (2010), people 

who have achieved greatness attract readers’ interest, the famous and the infamous exercise spe-

cial appeal to the public. It is for this reason that magazines are fond of using famous people to 

attract more sales. 

2.3 Interpretation of Wealth and Fame in Magazines 

In order to understand the (re)presentation of wealth and fame in the study, there is need 

to understand the meaning and comprehension of the same by the audience. McQuail (2010) has 

underscored the need to assess the role of media in society. According to McQuail, there is a 
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need for analytical rigor in addressing issues relating to the power and influence of media. This 

is informed by the fact that the representation of events and issues, as well as how audiences in-

terpret them, contribute to the shaping of opinions and views.  

The media provides information and enjoyment to audiences who rely on media to pro-

vide a conceptual representation of the world. Geraghty (1996) has argued that in order to under-

stand media, one has to assess issues such as priority of media content, ownership and profit 

making and impact of media messages on how people contextualize everyday issues. Geraghty’s 

(1996) ideas advanced in the Report on Transformation of Print and Digital Media were ger-

mane to this study since the study employed them to assess and explore the representation of 

fame and wealth in magazines and its influence on identity construction.  

Media undoubtedly plays an important role in constructing identity. Durham and Kellner 

(2001) have averred that products of media culture provide material out of which we forge our 

very identities; our sense of selfhood; our notion of what it means to be male or female; our 

sense of class, of ethnicity and race, of nationality, of sexuality; and of ‘us’ and ‘them’. In this 

regard, media products construct social life, which in turn is appropriated by audiences (Haber-

mas, 1989). In this case, media products shape the audience’s perception of people, issues and 

events and affects the audience’s lives in immeasurable ways.  

According to Mooney (2017), being wealthy is then a matter of possessing the right in-

formation and behaviour. The process of becoming wealthy involves audiences changing their 

worldview and its laws, thinking about their interactions to this world from a different viewpoint 

and forming a different identity. Therefore, the steps to becoming wealthy, supersedes the need 

to accumulate money, but inclines to an effect (Mooney, 2017). Mooney further argues that the  

functions of language is ideational making it possible to link texts in a wider social context and 
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to conceptualize them as connected to particular practices, principles (worldviews), motivations 

and effects. This study, therefore, examined how Drum (re)presented and promoted notions of 

fame and wealthy.  

2.4 Theoretical Review 

This study was guided by the Framing Theory. 

2.4.1 Framing Theory  

The Framing Theory was first used in the social sciences by Bateson (1955). He em-

ployed the concept of “frame” to describe how presumptions influence how people interpret 

and assess a given situation or object. The framing information theory states that media does not 

present an objective view of the world. News frames are portrayed at two levels: as principles 

mentally stored for processing information and as a characteristic of news text. This shows how 

the media resulting in a completely different outcome can manipulate similar incidents. The most 

effective international mass media propaganda relies upon framing rather than on falsehood. By 

bending the truth rather than breaking it, using emphasis and other auxiliary embellishments, in-

ternational media create a desired impression without resorting to explicit advocacy and without 

departing too far from the appearance of objectivity. Framing is achieved in the way the news is 

packaged, the amount of exposure, the placement (front page or buried within, lead story or last), 

the tone of presentation (sympathetic or slighting), the headlines and photographs (Thussu, 

2002). 

Frames are developed by providing, repeating and thereby reinforcing words and visual 

images in reference to some ideas and not others. Frames work to make some ideas more salient, 

others less salient and others invisible. A frame, therefore, is defined as a central organizing idea 

for making sense of relevant events and suggesting what is at issue. Media frames, which are 
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largely unspoken and unacknowledged, organize the world both for journalists who report it and, 

to some important degree, for those who rely on their reports. There can be more than one frame 

in a single news story. This could be sponsored by the journalist in the lead sentence that he or 

she chooses or the sources quoted. The sources are also potential sponsors of certain frames and 

their statements depend on which frame they sponsor (Thussu, 2002). 

Several studies have pointed out that framing emanated from cognitive psychology and 

anthropology before it was adopted in other fields such as communication. In Mass communica-

tion, news value dictates what is considered as newsworthy. Therefore, even though anything can 

be news, the gatekeepers limit on what becomes news using news value as a yardstick (Mutuku, 

2019). Consequently, some events are covered while others are ignored. Tuchman (1978) argued 

that this could be compared to the case of a photographer who chooses which lens to take which 

photo and which affects a photograph. The journalists similarly choose news frame in a way that 

eventually affects the way reader’s views and understand a story angle and frame. Bonn (2010) 

observed that media bring audience attention to specific aspects of an issue while at the same 

time excluding other elements in the articles; hence, the media gives meaning to issues. 

Media has power over the cultural internalization of meaning by its portrayal of what is 

represented, and the coverage it receives along with the implied message (Hall, 2002). The me-

dia shapes and frames the audience’s perception of the real world. Media sets standards to socie-

ty as to what is more valuable, modern and commendable so that society can emulate. According 

to Hall (2002), as a society, our maps of reality are dictated by what we see through the media. 

Therefore, media is viewed, as an ideological apparatus that uses representation to bind society 

to sovereign powers by will rather than pressure. 

Hall (2002) argued that the control of news content feeds implied meanings by those it 
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represents as well as by those underrepresented. This is achieved through news selection, use of 

frames and other mediated techniques used by the news gatekeepers. This subtly promotes cer-

tain norms, values, ideologies and perspectives while downplaying others. This explains how 

preferred mediated perceptions on certain societal issues, values, ideas and viewpoints see the 

‘light’ of the day while others are ‘killed’ (Mutuku, 2019). 
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CHAPTER THREE: RESEARCH METHODOLOGY 

This chapter explains the entire process that the researcher used to obtain the information 

as well as data collection methods and data analysis. This includes the research approach, study 

population, data collection technique and data analysis method and presentation. 

3.1 Research Design 

According to Wyke (2013), research design articulates what data is required, what meth-

ods are going to be used to collect and analyse data and how this is going to answer the research 

questions. Using descriptive design, this study systematically and objectively established a factu-

al picture of how wealth and fame is presented in Drum magazines in Kenya. The research used 

discourse analysis approach to collect data. Discourse analysis was chosen for this study based 

on Gee's (2011) argument that discourse analysis is more trustworthy and valid method as the 

analysis offers compatible and convincing answers. Thus, it gives a clear way of identifying the 

presentational choices being put forward.    

3.2 Study Population 

The study population was the Drum issues printed for a period of 12 months starting from 

January 2017 up to December 2017. These are one of the most recent publications and therefore 

painted a clear and immediate picture on presentation of fame and wealth in the magazine. A 

discourse analysis of travel section in the magazine was done. Texts and images that depicted 

fame and wealth in this section were chosen for analysis. 

3.3 Sampling Technique 

A non-probability purposive sampling approach was used. According to Mugenda and 

Mugenda (2003), non-probability purposive sampling technique allows a researcher to use cases 

that have the required information with respect to the objectives of the study. Therefore, informa-



 

 

20 

 

 

tive stories, relevant to the study’s objectives, were used.  

