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ABSTRACT

Artificial Intelligence (Al) is increasingly transforming political communication by changing how political
actors formulate, personalise, translate and disseminate political messages. In Nigeria, the importance of Al
is particularly significant because political communication occurs within a highly diverse linguistic, cultural
and political environment. This study examined how Al-powered language technologies amplify political
voices, improve voter engagement, promote linguistic and cultural inclusivity, and create ethical challenges
in Nigerian political communication. The study adopted a descriptive survey design. A sample of 225
respondents was purposively selected from stakeholders with direct knowledge of or exposure to Al-
mediated political communication. The respondents comprised politicians and political campaign personnel,
political analysts and communication experts, voters, technology-related stakeholders, and media
practitioners. Data were collected through a structured questionnaire and analysed using frequency counts,
percentages and mean scores. The study was complemented by a review of relevant empirical literature on
Al political communication, deepfakes, misinformation and digital political participation. Findings indicate
that Al is increasingly being used to personalise political messages, analyse public sentiment, generate
campaign content and facilitate interaction between political actors and citizens. Al-supported multilingual
communication was also found to have considerable potential for improving access to political information
among linguistically diverse Nigerian audiences. However, respondents identified misinformation,
deepfakes, manipulation, data privacy and the authenticity of Al-generated political content as major
concerns. The study concludes that Al can amplify political voices and broaden democratic communication
when deployed transparently and responsibly. It recommends stronger ethical regulation, disclosure of Al-
generated political content, improved digital literacy, protection of voter data, culturally sensitive language
technologies and collaboration among political actors, technology providers, media organisations and civil
society.

Keywords: Artificial Intelligence, Political Communication, Language Use, Al-powered Language Tools,
Voter Engagement, Political Participation, Nigeria.

INTRODUCTION

Political communication is fundamental to democratic governance because it provides the means through
which political actors communicate policies, programmes, ideologies and campaign promises to citizens. In
Nigeria, political communication has traditionally depended on rallies, interpersonal mobilisation, radio,
television, newspapers, posters and other conventional media. The expansion of social media subsequently
changed this pattern by enabling politicians to communicate directly with citizens and receive immediate
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feedback. Artificial Intelligence (Al) represents a further transformation because political messages can now
be generated, translated, personalised, analysed and distributed through intelligent digital systems.
Al refers to computer systems capable of performing activities that ordinarily require elements of human
intelligence, including learning, language processing, classification, prediction and content generation. In
political communication, technologies such as natural language processing, machine learning, sentiment
analysis, automated translation, chatbots and generative Al can assist political actors in developing and
distributing messages. The increasing influence of Al on language practices is already evident in Nigeria.
Atoi (2024), for example, examined the language and communication implications of Al among Nigerian
university undergraduates and found that Al was influencing vocabulary and grammar while also raising
concerns about overdependence on technology. The political significance of Al is particularly important in
Nigeria because of the country’s linguistic, cultural and geographical diversity. Political actors communicate
with citizens who differ in language, ethnicity, age, education, occupation, location and political interests.
Consequently, political communication that is effective for one audience may not necessarily be effective for
another. Al-powered language technologies can potentially address this challenge by translating messages,
adapting vocabulary and generating content for specific audiences. Such applications may enable political
actors to reach groups that have traditionally experienced difficulties accessing political information.
Al also provides opportunities for improving voter engagement. Political campaigns can use automated
systems to analyse online conversations, identify important public issues and develop messages based on
emerging concerns. Chatbots can provide political information, respond to questions and facilitate
communication between citizens and political organisations. Nnamani (2025) found that Al has the potential
to improve political communication and political participation in selected South-East states of Nigeria.
However, the increasing use of Al in political communication creates significant challenges. The technology
can be used to produce fabricated photographs, manipulated audio, synthetic videos and misleading political
narratives. The problem became particularly visible during Nigeria’s 2023 general elections. Ekpang, Iyorza
and Ekpang (2023) found that deepfakes were used through social media to create negative stereotypes and
damage the reputations of political personalities. The problem is therefore not simply whether Al should be
incorporated into political communication. Rather, the central issue concerns how Al can be used to expand
political communication while preserving authenticity, transparency and democratic trust. Political messages
generated through Al may be highly persuasive, but citizens need to know whether they are receiving
authentic statements from political actors or artificially generated content. There are also concerns about the
use of voter data. Al systems require substantial quantities of information to identify patterns and personalise
communication. Without appropriate safeguards, political organisations may collect or exploit personal
information without sufficient consent or transparency. This creates a tension between effective political
targeting and citizens’ privacy.
The study therefore investigates Al as an emerging instrument of political communication in Nigeria, with
particular emphasis on its capacity to amplify political voices, influence language use, increase voter
engagement and promote linguistic and cultural inclusivity. It also examines the ethical challenges
associated with Al-generated political communication and identifies measures for ensuring that Al
strengthens rather than undermines democratic communication.
Objectives of the Study
The study sought to:

