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Abstract: This conceptual paper examines how Artificial Intelligence (AI) integration 
influences the operational, audience, and economic performance of broadcasting organizations 
in Nigeria. Drawing on recent scholarly and industry insights, the paper explores AI-driven 
tools such as automated editing, audience analytics, and content personalization. Findings 
suggest that while AI enhances productivity and viewer engagement, adoption remains 
constrained by financial limitations, return on investment uncertainties, infrastructural 
deficits, skills gaps, and ethical concerns. The study concludes that sustainable integration 
requires investment in capacity building, localized AI development, and robust digital 
policies.  
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I. Introduction 
 

Artificial intelligence, or AI, has recently had a variety of effects, including reshaping the 
global media environment by enabling data-driven decision-making, personalization, and other 
features. However, broadcast corporations, which have historically relied on human-driven 
distribution and content development, are now quickly embracing artificial intelligence (AI) to 
increase their economic edge. Artificial intelligence (AI) refers to computer programs that are 
made to simulate human cognitive processes, such as learning, problem-solving, and even 
decision-making. Aside from automating jobs, AI technologies are also used to produce and 
generate content. Shadrach & Adikuru (2023) claim that the rise of AI is actually changing 
industries all over the world by changing procedures or how businesses operate. While AI is 
known to have a significant impact, technology is also changing, and the communication 
landscape is also drastically altering how information is created and consumed. 

 
Applications of AI in broadcasting include the ability to personalize content by using 

machine learning algorithms to actually recommend content to viewers based on their past 
behaviors and preferences. AI technologies can also automate video editing and news scripts 
for individuals, but their significance for broadcasting in Africa has led to their early adoption. 
Nevertheless, they hold great promise for lowering costs and improving viewer engagements, 
among other things. As a result, AI is becoming a key tool for the continent's broadcasters to 
stay competitive (Aondover et al., 2025). Because media ecosystems in African nations 
frequently confront particular structural, economic, and cultural difficulties, integrating AI 
starts to appear as both a complex task and an opportunity. In addition to discussing the 
socio-political implications, future directions, and ethical considerations of AI in African 
broadcasting, this work will examine how the adoption of AI technologies affects the 
operational performance, audience performance, and economic sustainability of broadcasting 
companies in a few African nations (Onyejelem & Aondover, 2024a). Despite AI’s global 
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potential, Nigerian broadcasting firms face distinct constraints such as low digital literacy, 
infrastructural gaps, and ethical uncertainties. This paper therefore seeks to examine how AI 
integration affects broadcasting performance in Nigeria, the challenges encountered, and the 
prospects for sustainable adoption. 

 
II. Review of Literature 

 
2.1 Global AI Trends in Broadcasting 

 There are various broadcasting companies but major ones like CNN, BBC and even 
Reuters have integrated AI into their operations especially when it comes to things like their 
targeted advertising, generating news summaries and even the entire news articles, amongst 
others (Onyejelem & Aondover, 2024b). For instance, BBC News employs AI-generated 
voiceovers and automated subtitling in nearly 50% of its online clips, significantly improving 
turnaround time and accessibility (BBC, 2023). Similarly, CNN utilizes newsroom automation 
systems powered by natural language processing (NLP) to summarize large volumes of news 
stories, generate draft reports, and curate personalized headlines for different audience 
segments (Wiggers, 2020; MuckRack, 2023; Airaoje et al., 2025). 

 
 Some African broadcasting companies like Multichoice, IROKOtv, showmax which 

had their start offs from South Africa, Nigeria and Kenya consecutively have been pointed out 
to have started adopting the tools by AI either to help them improve customer service, 
helping broadcasters target adverts to specific audiences, recommend content based on viewer 
behaviour and preferences. Improving customer support where AI powered chatbots does 
help customers with questions, issues and queries but, there are benefits too. Multichoice, a 
South African owned brand is known to be the company behind DSTV uses AI algorithms to 
personalize viewing suggestions based on subscribers’ watch history, improving audience 
retention and subscription renewal rates (ITWeb, 2023; Jivox, 2023). In Nigeria, iROKOtv 
leverages AI-powered chatbots and recommendation engines to streamline user interaction 
and predict preferred African film categories for its diverse audience base (TechCabal, 2015). 
But for showMax which is originated from Kenya employs AI-driven analytics to interpret 
streaming patterns and guide regional content acquisition strategies across sub-Saharan Africa 
(ITWeb, 2023). 