3.4 Data Collection Methods 

The study collected primary data from Drum on the travel section. Discourse analysis 

method was used to collect qualitative data from the sampled magazines. A roster of the features 

was printed and reviewed by the researcher for the context to be taken into consideration. Data 

was collected using James Paul Gee (2011) discourse analysis toolkit. Four tools were used on 

the study to bring out how Drum (re)present fame and wealth. These tools were: Vocabulary 

Tool, Fill In Tool, Significance Building Tool and Topics and Themes Tool. The vocabulary tool 

examined the text in terms of style, register and the purpose for the given communication. Sig-

nificance Building Tool was used to examine how Drum build up or lessen significance (im-

portance, relevance) for fame and wealth in text. Topics and Themes Tool was used to examine 

how Drum creates fame and wealth theme in text. Fill in Tool on the other hand, was used to an-

alyse images in terms of elements that seemed to be an important "part" out of which the whole 

image was composed. Gee (2011) argued that any image communicates (has meaning) only in 

context and leaves much "unsaid," assuming it will be filled in by people’s knowledge of the 

context, including their cultural knowledge and former experience with such images.  

3.5 Data Analysis  

Discourse analysis was used to analyse qualitative data generated by the study. In particu-

lar, focus was on the contents of the sampled magazines concerning fame and wealth. The results 

were presented thematically and in a narrative format in accordance with the specific objectives 

of the study. Discourse analysis was used to analyse texts and images in Drum magazine. A con-

tent analysis study has to adhere to scientific rigor to be considered effective. Neuendorf (2002) 

has asserted that for content analysis to be scientific, it needs to conform to various criteria con-
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sidered to be acceptable in a scientific method, namely: inter alia being reliable and valid. The 

texts and images containing specific discourses were described, interpreted and explained in de-

tail before conclusion was made.  

3.5.1 Reliability 

Discourse analysis is reliable method of data collection and analysis. This is because dis-

course analysis is more trustworthy and valid method since the analysis offers compatible and 

convincing answers. Thus, it gives a straightforward way of identifying the portrayal of fame and 

wealth. The study used clearly stipulated discourse analysis tools in data collection and analysis 

to ensure validity and reliability of the study that can be replicated.  

3.5.2 Validity 

Validity is described generally in research texts, as the degree to which a particular re-

search instrument measures what it needs to measure (Leedy & Ormrod, 2005). Various 

measures for determining validity exist. Neuendorf (2002) identified five types of validity, name-

ly: external validity, face validity, criterion validity, content validity and construct validity. The 

study used face and content validity. Face validity is the extent to which the measure fits what is 

expected, or generally believed to be true (Krippendorff, 2004). Content validity refers to the de-

gree of completeness of the measure, in other words, whether it manifests everything the concept 

represents (Neuendorf, 2002). In this study, content validity was measured in terms of the com-

prehensiveness of the category descriptions.  

Discourse analysis is argued to be more valid than other methods since it can be applied 

to related sorts of data. This includes being able to make sense of what has come before and after 

the situation being analysed and being able to predict the sorts of things that might happen in re-

lated sorts of situations. Part of what makes a discourse analysis valid, then, is that the analyst is 
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able to argue that the communicative functions being uncovered in the analysis are linked to 

grammatical devices that manifestly can and do serve these functions, according to the judg-

ments of "native speakers" of the social languages involved and the analyses of linguists. 

3.6 Ethical Considerations 

My research dealt with documented information, which is available in the public domain. 

The celebrities covered in this research are public figures and, as such, the researcher ensured 

that their privacy was not intruded. The research was limited to the Drum Magazine with citation 

from relevant sources to bolster the researcher's objectivity. The researcher also observed the 

University-recommended APA citation and plagiarism requirements. 
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CHAPTER FOUR: DATA PRESENTATION, ANALYSIS AND INTERPRETATION 

This chapter focuses on the analysis of the collected data guided by the research objec-

tives. The data was collected from copies of Drum published between January and December 

2017. According to Nesbitt-Larking (2007), news analysis and evaluations of fame and wealth, 

for instance, involve filtering, selecting, and emphasizing certain events in an article. In this re-

gard, travel section of the Drum Magazine was chosen for critical analysis in the study. Besides, 

this study did not analyse celebrity stories because of the assumptions on their direct association 

with fame and wealth, hence, feature stories on travel destinations were most appropriate hence 

their selection. The study used James Paul Gee's (2011) discourse analysis to analyse features 

basing on three tools, namely Vocabulary Tool, Topics and Themes Tool and Significance 

Building Tool. The feature images were analysed using Fill in Tool. The findings were repre-

sented through discussion in the following sections below. 

4.1 Portrayal of Fame and Wealth in Drum 

Using the four tools of discourse analysis, the examined how the magazine portrayed 

fame and wealth in its pages. The findings from the primary texts is presented guided by the 

three tools as advanced by discourse analysis starting with the vocabulary tool below. 

4.1.1 Vocabulary Tool 

Vocabulary tool was used to assess words, the styles, word types and the register used in 

portraying wealth and fame. This approach is significant as it facilitates the analysis of how the 

vocabulary used contributes to the message in the portrayal of fame and wealth. In my endeavour 

to find out vocabulary used, all the travel features in Drum Magazine published in 2017 were 

analysed individually before a conclusion was made based on the portrayal of fame and wealth in 

the magazine.  
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 Figure 1 

 June 2017 Issue 
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Figure 1 above is taken from the June 2017 issue. In this publication, the magazine had 

its travel feature headline as “Stars on the Islands”. The use of this headline was deliberate to 

connote the fame that comes with travelling to exotic places. The word ‘stars’ here is used to 

elicit different interpretations and meaning associated with travel. Ordinarily, the word star is 

used to imply people who have achieved much, excelled among others. Therefore, in this con-
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text, the word star is used to connote celebrity status possible from the celebrities who had visit-

ed these islands. Another form of fame was depicted when the writer said that Islands are the to-

go gateways for most tinsel. The word ‘most’ used here depicted prominence. Six islands were 

discussed in the June issue; Bora Bora, The Maldives, Bali, Crete (Greece), Turtle Island (Fiji) 

and St. Barts (French West Indies). 

The travel feature in the June 2017 publication used words that connoted preponderance 

through use of superlatives to depict fame and wealth. For instance, Crete is the largest Island in 

Greece, thus making it famous to stand out over the other Islands in Greece. In terms of wealth 

portrayal, Elounda Bay has some of the most expensive hotels in Crete. The word ‘expensive’ 

depicted luxury and extravagance. Turtle Island (Fiji) was termed as one of the most tranquil 

places on earth, hence making it famous in terms of tranquillity. While St. Barts (French West 

Indies) was said to have become one of the hottest celebrity destinations in the world, thus, por-

traying fame that comes with celebrity status. Bora Bora was said to be one of the most sought-

after celebrity vacation destinations and honeymoon paradise. The usage of the word ‘most’ and 

the inclusion of celebrities in the sentence above depicts fame. 

The February copy in Figure 8 had its title as “Going West.” This was based on traveling 

to West Africa and Senegal in particular. Senegal is said to be rich in culture and history. Alt-

hough there are other larger slave trade points in West Africa, Goree stands out due to its strate-

gic position and its historical relevance. In making Senegal stand out than the rest of West Afri-

can countries do, the feature captured the fame of having Senegal as a destination.  