1. examine the extent to which Al technologies are used in political communication in Nigeria;

2. examine the influence of Al-driven communication on voter engagement;

3. assess the contribution of Al-powered language technologies to linguistic and cultural inclusivity;

4. examine the ethical concerns associated with Al use in political communication; and
Hypotheses
The following null hypotheses guided the study:
Hp1: Al adoption has no significant influence on the effectiveness of political communication in Nigeria.
Hy2: Al-driven political communication has no significant influence on voter engagement in Nigeria.
Ho3: Al-powered language technologies have no significant influence on linguistic and cultural inclusivity
in political communication in Nigeria.
Ho4: Ethical concerns associated with Al have no significant influence on trust in Al-generated political
communication in Nigeria.
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LITERATURE REVIEW

Artificial Intelligence and Political Communication

Artificial Intelligence has become an important component of contemporary communication because it
enables computer systems to process large quantities of information and perform tasks involving language,
prediction and content generation. In political communication, Al can be used to identify public concerns,
monitor political conversations, generate messages and personalise communication. The significance of Al
lies in its capacity to process information faster than traditional communication systems. A political
campaign can analyse large quantities of social media comments and identify recurring issues among
different voter groups. This information can subsequently inform the language and themes used in campaign
communication.

Al therefore changes not only the speed of communication but also the manner in which political messages
are constructed. Political communication becomes increasingly data-driven, personalised and automated.
Al-Powered Language and Political Messaging

Language is a central instrument of political persuasion. Political actors use particular words, expressions,
narratives and symbols to construct political identities and influence citizens. Al-powered natural language
processing can support political actors in generating, translating, summarising and analysing political
messages. In Nigeria, this capability is particularly relevant because political communication must operate
across multiple languages and cultural contexts. Al-supported translation could potentially enable political
messages to reach audiences beyond English-speaking populations. Nevertheless, machine-generated
language may fail to capture cultural meanings, idiomatic expressions and political sensitivities. Human
review therefore remains important.

Al and Voter Engagement

Voter engagement involves citizens’ exposure to political information, interaction with political actors and
willingness to participate in political processes. Al can contribute to engagement by providing personalised
information and real-time responses. Nnamani (2025) examined Al and political communication in selected
South-East states and reported that Al could contribute to political participation by addressing information
gaps and creating more engaging political communication. Al-powered chatbots, automated information
systems and recommendation technologies may therefore reduce barriers between political actors and
citizens. However, increased exposure to political information does not necessarily produce informed
participation. The accuracy and credibility of the information remain critical.

Linguistic and Cultural Inclusivity

Nigeria’s linguistic diversity presents both challenges and opportunities for political communication.
Political messages communicated exclusively in English may not be equally accessible to every citizen. Al-
powered translation and language-generation technologies could help political actors communicate in
different Nigerian languages. The value of such technology is not simply translation. Effective political
communication requires sensitivity to local expressions, cultural meanings and social identities. Al systems
that incorporate Nigerian linguistic and cultural contexts could therefore contribute to broader political
inclusion.