 
 AI technologies in broadcasting continue to advance toward enhancing viewer 

satisfaction, increasing efficiency, and fostering stronger audience loyalty through intelligent 
systems (Aondover et al., 2022). Globally, technologies are redefining how broadcasters 
manage content, analyze audience data, and streamline production processes. As digital 
transformation accelerates, AI models are expected to develop from basic engagement tools 
into more advanced systems that support predictive analytics, newsroom innovation, 
automated content creation, and audience sentiment monitoring (Vitalis et al., 2025). Such 
developments hold immense promise for shaping the future of broadcasting, enabling media 
organizations to become more responsive, data-driven, and audience-centered in their 
operations. 

 
2.2 Opportunities For AI in African Broadcasting 

  Despite the challenges, there are still opportunities for AI in African broadcasting. 
These opportunities are categorized into three (3): production, economic, and audience-related 
each contributing to improved performance and innovation in the industry. From the 
production perspective, AI supports digital transformation by automating workflow processes, 
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improving content delivery, and enhancing newsroom efficiency (Akintayo et al., 2024). For 
instance, the South African Broadcasting Corporation (SABC) has implemented CGI’s dira! 
Radio software suite, an AI-assisted scheduling and content management system that 
streamlines broadcast planning, automates commercial playout, and reduces human error 
thereby improving operational consistency across its radio network (CGI, 2023). Similarly, 
Nigerian broadcasting houses are increasingly adopting AI for automated video editing, 
subtitling, and metadata tagging, which have led to faster news turnaround and reduced 
production errors. These operational advances directly influence performance indicators such 
as content quality, delivery speed, and cost efficiency (Aondover et al., 2023).  

 
 Economically, AI offers immense opportunities for revenue generation and cost 

optimization. By integrating AI-driven programmatic advertising systems, broadcasters can 
target specific audience demographics, maximizing advertising value and return on investment. 
For instance, MultiChoice (DSTV) employs AI-powered clustering and recommendation 
algorithms to personalize advertising and content delivery, improving audience segmentation 
and marketing efficiency. In collaboration with Jivox, MultiChoice reported that its use of AI-
enhanced advertising campaigns led to click-through rates up to 3,000 times above industry 
standards and a 158% increase in conversion rates, demonstrating  AI’s potential to 
transform advertising performance and viewer engagement (Jivox, 2023). These economic 
benefits align with the growing shift toward data-driven monetization models in the African 
media landscape (Aondover et al., 2022). From an audience-related standpoint, AI enhances 
viewer engagement through personalization and predictive analytics. Platforms such as 
IROKOtv have introduced features (like content downloads) in response to viewer behavior, 
suggesting that they monitor usage patterns and adapt delivery methods accordingly (e.g. 
during peak vs. off-peak hours) TechCabal. These kinds of behaviors are consistent with 
recommendation-system logic, although IROKOtv has not publicly detailed its use of 
predictive analytics or personalized content recommendation at the level seen in other 
streaming services. 

 
 Generally, AI has the potential to transform the broadcasting industry in Africa but it’s 

known to be essential to address the challenges and opportunities to fully leverage its 
potential. The importance of AI includes being multifaceted and is not leaving soon hence its 
importance to all; Katz et al (2000) explains how AI has helped in basic reporting and content 
delivery which is based on viewer preferences. Furthermore, Ai is known to also assist in the 
ethical delivery of news and also according to scholars like Waldfogel & Hargittai (2020) 
mentioned about individuals using AI to fact check various contents although it has helped 
broadcasters to be able to enhance their credibility, etc in a media landscape often marred by 
fake news. 

 
 Obiora and Uche (2022) further observe that the media landscape is undergoing a 

significant transformation, driven in part by the growing adoption of artificial intelligence (AI). 
Major media companies are now leveraging AI to streamline their operations, improve content 
creation, and enhance audience engagement. From automating news production to analysing 
viewer data, AI is being used to drive innovation and efficiency in the industry. With the rise 
of online broadcasting platforms, AI is playing an increasingly important role in shaping the 
media landscape, enabling companies to deliver more personalized and engaging content to 
their audiences. By harnessing the power of AI, media companies can gain a competitive edge, 
improve their bottom line, and better serve their viewers. 
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III. Discussion 
 
3.1 The Context of Broadcasting in Africa  

Broadcasting relatively in Africa stands to operate within a complex interplay of rapid 
urbanization, technological disparities, linguistic diversity, and regulatory variation. But other 
countries like Nigeria, Ghana, South Africa and Kenya boast relatively developed media 
infrastructures, many others which is due to limited broadband access, economic constraints 
and digital illiteracy according to Mhlanga & Moloi, 2021. But this uneven development thus 
influences how AI could be adopted and also its role in impacting broadcasting performances 
at large. The broadcasting sector relatively in Africa is also a critical arena for political 
discourse and cultural expression (Idris & Msughter, 2022). Integrating AI into this space well, 
must therefore actually consider not only efficiency but also cultural sensitivity and also media 
plurality (Airaoje et al., 2025). Additionally, AI is becoming a strong instrument in improving 
the amalgamation of broadcasting, where programmes heard on radio or shown on television 
are posted on various social media platforms to enhance engagement and get feedback too 
mostly immediately from the audience. 