In the February issue, fame and wealth is portrayed by referring to features such as mon-

uments as ‘the majestic African Renaissance monument’, which is Africa’s tallest statue. In addi-

tion, fame and wealth in the February copy is depicted by the mention of Ifan museum of African 
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Arts. The museum is the oldest museum in West Africa. Of note here is that museums symbolize 

rich culture and history especially in Africa. Furthermore, fame is depicted in the February issue 

when Goree Island is referred to as ‘the house of slaves.’ The use of the definite article implies 

that the Island is known to the reader or audience.  

The same Island was termed as a UN World Heritage site, thus, making it famous 

through association. Fame is also depicted by pointing out that ‘World leaders’ such as Barack 

Obama and Nelson Mandela made courteous visits to the island. The inclusion Obama and Man-

dela, revered world leaders of their times, is associated with fame. This is because the same Is-

lands have been visited by other people but since they are not famous, they are not mentioned. 

Therefore, by mentioning Mandela and Obama, the publications seem to persuade the audience 

into visiting the Island.  

In terms of wealth portrayals, Senegal is one of the African countries that is rich in cul-

ture and history and full of hidden treasures in its museums. Wealth was also portrayed in terms 

of slave trade and how one’s price was determined, depending on their gender. According to the 

article, the price of male slaves was determined by their build and the female by their virginity.  

The cost of African Renaissance Monument, which was said to $27 million, also depicted 

wealth and power as it was calculated in terms of money using the most powerful currency in the 

world, the dollar. Jacobs et al. (2018) have pointed out that money is always changing in the 

ways it represents value in terms of power and economics thus it is believed to stand for wealthy 

status in our current world. Wealth is also represented by the words ‘majestic’ and ‘grandiose’ to 

represent power. Jacobs et al. have observed that money then stands as the overall power and 

means for a society to achieve its aspirations and goals in every aspect of life. Money and society 

have interdependence where one of the entities cannot exist exclusively. 
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In the October-November Issue in Figure 3, fame is depicted when funicular was de-

scribed as the ‘shortest’ passenger railway in the world. The Nikola Subic Zrinski Square is also 

said to have the ‘oldest’ meteorological post, hence, giving it fame. Likewise, Plitvice Lakes Na-

tional Park portray fame when it is said to be the ‘oldest park in Croatia. In addition, fame is also 

represented when Veliki Slap is said to be the ‘largest’ waterfall. Through carefully selected vo-

cabulary, the feature capture what they want to advance and exclude what they are not interested 

in. According to De Vreese (2005), media frames determine what is excluded, what is included, 

what is seen as salient and what is regarded as being unimportant and, thus, de-emphasized and 

discarded. 

Fame was also depicted through exclusion, especially when the Stone Gate was described 

as ‘the only old town gate built in the Middle Ages that’s still intact.’ The Ban Jelacic symbol-

ized fame as it was said to be ‘the main marketplace back in the day.’ Therefore, its name also 

depicts fame as it is named in honour of Ban (Governor). In similar vein, fame is also created 

through inclusion. The mention of the Governor’s palace and the Croatian Parliament depicted 

prominence and power. In 1979, Plitvice Lakes National Park achieved the prestigious status of 

being named a World Heritage Site by UNESCO, thus, making it prominent. Similarly, while 

describing the Old Town walls, the writer says that the walls had been featured in ‘the popular 

series Game of Thrones’ thus depicting fame. In terms of wealth depiction, Croatia was said to 

be blessed with stunning landscapes, rich culture and history.  

The August Issue in Figure 5 featured Adventure to Durban. This issue represented fame 

and wealth in different ways. The mention of the Big Swing ride as the ‘tallest’ swing in the 

world depict fame. We are also informed that the Wilson Wharf at Durban harbour is the ‘busi-

est’ port in Africa, thus, making it famous. The Moses Mabhida Stadium portrayed fame as it 
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was said to have hosted the 2010 FIFA World Cup. This was a world football competition thus, 

making the stadium prominent by association. In addition, the Durban sunny weather throughout 

the year makes it famous where it is emphasized that it has endless summer. Wealth was present-

ed through the mention of rich culture and art, museum, goldmines, luxury yacht and adventur-

er’s paradise. Luxury yacht brought about class. 

In the May Issue (Figure 6), the feature on what to do in the city of gold was analysed.  

Fame is depicted in several ways. Fame is built in the town of Johannesburg as it is referred to as 

the ‘largest’ city in South Africa. One of these claims to fame is said to be located on one of the 

‘largest’ gold reserves in the world. In addition to fame on this claim, wealth is also depicted in 

the publication. There is also portrayal of Mandela as a world’s ‘greatest’ statesperson.  

The Monte Casino as referred to in the publication is used to depict fame it has hosted 

some of the international performance. The use of the ‘Mandela’ in Mandela House is used to 

advance the discourse of fame. In addition, the publication also advances its depiction of fame by 

referring to Hector Pieterson, who was ‘one of the first’ students to be killed during the Soweto 

uprising in 1976. Lastly, we have the mention of Moyo Restaurant, which is given prominence as 

it is said to be ‘one of the few’ restaurants on the continent that pay true homage to Africa’s culi-

nary tastes. 

Wealth was depicted in this feature in terms of gold reserves and gold museums. There 

were also other kinds of museums in the feature that portrayed wealth in terms of the people’s 

culture and history. In the mention of Mandela House, there is also reference to treasured posses-

sions that depict wealth. Wealth is also depicted in the Soweto Tour where it is said that some of 

South Africa’s ‘wealthiest’ people live.  

In the January Issue, as shown in Figure 7, the magazine discussed beaches that were said 
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to be ‘the best’ in Africa, hence, giving them fame. This meant that there are other beaches but 

the ones that were discussed stood out above the rest. For instance, Watamu is said to be packed 

with world-class kite boarding locations and sea life. Use of the word ‘world-class’ represent 

fame, wealth and class. The inclusion of Malindi Marine Reserve Park is a clear indication of 

fame and wealth. Reserve Parks are believed to accommodate different animal and plant species, 

thus a rich ecosystem.  

In addition, the description of Watamu as having snorkelling and diving areas around the 

offshore coral formations is key in understanding readings of fame. Other places mentioned in 

the feature include Nungwi, which is said to be a popular holiday destination, Belle Mare is de-

scribed as ‘one of the longest’ stretches of beach on the island. Therefore, the unique features 

portrayed in different places in the Island set it apart from others, hence, making it famous. In 

this feature, wealth is represented in Banana Beach where one is expected to spend money to rent 

bamboo Salas for ’fancy’ camping. The word ‘fancy’ as used here implies extravagance and 

class for those who can afford. 