Al Deepfakes and Political Misinformation

Al has created new possibilities for producing synthetic political content. Deepfake technologies can
manipulate photographs, audio and videos to create apparently authentic representations of political actors.
Ekpang et al. (2023) investigated deepfakes during Nigeria’s 2023 general elections and found that
manipulated images and audio were used as tools for political mudslinging and the construction of negative
stereotypes. The study involved 1,123 respondents across five South-South states and concluded that
regulation of deepfakes was necessary in Nigeria’s political environment. Similarly, research on political
disinformation in Nigeria has shown that online political communication can be used to manipulate public
sentiment and reinforce existing political divisions. An exploratory Nigerian study involving 60 key
informants found that political actors and other groups used online platforms for information warfare and
that low media literacy increased citizens’ vulnerability to misleading political information.

Empirical Review

Atoi (2024) examined the language and communication implications of Al among Nigerian university
undergraduates. The study identified changes in vocabulary and grammar associated with Al use and raised
concerns about overdependence on Al-generated language. The study is relevant because political
communication is fundamentally dependent on language.
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Ekpang et al. (2023) examined Al-generated deepfakes during Nigeria’s 2023 general elections. The study
found that manipulated images and audio were used to damage the image of political actors and construct
negative stereotypes.

Nnamani (2025) investigated Al and political communication in selected South-East states of Nigeria.
Using purposive sampling, the study selected 400 respondents from Ebonyi and Enugu States. It concluded
that Al could enhance political communication and political participation by addressing communication and
information challenges.

Akinsulire, Ayorinde, Yekinni and Ilesanmi (2024) examined political misinformation and disinformation
during the 2023 Lagos State gubernatorial election. The study identified significant exposure of citizens to
misleading political information and emphasised the importance of media literacy in addressing political
misinformation.

Okezie, Inobemhe, Udeh and Modeyin (2025) examined Al in Nigerian elections, focusing on whether Al
can safeguard democracy or facilitate deepfakes and disinformation. Their study emphasised the dual
character of Al and the need for institutional capacity to detect and manage synthetic political information.
Haruna (2026) examined Al adoption in the Nigerian electoral process and identified potential applications
in voter registration, identity verification, electoral logistics, security monitoring and misinformation
management. The study also identified governance, infrastructure and public awareness as important
conditions for successful Al adoption.

The empirical literature indicates that Al has considerable potential to transform Nigerian political
communication. However, existing studies have concentrated mainly on Al adoption, political participation
and deepfakes. Limited attention has been given to the combined relationship between Al, political
language, linguistic inclusion, voter engagement and ethical concerns. The present study addresses this gap.

Theoretical Framework

Technological Determinism Theory

The study is anchored on Technological Determinism Theory. The theory is associated with Marshall
McLuhan’s argument that communication technologies influence the ways in which individuals and
societies communicate and organise social activities. The theory is relevant because Al is not simply another
communication channel. It changes the process through which political messages are created, translated,
personalised and distributed. Political actors can use Al to analyse audiences and develop messages suited to
specific groups. Citizens can also interact with political information through automated systems. From the
perspective of technological determinism, the emergence of Al can therefore reshape political
communication itself. The technology influences the speed, form, reach and structure of political
communication. However, technological determinism does not mean that technology inevitably produces
positive outcomes. The social and political environment determines whether technological capabilities are
used for democratic participation or manipulation.

Agenda-Setting Theory

Agenda-Setting Theory provides complementary support for the study. The theory, developed by McCombs
and Shaw (1972), proposes that media influence the issues audiences consider important. In an Al-driven
communication environment, algorithms can influence which political topics receive greater visibility. Al
systems can recommend, rank and personalise political content, potentially affecting the issues that citizens
repeatedly encounter. Al therefore has implications not only for how politicians communicate but also for
what citizens are exposed to.