 
The African broadcasting landscape is undergoing a significant transformation, driven 

by rapid growth, technological advancements, and a surge in demand for local content. As the 
industry continues to evolve, African broadcasting companies are increasingly turning to 
artificial intelligence (AI) to enhance their operations, improve content creation, and boost 
audience engagement. While AI holds tremendous promise for the industry, its adoption is 
not without challenges. Limited infrastructure and internet penetration in many African 
countries hinder the widespread adoption of AI, and a shortage of skilled professionals with 
expertise in AI and data science further complicates the issue. Financial constraints and 
uncertainty about return on investment also slow down AI adoption. Despite these challenges, 
many African broadcasting companies are already leveraging AI-powered tools to automate 
tasks, personalize content, and improve audience engagement. AI has the potential to 
revolutionize the industry by enabling broadcasters to create more localized content that caters 
to diverse languages and cultural contexts. By harnessing the power of AI, African 
broadcasting companies can drive innovation and growth, stay competitive in a rapidly 
changing media landscape, and better serve their audiences. 

 
 However, the use of AI in African broadcasting also raises important concerns about 

data privacy, security, and ethics. To address these concerns, clear regulatory guidelines are 
essential. African broadcasting companies are also exploring new ways to reach their 
audiences, including online streaming and social media, and the growth of online streaming 
services and the increasing importance of local content are notable trends in the industry. 
Some companies have already started using AI-powered tools such as real-time translation, 
automated program scheduling, and audience analytics to enhance their operations (Akintayo 
& Ajayi, 2024). AI analytics tools are also being used to analyze viewer data and increase 
viewer engagement. To fully realize the potential of AI in African broadcasting, it is crucial to 
invest in capacity building and training programs for media professionals. Collaboration 
between policymakers, technology firms, and broadcasters is also vital for developing clear 
regulatory guidelines and promoting AI adoption. 
 
3.2 Theoretical and Conceptual Framework 

 This study is anchored on the Technological Determinism Theory (McLuhan, 1964) 
and the Diffusion of Innovations Theory (Rogers, 2003). Technological Determinism posits 
that technology drives social change and influences institutional evolution. In this study, AI 
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represents a transformative technology reshaping the operations and structures of 
broadcasting institutions. Diffusion of Innovations Theory explains the process by which 
innovations are adopted and diffused through social systems. Its relevance lies in 
understanding how Nigerian broadcasting organizations adopt AI tools, influenced by 
infrastructure, perceived benefits, and institutional readiness. Conceptually, the paper links AI 
integration (independent variable) with broadcasting performance (dependent variable) 
mediated by human capacity, regulatory support, and technological infrastructure (Onyejelem 
& Aondover, 2024a). 
 
3.3 Key Areas of AI in Broadcasting 

 Apparently, AI’s application in broadcasting is multifaceted, extending well beyond 
mere automation. According to Zhang et al (2020), content generation and personalization 
enable broadcasters to produce tailored content, from automated news summaries to 
personalized program recommendations. By analysing consumption patterns through big data 
analytics. AI algorithms do actually create user profiles that stand to optimize programming 
schedules and advertising strategies, thereby increasing viewer retention. Automated 
Translation and Multilingual Broadcasting; So, Africa’s linguistic diversity does present 
challenges for broadcasters at large. And AI powered translation tools and also speech 
recognition systems can as well facilitate when it comes to multilingual broadcasting therefore, 
enhancing inclusivity and also expanding the audience reach (Mhlanga& Moloi 2021). 