In April Issue (Figure 4), fame is implied when a perfume is said to be ‘the coveted Cha-

nel No.5’. The use of article ‘the’ followed by the word ‘coveted’ before the mention of the per-

fume’s name gave it fame, thus, it looked so special, fashionable and most sought. Wealth that 

touches on class is depicted through the advice that government owned spice farms were afford-

able as compared to private owned. The advice that one should carry enough money meant that 

one should prepare themselves to spend generously while in this place. Buying spices from the 

farms is presented as extravagance since the farms are said to be more expensive than in Stone 

Town. 
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Figure 2  

March 2017 Issue 
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In the March issue as shown in figure 2 above, present fame and wealth as a motivation 

for one to travel to Hawaii. Hawaii is given accolades to entice the reader to make a visit. The 

writer uses comparisons that give Hawaii fame. It was said, “Very few places compare to Ha-
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waii.” The elevation of Hawaii is advanced by the inclusion of a famous and powerful person- 

‘Obama’- who is said to have endorsed the destination by saying that “Even former ‘US Presi-

dent’ ‘Barack Obama’ says so.” The use of article ‘the’ and superlatives are packaged in a way 

that depict fame, thus, attracting readers to the site.  

The helicopter trip in Hawaii is said to be exciting from O’ahu as the helicopter passes 

over Mt. Kilauea, ‘the world’s most active volcano.’ The arrangement of words in the ‘world’s 

most active volcano’ depicts prominence. Similarly, fame is connoted when Hana Highway is 

said to be ‘one of the most memorable’ for a road trip fan. While in Kailua Kona, dolphins are 

described in a way that depict fame. “Dolphins are the cutest, most intelligent animals.” With 

such descriptions and arrangement of words, dolphins are presented as eminent creatures that 

would give the tourists “lasting memories.”  

There is also prominence that is portrayed through use of the suffix ‘ing’ in ‘lasting’ to 

show the never-ending experience. A Trip to Snorkel Kona is described in a manner that implies 

fame. For instance, it is said to be “one of the world’s best reefs.” This implies it was among 

reefs that are considered the best in the world. Fame is also depicted when Puuhonua O Hu-

naunau is said to be “One of the land’s most sacred places.” The term ‘historic’ also connotes 

fame as used when describing Kailua, the village where Hulihee Palace in Hawaii Island is locat-

ed as a ‘historic village.’  

Wealth was also presented in the March Issue where Puuhonua O Hunaunau National 

Historical Park is referred to as being able to ‘immerse’ one with Hawaii’s culture. The word 

‘immerse’ conjures images of richness in Hawaii’s culture. The reference ‘Royal’ ground is a 

pointer to wealth and power while the mention of the same place as a prisoner’s home depicted 

poverty, thus bringing about the issue of social classes. Additionally, the palace was said to have 
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been a vacation home for the 'monarch. The word ‘monarch’ depicts power associated with 

wealth and class. The inclusion of museum in this site also is a pointer to the wealth as it is said 

to hold treasured artefacts, furniture and ornaments.  

Wealth is also depicted through the use of the world’s strongest currency, ‘the American 

dollar.’ The use of the article ‘the’ connotes fame and superiority of this currency. However, 

money is also used to depict class where cashless transactions were given prominence. It was 

said that ‘Hawaii uses the American dollar, but MasterCard, Visa and American Express cards 

are acceptable in most locations.’ The show of economic muscle and wealth is also implied by 

pointing out that ‘Tipping is welcomed- a 15 to 20 percent tip in restaurants is standard.’ Tipping 

is a sign of extravagance and a philanthropic act. In this case, there was a standard on the per-

centage one should tip. This is not possible for the poor people and by saying so, it indirectly im-

plies it can only be done by the wealthy in the society. 

4.1.2 Topics and Themes Tool 

Topics and Themes Tool is used to examine how Drum (re)creates fame and wealth using 

texts. This tool is  used in conjunction with vocabulary tool to examine how semantics depict a 

topic in a given text, the message being communicated and why a particular theme or topic is 

chosen. The study analysed topics and themes that were associated with fame and wealth. 

Mooney (2017) further argues that the  functions of language is ideational making it possible to 

link texts in a wider social context and to conceptualize them as connected to particular practices, 

principles (worldviews), motivations and effects. 

In the June Issue as shown in Figure 1, Bora Bora presents beautiful natural environment 

as it has breath-taking lagoons. Another theme was exploration of the sea and other activities 

such as diving and snorkelling, which brought about enjoyment. Bali presented themes of culture 
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and spiritual nourishment said to bring about relaxation. The Maldives depict themes of unend-

ing beauty, seclusion, serenity, luxury and privacy. All these are packaged to show their rele-

vance to the famous and wealthy. In this publication, it is revealed that celebrities seek seclusion 

during their vacation. To achieve this kind of seclusion and privacy, extra cash is spent which 

denotes luxury and class. The Maldives also depicts theme of class by using ‘world class’ spas.  

Still in the June publication, Crete is said to have pink sandy beaches, charming ocean-

front villages and bewitching scenery. The theme and topic depicted here is attractive and ap-

pealing to the eyes. Turtle Island (Fiji) brings out the theme of exclusivity as it is said to accom-

modate only 14 couples at a time making it a favourite destination for honeymooning partners. 

Celebration connotes social interactions, which is in agreement with what Neuman (2013) has 

pointed out that wealth and fame is important to society as it affects their daily interactions. On 

the other hand, St. Barts (French West Indies) is said to be a luxury vacation gateway, which im-

plies the mood of relaxation and spending of money. 

Another theme portrayed was that of success through use of ‘A-List experience’ in Crete 

and use of ‘A-Listers’ in St. Barts (French West Indies). In this way, to afford such places, one 

has to be successful materially. There is also privacy as a theme as seen in the mention of private 

beaches. Enjoyment is another theme portrayed in Turtle Island (Fiji) where it is said that visitors 

enjoy sea life and kayaking. In addition, extravagance, which connotes materialism, is a theme 

advanced by use of the word ‘splurge’ and ‘luxury.’ Leisure and pleasure are themes brought by 

the mention of activities such as yachting. Themes brought out of the February Issue, according 

to Figure 8, were about history, culture and slavery that are seen as tourist attractions. However, 

all these depict wealth and fame and some brought about controversies in terms of cost and reli-

gion (the Monument). The use of the price-tag frame is used to present the cost of the monument, 
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hence depicting materialism. Kendall (2011) has argued that price-tag framing is used to social-

ize audiences about the cost of items of luxury and the wealthy people who possess them. Slav-

ery presented theme of power and class.  

Several themes emerged in the October-November Issue as demonstrated in Figure 3 be-

low. There is tourism, shopping, swimming and photography, which captures the lifestyle of the 

rich and famous. However, all these activities involve spending money. This portrayal therefore 

promotes a culture of materialism. Pairing of couples was another theme that came out of this 

feature and the writer included her partner in the story that they travelled together. This is meant 

to show that wealthy and famous people travel in pairs. However, noise pollution and human 

traffic snarl up is seen as a hindrance to having good time in Croatia.  
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Figure 3 

October-November 2017 Issue 
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In the May issue (Figure 6), themes associated with fame and wealth are tourism, enter-

tainment, shopping and food. In January Issue (Figure 7), the themes are relaxation, exploration 

and adventures. In the April Issue, according to Figure 4, the themes are similar to those in other 

copies that are based on travelling and enjoying life through spending money on sites that were 

considered tourists’ attractions and classy destinations. According to Berger and Luckmann 

(1966), our view of society is achieved by looking through the eyes of those who are wealthy and 
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have achieved considerable status in society. These same individuals are important in elevating 

the self as we aspire to attain what they have achieved thus we desire to be recognized and ap-

proved by them. In this case, wealthy and famous people were treated with utmost salience and 

audiences look up to them. 