RESEARCH METHOD

The study adopted a descriptive survey research design. The design was considered appropriate because the
study sought to obtain information from individuals who have knowledge of, experience with, or exposure to
Al-mediated political communication in Nigeria. The study was complemented by a review of relevant
empirical literature concerning Al, political communication, language use, political participation, deepfakes
and misinformation. The study population consisted of stakeholders who interact with or participate in
political communication. These included politicians and political campaign personnel, political analysts and
communication experts, voters and members of the general public, technology-related stakeholders, and
media practitioners. A total of 225 respondents were purposively selected for the study. The use of purposive
sampling was deliberate because the study required respondents who possessed relevant knowledge or
experience of political communication and Al technologies. Rather than selecting respondents solely on the
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basis of general population characteristics, the researchers selected participants who could provide
information directly relevant to the research questions. Purposive sampling has also been employed in recent
Nigerian studies investigating Al and political communication. For example, Nnamani (2025) used
purposive sampling to select respondents for a study of Al and political participation in South-East Nigeria.
The respondents were drawn from five relevant stakeholder categories: politicians and political campaign
personnel, political analysts and communication experts, voters and members of the general public,
technology-related stakeholders, and media practitioners. Respondents were selected based on criteria
including involvement in political communication, exposure to Al-driven political content, professional
experience in political communication or media, or familiarity with Al technologies. Data were collected
using a structured questionnaire. The instrument contained sections covering Al adoption, Al-driven
political communication, voter engagement, linguistic and cultural inclusivity, and ethical concerns. The
questionnaire used a five-point Likert response format ranging from Strongly Agree to Strongly Disagree.
The questionnaire was subjected to expert review to establish content and face validity. Items were
examined to ensure that they adequately represented the study variables and were understandable to
respondents. Where necessary, ambiguous items were revised before administration. Data obtained from the
respondents were analysed using frequency counts, percentages and mean scores. The results were presented
in tables and interpreted according to the objectives of the study. The documentary literature was used to
support interpretation and comparison of the survey findings. The purposive nature of the sample means that
the findings should be interpreted within the context of the selected respondents and should not be presented
as statistically representative of every Nigerian citizen. This limitation is consistent with the methodological
purpose of purposive sampling, which prioritises information-rich participants relevant to the research
problem rather than statistical population estimation.

RESULTS AND DISCUSSION

Al Adoption in Political Communication

The responses of the 225 purposively selected participants indicate that Al is becoming increasingly relevant
to political communication in Nigeria. Respondents identified Al applications including automated content
generation, sentiment analysis, chatbots, audience analysis, translation and social media management as
important emerging tools.

Al Application General Response Pattern
Automated political content generation High

Sentiment analysis High

Al-powered chatbots Moderate to High
Audience/message personalisation High

Automated language translation Moderate to High

Political misinformation/deepfake production Significant concern

The finding suggests that Al is increasingly being incorporated into the communication strategies of political
actors. This is consistent with Nnamani’s (2025) finding that Al can support political communication and
participation in South-East Nigeria.

Al and Voter Engagement

The findings indicate that Al-driven political communication has the capacity to increase voter interaction
with political messages. Respondents reported exposure to personalised social media messages, automated
responses, digital advertisements and other Al-supported communication formats. The increased possibility
of immediate interaction represents an important departure from traditional political communication, where
communication was often predominantly one-directional. Al systems can enable political organisations to
respond to citizen questions and identify issues generating public interest.

Nevertheless, engagement must not be equated automatically with democratic participation. Al may increase
the frequency with which citizens encounter political messages without necessarily improving the quality of
political information. This makes credibility and verification particularly important.

Al and Linguistic Inclusivity

Respondents generally recognised the potential of Al-powered language technologies to improve
communication across Nigeria’s diverse linguistic environment. Al-supported translation can make political
information accessible to audiences who may find English-language communication difficult. The finding
reinforces the argument that Al can amplify voices by reducing language barriers. Rather than requiring
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every citizen to communicate in the dominant language of political institutions, Al can potentially allow
political actors to adapt messages to local linguistic contexts. However, respondents also recognised that
automated translation may not adequately capture local idioms, cultural meanings and political sensitivities.
Al-generated political language should therefore be subjected to human verification before dissemination.
Ethical Challenges