 Figure 4 

April 2017 Issue 
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In the March issue (Figure 2), while presenting fame and wealth, different topics and 

themes are depicted. The deals with travelling for expedition, which brings about relaxations, 

enjoyment, memories and happiness. The feature attached fame and wealth on this activity that 

brought about themes such as money, class and power. Jacobs et al. (2018) have pointed out that 

money is one of the basic collective powers created by humans for social domination. The theme 

of money in the story develops the theme power and class. For instance, the writer uses ‘the 
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American dollar’, which is the world’s strongest currency to bring about power. In addition, 

money is also used to depict class by bringing up cashless transactions through use of Master-

Card, Visa and American Express cards that are believed to be used by the wealth people while 

others use cash. Class was also set on which percentage one should tip in a restaurant.  

To this end, it is worth noting that materialistic culture is the main theme depicted in the 

travel feature of the Drum Magazine. In the Drum, money is depicted as a dominant ingredient 

for a good life a source of happiness.  

4.1.3 Significance Building Tool 

Significance building tool was used to examine how Drum builds up or downplays signif-

icance (by creating salience or trivializing) for fame and wealth in text. Through use of vocabu-

lary tool in semantics, this study examines how fame and wealth significance is built or lessened. 

In June 2017, as shown in Figure 1, fame was built using superlatives, as discussed in 4.1.1. (Bo-

ra Bora is the most sought-after celebrity vacation destinations and honeymoon paradise, thus 

portraying fame. Crete was termed as the largest Island in Greece, thus making it famous over 

the other Islands in Greece while St. Barts [French West Indies] was said to have become one of 

the hottest celebrity destinations in the world, thus, portraying fame). 

In terms of wealth in superlatives, Elounda Bay in Crete was said to have some of the 

most expensive hotels in Crete. Bali was said to have a cultural and deeply spiritual experience, 

hence, depicting richness in these two. In The Maldives, the article said, “This Island offers se-

clusion (which most celebrities seek during vacation).” The inclusion that seclusion is most 

sought by celebrities during vacation, made the Island more salient. However, this seclusion 

comes at an added cost, which further depicted wealth. 

In the June 2017 copy, fame and wealth is also built using semantics. Fame is depicted 
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when Crete is said to be a historical and a mythical place. This place is believed to be the birth-

place of Zeus the god of thunder, according to Greek mythology. The inclusion of this myth 

builds fame of the Island. It was also said to be a popular destination, thus, giving it fame. While 

describing Crete, fame is shown through the use of ‘A-list experience’ and inclusion of Lady 

Gaga who is a celebrity in the music world. This is similar to the way Turtle Island (Fiji) fame is 

depicted through the inclusion that ‘The blue lagoon featuring Brooke Shields was shot here.” So 

was in St. Barts (French West Indies) where words such as ‘A-Listers’ and inclusion of celebri-

ties such as Matt Damon, Simon Cowell and Tamara Mellon. Douglas Kellner (2003) points out 

that “the celebrities of media culture are the heroes of the modern word, the gods of an enter-

tainment hungry society, where money, beauty, success and fame are the goals and ideas of the 

dreaming humanity. 

Similarly, Bora Bora is to have attracted celebrities such as Nicole Kidman, Eva Longo-

ria and Sharon Stone. The Maldives was said to be favourite for celebrities such as the Beckhams 

(David and Victoria) and Tom Cruise. Bali was associated with famous people such as Chris 

Pratt and Anna Farris who were said to have exchanged wedding vows on this island. The inclu-

sion of these celebrities confirmed Sanders (2009) sentiments that these magazines are inter-

twined with, fashion, music, and entertainment. Generally, the word ‘celebrities’ was used to 

signpost fame. Fame is also depicted when Bali is referred to as the Island of the Gods. ‘Gods’ 

depicted supremacy, fame and power.  

Semantics is used to portray wealth in the June copy as well. The use of the word ‘bil-

lionaires’ connoted wealth. These are people whose net worth is calculated in terms of billions. 

There is also use of the word ‘high-end’ shopping, yachting and the glitzy nightlife. High-end 

symbolized expensive, while shopping connoted spending money, yachting portrayed expensive 
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racing or sea cruising which is basically for leisure. The word glitzy nightlife implied a classy 

lifestyle that is expensive, fashionable and attracts attention. There is also the use of the word 

‘splurge’ in St. Barts, which signified spending a lot of money extravagantly or ostentatiously. 

More so, inclusion of museums and archaeological sites that were said to bring past to life depict 

cultural richness, while use of deeply spiritual experience portrayed richness in terms of faith and 

religious matters.  

February copy according to Figure 8 built significance using world leaders like Barack 

Obama and Nelson Mandela, who were said to have visited the Goree Island, thus making it fa-

mous. Additionally, Goree is said to be a UN World Heritage site which depicted prominence 

through association. The relevance of Goree Island is also portrayed through its name as ‘the 

house of slaves’, which has made it famous to travel fans.  

Significance building tool used exclusion and inclusion in the October-November Issue 

to represent fame and wealth as demonstrated in Figure 3. Fame is represented through inclusion 

of Nikola Subic Zrinski square as “the first fountain’ in Zagreb. Similarly, the inclusion that the 

Old Town walls had been featured in ‘the popular series Game of Thrones’ is an indication of 

fame. Fame is also represented through exclusion when the Stone Gate is said to be ‘the only’ 

old town gate built in the Middle Ages that is still intact. In terms of wealth, dominance is im-

plied when The Ban Jelacic is said to be ‘the main’ marketplace. Marketplace is where trading 

takes place; hence, it is seen as a source of income for traders. 

In the August Issue, as seen in Figure 5, fame is depicted by terming the Big Swing ride 

as the ‘tallest’ swing in the world. The Wilson Wharf at Durban harbour, is said to be the busiest 

port in Africa, thus, making it famous. Moses Mabhida Stadium portrayed fame through inclu-

sion that it hosted the 2010 FIFA World Cup. The exclusion of the other three weather seasons in 
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Durban made it famous that it has endless summer.   

 Figure 5 

August 2017 Issue 
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According to the May Issue in Figure 6 below, fame and wealth is depicted through use 

of words that are more salience. Johannesburg is referred to as the largest city in South Africa 

that has many claims to fame. A key one of these many claims of fame is that the city sits upon 

one of the world’s largest gold reserves. Gold reserves in this statement depicts wealth. Mandela 

is described as a world’s greatest statesperson. In this sentence, fame is portrayed in two ways. 
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One because Mandela is a famous person and two because of the use of superlative ‘greatest.’ 

Lindberg et al. (2016) has observed that heroes have some form of greatness and basic human-

ness which people are curious about. In addition, through Monte Casino the inclusion of fame is 

done through the information that some of the international actors like to perform there.  

 Figure 6 

May 2017 Issue 
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In the January Issue in Figure 7, the magazine build significance using words to depict 

more salience. During the introduction, the writer attracts readers’ attention by saying that they 

were going to discover the best beaches across Africa. The writer had a choice to say that they 

were going to discover beaches across Africa, but added the word ‘best’ to connote prominence, 

thus representing fame. Similarly, Watamu was said to have snorkelling and diving areas around 

the offshore coral formations, which is among the ‘best’ in East Africa. The choice of words 

used on Watamu made it appear more salient. 

In the same vein, the inclusion of the word ‘world class’ when describing kite boarding 

locations and sea life depicted class. The inclusion of Watamu as ‘the breeding ground for 

hawksbill turtles’ was a selling point that made Watamu famous. Similarly, Malindi Marine Re-

serve Park was included to depict fame and wealth. Reserve Parks are tourists’ attractions with 

rich natural resources. The inclusion of the word ‘popular’ holiday destination in Nungwi as well 

connoted fame. Belle Mare also had a share of fame through inclusion of the information that it 

has ‘one of the longest’ stretches of beach on the island. Wealth was depicted through the inclu-

sion of the word ‘fancy’ in Banana Beach.  In the April Issue in Figure 4, the use of article ‘the’ 

and the word ‘coveted’ in description of a perfume by the name Chanel No.5 portrayed the per-

fume to be famous. Wealth depictions were also noted by the use of the words ‘affordable,’ 

‘enough money’ and ‘more expensive.’ All this portrayed the importance of having money dur-

ing these travel expeditions hence promoted materialistic culture. The use words such as “afford-

able” and “enough money” presents money as an important ingredient in travelling. This feature 

also showed that your net worth determines your class and the kind of places you can visit for 

excursions.   

Government owned spice farms were said to be affordable compared with the private 
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owned. The advice that one should carry enough money meant that one should prepare them-

selves to spend money. Buying spices from the farms was also seen as a sign of extravagance 

since the farms were said to be more expensive prices than in Stone Town. If the spice farm has 

been selling them for years and they are still selling them, it means that there are buyers who do 

not mind their expenses. 

According to March issue in Figure 2, significance was not built differently from the oth-

er months.  There was use of article ‘the’, suffixes, jargons, superlatives, inclusions and exclu-

sions to make Hawaii more salient. Article ‘the’ was commonly used to signpost fame and domi-

nance. Then there was suffix ‘-ing’ in ‘lasting’ memories’, which symbolized a permanent expe-

rience. Jargons like ‘historic’ were used to depict salience and fame. Comparisons through use of 

superlatives were used to bring about significance of one place over the others. There were also 

inclusions that brought about salience by including famous people names like Barack Obama and 

their endorsements.  For instance, it was said, “Very few places compare to Hawaii - even former 

US President Barack Obama says so.”  

The inclusion of the currency used depict fame, wealth and power especially with ‘the 

American dollar.’ According to Jacobs et al. (2018), money represents a commodity’s value 

when a producer sells his excess production   instead of consuming it himself. As trade and pro-

duction expanded, money then stands for the societal power to produce and exchange a variety of 

goods and services (Jacobs et al., 2018). The inclusion of cashless transactions on the other hand 

depicted class. Other inclusions signified preference through domination. For instance the 

phrases, “one’ of the world’s best reefs’ and also ‘one’ of the land’s most sacred places. Exclu-

sions were also used to present dominance, for instance the words, ‘very few’ in “Very few plac-

es compare to Hawaii.” 
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4.1.4 Fill in Tool 

Fill in tool is used to analyse images in the magazine in terms of elements that seem to be 

an important as they contribute to the overall image, which is being portrayed. Gee (2011) has 

argued that for an image to communicate (or bring out meaning) it must be contextualized and 

leaves a lot "unsaid," believing it will be filled in by people’s contextual knowledge, including 

their knowledge of culture and prior experience of similar images. 

Sanders (2009) has observed that with digital editing a falsified world has been created 

that is difficult or impossible to attain. Magazines have used this digital editing and camera tricks 

to create a ‘perfect’ world. For example, the images in all the magazines portrayed elegance and 

a clean environment. Different colours are used to set the mood and create beautiful sceneries. 

However, these colours are used to fill in the assumptions that people have. For instance, clean 

sea water that has not been polluted is expected to be blue. Therefore, in the magazine all the 

oceanic waters were painted in blue to imply that the environment is not polluted, apart from 

Lake Retba in Senegal (Figure 8) that was said to have pink water in certain times of the year, 

which sets it apart and makes it a tourist attraction.  

Most of the images had blue skies, which connoted that the weather was conducive for 

visitation. However, it is a common knowledge that we have four seasons in a year and that we 

do not always have a clear sky. We have rainy days and we also have nights but all the images 

chose to have bright days’ images just to impress the viewer through deception that this is the 

true picture of the site.  
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Figure 7 

December 2016-January 2017 Issue 
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The vegetation in most of the images analysed during this study were green just to depict 

a clean environment with exception to some images that had colourful vegetation which were 

used to bring out a beautiful scenery. Notably, vegetation colour change with seasons due to 

transpiration, thus, these images were deceiving the reader that this vegetation is always green. 

There is also an assumption that a clean environment is one that is tidy. Therefore, their images 

had a well-arranged setting for leisure, be it for viewing the site, swimming or busking in the sun 

even if the presence of sun at the site is seasonal.  

More so, when human beings are brought in the picture, they were brought in as a pair so 

as to lead the reader into assumption that they were a couple even if they were not. The intention 

was to make the reader believe travelling is more joyous when they do it as a couple. In addition 

to that, there was no human traffic photos in any of the copies analysed, not even in the October-

November Issue (Figure 3) that had complained about human traffic snarl up in Croatia! 

In the February Issue (Figure 8), the monument had a man who was holding a woman 

tight while a baby was perched on his raised muscular biceps. The monument would give a read-

er a perception that these people are a couple and that the baby held was their child. The man’s 

physique and posture imply that men are strong and built in search manner to provide security 

for their families. Paradoxically, this monument has elicited censures in Senegal. It has been said 

that it does not depict the culture of Senegalese people; therefore, it is deceiving.  Baudrillard 

(1983) has observed that media images have skewed reality largely that we are unable to separate 

a media image from reality itself. 
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Figure 8 

February 2017 Issue 
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In the March Issue (Figure 2), a picture of a slim woman swimming was used to symbol-

ize the recommended perfect right body size for healthy women. Notably, all the features had 

used photos of women with small body sizes. The reader was exposed to the assumption that 

small-bodied women are more attractive than big-bodied women are. Holtzman (2000) has ob-
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served that images that depict the wealthy in a positive light might make us assume that they de-

serve their wealth and status. 

4.2 Discourses of Fame and Wealth as used in Drum 

Discourses of fame and wealth are topics or themes that are associated with fame and 

wealth. Fame and wealth is portrayed as an indicator of success. Famous people are said to be 

‘A-listers’, which connotes both fame and success. The wealthy are depicted as successful peo-

ple who enjoyed ‘A-list experience.’ Words such as ‘renowned billionaire’ are added to depict 

their net worth in terms of money. Mooney (2017) has argued that there are other indicators of 

success, but while other means of social capital may be both more long lasting and satisfying, the 

comparison of wealth to goodness is predominating.  

Fame and wealth according to this research promoted a culture of materialism. People 

who have more money are said to be not only ‘billionaires’ but also ‘renowned.’ Money is de-

picted as a key ingredient in travelling and experiencing exclusive leisure time that will make 

one more contented. Expensive activities such as yachting are depicted as ‘the in-thing.’ The cul-

ture of overspending in terms of money is promoted in the Drum. Extravagant lifestyles were 

presented as the best lifestyles that every person long for. Mooney (2017) argued that money is 

believed to depict human value(s) clearly and quantifiable manner. 