The major ethical concerns identified by respondents were misinformation, deepfakes, manipulation, data
privacy and uncertainty about the authenticity of Al-generated political content. These concerns are
supported by evidence from Nigeria’s 2023 elections. Ekpang et al. (2023) found that deepfakes were used
to create negative stereotypes and attack political personalities. The findings also correspond with broader
evidence that political disinformation in Nigeria can exploit existing political identities and social divisions.
The results demonstrate the dual nature of Al. The technology can amplify genuine political voices, but it
can equally amplify false or malicious narratives. The democratic value of Al consequently depends on the
transparency, accountability and ethical standards governing its use.

DISCUSSION OF FINDINGS

The overall findings suggest that Al is changing political communication in Nigeria in three important ways.
First, it is increasing the speed and efficiency of message production. Second, it is enabling greater
personalisation and linguistic adaptation. Third, it is creating new risks concerning authenticity and
manipulation. The capacity of Al to process political information and generate targeted messages can
strengthen communication between political actors and citizens. At the same time, excessive personalisation
can create political information environments in which citizens receive different versions of political
messages based on their perceived interests or identities. The findings therefore support Technological
Determinism Theory by demonstrating that the introduction of Al is altering the structure of political
communication. They also support Agenda-Setting Theory because Al systems can influence which political
messages and issues receive greater visibility. The study consequently argues that Al should be treated as
both a communication opportunity and a governance challenge. Nigeria’s political system can benefit from
Al only when technological innovation is accompanied by transparency, digital literacy, responsible data
practices and effective regulation.

CONCLUSION

This study examined Artificial Intelligence as an emerging instrument for amplifying political voices and
transforming language use in political communication in Nigeria. Using data obtained from 225 purposively
selected respondents, the study found that Al has become increasingly relevant to political communication
through automated content generation, sentiment analysis, audience targeting, chatbots, language translation
and other digital applications. The study established that Al has the potential to strengthen voter engagement
by making political communication faster, more interactive and more responsive. Political actors can use Al
to identify issues of public concern, personalise messages and communicate with citizens through digital
platforms. The technology can also contribute to linguistic inclusivity by facilitating the adaptation and
translation of political messages for diverse Nigerian audiences. However, the study also established that the
advantages of Al are accompanied by serious ethical challenges. Misinformation, deepfakes, manipulation,
data privacy and uncertainty concerning the authenticity of Al-generated political messages represent
significant threats to democratic communication. Evidence from Nigeria’s 2023 elections demonstrates that
Al-generated and manipulated content can be used to damage political reputations and distort electoral
narratives. The study therefore concludes that Al is neither inherently democratic nor inherently harmful. Its
effect on political communication depends largely on the manner in which political actors, technology
providers, media organisations, regulators and citizens use and govern it. Al can amplify previously
marginalised voices and make political information more accessible, but irresponsible deployment can
amplify misinformation at the same speed. The responsible use of Al in Nigerian political communication
therefore requires a balance between technological innovation and democratic accountability. Transparency,
ethical standards, data protection, human oversight, digital literacy and effective monitoring are essential to
ensuring that Al strengthens informed political participation rather than undermining public trust.
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RECOMMENDATIONS

1. Political parties and political actors in Nigeria should adopt Al technologies to improve the speed
and efficiency of political message production while ensuring that all Al-generated content is
reviewed by human communication professionals before dissemination.

2. Political actors should use Al-based personalisation and linguistic adaptation responsibly to reach
Nigeria’s diverse population, while maintaining transparency and avoiding the creation of
misleading or contradictory political messages for different groups of citizens.

3. Government and relevant regulatory institutions should establish clear guidelines for the ethical and
transparent use of Al in political communication, particularly to address risks associated with
misinformation, manipulation, deepfakes and the loss of authenticity in political messages.

4. Government institutions, political parties and civil society organisations should strengthen citizens’
Al and digital literacy so that voters can critically assess Al-generated political content, identify
manipulated information and make informed political decisions.
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