Price-tag frame supports the idea of overspending. Kendall (2011) has argued that the 

wealthy believe in the glorification of materialism. In this regard, the price-tag framing empha-

size the practice of giving prominence to the price of luxury items an idea common in media 

rhetoric about the wealthy and famous. The cost of ‘the Majestic African Renaissance Monu-

ment’ was said to $27 million. The currency used depicts power as well as the word majestic. 

But why is its price important for the person reading the tourist attraction? This would not escape 
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the eye of a critical analyst. Framing price-tags is an extremely common narration tactic  because 

it is both for entertainment and shocks  audiences with the extravagant spending ways of the very 

rich (Kendall, 2011). 

Class is another discourse associated with fame and wealth. The Magazine depicts class 

through use of words such as classy destinations, world class, A-listers, glitzy nightlife, high-

end, fancy, currency hegemony and cashless transactions. Class brought about the notion of 

wealth and famous people having better lifestyles than do the other people. 

According to Entman (1993), out of the various issues or facts that the news media might 

depict on social classes, for example, frames are used to place salience or privilege certain issues 

over others. This in turn elevates them – making them more prominent, meaningful, or easy to 

remember for the audiences exposed to such tenets of information. Some of the factors that draw 

prominence on this bits of information are their location within a text, how many times the same 

information is repeated, and the way in which the bits of information are compared with other   

familiar symbols to audiences (Entman, 1993). 

Kendall (2011) has suggested that publicizing the cost of goods and services puts the 

wealthy on a pedestal in relation to other people. This process creates a barrier between the life-

styles of the wealthy and the rest of the people. Kendall posits that price-tag framing provides 

“the others” with information about the cost of luxury items, but it also puts forward the notion 

that people in other classes are excluded from many elite settings by their unwillingness or lack 

of the means to pay such expensive prices (Kendall, 2011). 

The discourse of power is also used in fame and wealth depictions. Kendall (2011) has 

also observed that at the pinnacle of the social-class hierarchy is the upper (capitalist) class, 

which comprises about 1 percent of the U.S. population and consists the richest and most power-
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ful people, who dominate the majority of the nation’s (and, sometimes even, the world’s) wealth. 

Power was presented with the use of ‘the American dollar’ which is the most powerful currency 

in the world. The use of the former US President (Barack Obama) also depicted power, as there 

is a common belief that the president of the United States (POTUS) is the world’s president. 

There were also monarchs in the articles who also depicted power. 

Inequality is another discourse depicted in fame and wealth and is related closely with 

class and power. This inequality is presented in the difference between the monarchs and their 

prisoner in Hawaii and the slaves and their masters in Senegal. There was also difference on how 

spices in Zanzibar are sold in the farm as seen in the Stone Town. Holtzman (2000) has observed 

that images of poverty and wealth often portrayed by the media may either change or reinforce   

readers’ and viewers’ notions about social stratification.  

Piketty (2014) has pointed out that societies with a large income and or wealth define 

their social standing in relation to the wealth they possess  and inheritance received  rather than 

on personal hard work and or  individual achievements. Piketty (2014) has further argued that the 

steadily increasing and extreme domination of social classes then undermine the standards of the 

prevailing methods of democracy as well as principles that depend on merit as a way of achiev-

ing success. The above arguments are evident in the Drum magazine as has been presented in the 

discussion. 

Another discourse depicted in the lifestyles of the famous and the wealthy is a good life 

full of relaxations and happiness. Good life is associated with material things such as what mon-

ey can buy. Notably, money is a key ingredient in travelling and at times travellers were advised 

to carry ‘enough money.’ The availability of money guaranteed exclusive treatment such as a 

limited access, which would give one privacy. The media inserted admiration frames in these 



 

 

58 

 

 

stories to whet reader’s appetite. Kendall (2011) has observed that media use admiration frames 

to present the wealthy as generous and caring people. This study also found out that media uses 

admiration frames when talking about the wealthy and famous people. The way of living of the 

rich is described with a degree of admiration to entice other people to borrow a leaf as this was 

depicted as the best way of living.  

The magazine also used emulation frames to ensure that those who were admiring this 

kind of ‘good life’ can jump into the bandwagon. Kendall (2011) has argued that the emulation 

frame tends to suggest that ordinary people should also be philanthropists. The Drum Magazine 

supported this narrative when it endorsed the tipping of 15-20 percent that it termed as ‘standard 

tipping’. Thus, the magazine presented some sense of contentment with spending money extrav-

agantly. Good life was portrayed as spending money with a partner, for instance, travelling to-

gether. The inclusion of famous and wealthy people spouses depicted that money can give peo-

ple happy marriages. 

Another fame and wealth discourse showed that famous and wealthy people are beautiful 

and live in beautiful places as well. Baudrillard (1983) has posited that media messages have 

blurred reality largely that we are unable to tell apart a media image of reality from the reality 

itself. The magazine had used photos that depicted natural environment that had no pollution and 

every plant had its colour intact. Water also had its blue colour apart from where water was said 

to change to pink in different seasons, which was its feature of tourist attraction. The places are 

well arranged and well-lit to show case their beauty. There is also no human traffic in the photos 

even in places such as Croatia where human traffic snarl-up is reported. The women in the pho-

tos had slim physiques and smooth bodies that depict physical beauty.  

CHAPTER FIVE: SUMMARY, CONCLUSION AND RECOMMENDATIONS 
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This study set out to examine the (re)presentation of wealth and fame in Drum Magazine. 

This was done with the aim of interrogating how Drum Magazine portrays wealth and fame 

through its travel feature. This was informed by the fact that magazines are printed periodically 

and often for a specific group of people. Therefore, the targeted audience is likely to be persuad-

ed into the consumption of the material therein especially travelling to different destinations. The 

study begun by contextualizing the portrayal of wealth and fame within print media and maga-

zine scholarship and proceeded to examine how the travel features (re)presented wealth and 

fame.  This chapter presents the study’s findings, summary, conclusions and recommendations 

arrived at after the analysis of the travel feature.   

5.1 Summary 

The main objective of this study was to examine the presentation of fame and wealth in 

drum magazine. Through discourse analysis, the study employed four tools to examine the travel 

features in Drum Magazine to establish their presentation of fame and wealth. The tools used are 

Vocabulary Tool, Topics and Themes Tool, Significance Building Tool and Fill in Tool. Vocab-

ulary Tool was used to examine how words are used to depict fame and wealth. Topics and 

Theme Tool was used to examine themes and topics depicted during presentation of fame and 

wealth. Significance Tool was used to examine how salience is created during presentation of 

fame and wealth. Fill in Tool was used to examine how media uses assumptions in presentation 

of fame and wealth. 

The four tools mentioned above are significant as they are employed by media to per-

suade the audience to believe in what is presented.  In doing this, the very magazines advance 

social inequality in the society since not all people can afford to travel. This is because traveling 

for leisure is a luxury, a lifestyle that is way beyond the means of ordinary people.  According to 
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Grisold and Theinel (2017), media is:  

An important and influential source of information on inequality topics, as the full range 

of economic inequality is not assessable through everyday life experiences. Thus, the 

media are able to frame and shape the understanding of inequality and the related redis-

tributional policies by selecting, arranging, and presenting certain types of information. 

Inevitably, some interpretations are highlighted while others are suppressed or ignored, 

therewith constructing reality. In doing so, different media outlets have the power to ac-

tively shape public discourse (p. 4). 

Media uses frames to create salience on some issues while down playing others. The 

analysis of topics and themes depicted in the (re)presentation of fame and wealth in the Drum 

magazine showed that fame and wealth was glorified. This study found out the magazine pre-

sented fame and wealth as everyone’s’ wish and dream. Fame and wealth was associated with 

good life both socially and economically. According to the magazine, a good life is made of a 

flashy lifestyle that can be bought with money.  

In my analysis of the travel features in the Drum magazine, the magazine presents travel-

ling around the world as an activity that can make one famous. This is especially so if they visit-

ed similar places with the rich and famous people such as Obama, Mandela among others. In ad-

dition to that, one can also become famous by practicing philanthropic activities such as ‘tipping’ 

while in restaurants. Tipping is adored as it symbolizes wealth and class. To maintain the social 

status, the magazine advocated for tipping by sticking within the stipulated tipping standards. In 

doing this, the magazine invites its readers to a fame and wealth competition where they compare 

themselves with others and make sure that they did not pay below or above the range. 

The travel features in the Drum Magazine propagate aspects of fame and wealth. This 
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supports seclusion and privacy that of course comes at an extra fee. In advancing fame and 

wealth, the magazine creates social and economic imbalances between the rich and poor. The 

wealthy and famous were treated with some specialty compared with the ordinary people. While 

ordinary people scramble for space in dirty congested public spaces, the famous and wealth en-

joy clean and spacious environments as depicted in the magazine. This is a clear demonstration 

of the different class strata that make up the contemporary society.  

According to Kendall (2011), the framing by media of a specific news item or television 

program often influences our feelings about the people described, more so when the subject un-

der scrutiny relates to wealth. The magazine used admiration frames to present fame and wealth 

as something admirable. According to the magazine, luxurious lifestyle is admirable since it 

makes one more noticeable. The magazine also presented fame and wealth as an attention-

seeking affair where everyone wants to be noticed. Thus, people should seek relevance by being 

extravagant to keep up with the high-end classy lifestyles. The reward for this is that one will 

become a household name. Ordinary people strive to make ends meet and provide for their basic 

needs while the wealthy and famous are beyond that and are furnishing their wants at the apex of 

their wants-list. They have a list on where to travel to, thus, they move from one place to another 

for their self-actualization. That is why some people are branded as ‘A-Listers’ and others said to 

enjoy ‘A-List Experience.’  

From the study findings, the famous and wealthy have some form of power. The first 

kind of power is the purchasing power that makes them afford to keep their lavish lifestyles. 

They are able to travel around the globe because they have money. The other form of power is 

their rank or their role in the society. If one is a leader, for instance a president, they enjoy beefed 

up security wherever they go. Moreover, if they are presidents from the super power countries, 
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then they are better favoured in many ways more than are the other presidents. Thus, the hege-

monic powers in fame and wealth is evident in the magazine. 

The study also found out that fame and wealth was presented in a way that suggested that 

it makes everything and everyone around it look beautiful. The famous and wealthy were pre-

sented as beautiful people who are admirable. The photos used had people who had small bodies 

and looked proportional, hence, attractive to the eyes. The places shown were neatly arranged 

with their natural colours. Even in places where the magazine had reported that there was human 

traffic snarl up, that was never shown.  

Lastly, the study established that the magazine depicted fame and wealth as a form of 

success. This is shown where one sticks to the ‘to-travel’ list and make their wish and dream 

come true. In this way, money is depicted as an indicator for success. This success is determined 

by ones expenditure and some show offs. According to the magazine, successful people treat 

themselves with expensive goods and services as well as show some aspects of philanthropism. 

However, Mooney (2017) has argued that there are other indicators of success, but while other 

means  of social capital can be both more rewarding  and long-lasting, comparing  wealth to 

goodness is a form of hegemony. 

5.2 Conclusion 

Although the Drum was retailing the discourse(s) of fame and wealth, Kenya is a devel-

oping country with a small percentage of its population termed as ‘wealthy and famous’. How-

ever, the Drum magazine builds frames of fame and wealth around selected individuals even 

when they are not as wealthy or famous as the magazine presents them. The magazine does not 

also acknowledge that, there are wealthy and famous people who do not take the said vacations. 

They can afford them but do not indulge because of priorities and varied interests. 



 

 

63 

 

 

Notably, the magazine was meant to serve the needs and whims of a settled urban society 

and help them ‘dream’ of a better life. Thus, the magazine retailed the discourse (s) of fame and 

wealth as the way of earning a better life. Media and communication are basic components of 

modern life. According to paradigm of media culture, culture is the medium of social representa-

tion and engagement. Cottle (2006) has suggested that sounds, images and spectacles in media 

traditions help influence everyday life, dominating time for leisure, sharing political ideologies 

and social culture out of which people make sense of their own identities. In relation to this, this 

study observed that the Drum Magazine applied this while presenting fame and wealth especially 

during leisure times. The magazine presented wealth and fame in a way that constructed a sense 

of class and placed more salience on money. Thus, the Drum Magazine shapes the views of its 

readers by portraying money as the greatest wealth.  

Since the magazine skewed fame and wealth in favour of the people it covered, it led 

them to living a lie. It also manufactured a culture of ‘fake it till you make it’ among the people 

that it was supposed to help ‘dream’ of a better life. Thus, the Drum’s promotion of a materialis-

tic culture may have led to moral degradation in Kenya. Notably, Kenya has been reporting high 

rates of corruption. This is because promotion of materialistic culture promotes economic crimes 

such as corruption.  

5.3 Recommendations 

Even though there are other forms of wealth, money was presented as the most important 

form of wealth. Notably, some schools of thought believe that health supersedes money. Thus, 

they argue that the greatest wealth is health. However, this study observed that health as a form 

of wealth was underrated in the Drum Magazine. Money was given too much salience in creating 

fame to entertain and fascinate the audience. Therefore, this study recommends that the Drum 
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Magazine, and any other magazine, should create an equilibrium with all forms of wealth when 

presenting fame and wealth. This is because when too much salience is placed on money, people 

tend to become greedy leading to increased socio-economic crimes. 
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APPENDIX 

Appendix 1: Discourse analysis tool 

The following tools were used to collect and analyse data for this research: 

Tool Questions considered 

1. Fill in tool  What assumptions are made about fame and wealth? 

 What inferences are made about fame and wealth? 

 What is the purpose of the information being represented? 

2. Significance building 

tool 

 How are the words and grammatical devices used to create 

meaning? 

 Do the words build significance or lessen it? 

3. Topics and themes tool  What is the topic in a given text? 

 What is the message being communicated? 

 Why was a particular theme or topic chosen? 

4. Vocabulary tool  What sort of words are being used? 

 What styles and word types are used to denote fame and 

wealth? 

 What register is used and how does it contribute to the mes-

sage? 

  