 
 The broadcasting industry has undergone a significant transformation with the 

integration of Artificial Intelligence (AI). One of the most notable benefits of AI in this space 
is its ability to analyse social media, viewer feedback, and broadcast ratings to get a pulse on 
public sentiment and preferences. This allows for dynamic content adjustments and effective 
crisis management - a game-changer for broadcasters looking to stay ahead of the curve. By 
leveraging AI-powered analytics, broadcasters can gain a deeper understanding of their 
audience's needs and preferences, tailoring their content to meet the demands of the market. 
This level of insight is invaluable in today's fast-paced media landscape, where audience 
preferences can shift rapidly. With AI, broadcasters can respond quickly to changes in viewer 
sentiment, adjusting their content strategy to ensure maximum engagement and impact. 
Whether it's analysing social media buzz around a particular topic or tracking viewer feedback 
on a new show, AI-powered analytics provide broadcasters with the tools they need to stay 
ahead of the competition (Airaoje et al., 2025). AI-powered programmatic advertising has also 
been a major disruptor in the industry. By increasing the precision of targeted ads, 
broadcasters and advertisers alike can enjoy a better return on investment. This is especially 
crucial in emerging African markets, where advertising budgets are often limited. According to 
Gandomi & Haider (2015), this level of precision can make all the difference in maximizing 
ROI. By targeting ads to specific demographics and interests, broadcasters can ensure that 
their advertising efforts are reaching the right people, at the right time, and with the right 
message. 

 
Another area where AI has proven to be a valuable asset is in streamlining operations. 

By automating tasks like video editing, transcription, scheduling, and compliance monitoring, 
AI can significantly reduce operational costs and minimize errors. As Lee & Suh (2018) point 
out, this automation can lead to increased efficiency and productivity, freeing up broadcasting 
professionals to focus on more creative and strategic work. With AI handling routine tasks, 
broadcasters can devote more time and resources to developing high-quality content, building 
relationships with their audience, and driving innovation in the industry (Onyejelem & 
Aondover, 2024b). 
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The benefits of AI in broadcasting extend far beyond these areas, however. From 

content creation and distribution to audience engagement and revenue generation, AI is 
transforming every aspect of the industry. As the technology continues to evolve, it's likely 
that we'll see even more innovative applications of AI in broadcasting, from personalized 
content recommendations to AI-generated content itself. Ultimately, the incorporation of AI 
in broadcasting has the potential to revolutionize the industry, enabling broadcasters to deliver 
more value to their audiences, drive business growth, and stay competitive in a rapidly 
changing media landscape (Maikaba & Msughter, 2019). 

 
Relatively to scholarly contribution and Empirical Insights, Scholars such as Mhlanga 

and Moloi (2021) provide one of the most com analyses of AI when it comes to African 
media, then highlighting South Africa and Kenya as regional hubs for AI innovation in 
broadcasting where they went on to argue that AI does offer transformative potential but 
emphasize infrastructural limitations and digital does divide that may exacerbate inequalities if 
left unaddressed. Noble (2018) raises critical questions which are about algorithmic bias, 
system inequalities that are embedded in AI system. In the African broadcasting context, these 
concerns did translate into risks of cultural homogenization and marginalization of minority 
voices if AI models are not locally contextualized.   

 
 Zhang et al (2020) went on to demonstrate how AI powered content personalization 

in digital media has improved audience engagement in East Africa therefore offering a quite 
comparative framework for African broadcasters whom stand by aiming to leverage similar 
technologies but Kumar et al. (2019) did analyse the global trends in AI hammering on its 
adoption in media and warn ethical pitfalls by also emphasizing the various importance of 
transparent AI governance frameworks at which a point especially the relevants in the African 
regulatory environment which often is underdeveloped or even fragmented. Relatively the 
critical evaluation of AI’s impact on broadcasting performance could be relatively serving 
positive impacts, challenges and risks. 

 
 Revenue growth, improved audience targeting, content accessibility, increased 

Efficiency, etc. To some point when it reflects on increased Efficiency, AI reduces manual 
workload, steps on to accelerate content delivery pipeline by allowing broadcasters to reply 
faster to urgent/breaking news as well as other interesting or trending topics. After which, 
data driven insights do enable more like precise audience segmentation, by improving the 
audience when it comes to targeting  which results in higher engagement as well as loyalty  but 
for revenue point for growth, monetization models do utilize AI driven programmatic ads and 
also subscription models that provide new streams but AI tools help by enhancing content 
accessibility for people through captioning, translation and even through voice synthesis, 
expanding  the reach to underserved. 

 
 As much as there are some positive impacts it got for and on us, they are backed with 

few risks and challenges as well; which according to Noble (2018) Algorithm Bias, cultural 
sensitivity, AI systems thus are trained on non-African datasets which may fail to reflect local 
cultures, languages adequately and misrepresentation. At the point of Job displacement, 
automation does threaten traditional broadcasting roles as well as raising concerns about the 
future of journalism in Africa and also concerns about employment and relatively, the lack of 
robust policies when it comes to Ethical Gaps and regulatory according to Kumar et al 2019 is 
surrounded around data privacy and AI ethics and media ownership begins to create 
vulnerability to thus misuse and misinform surveillance (Idris & Msughter, 2022). Other 
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factors include related subtopics for further exploration such as capacity education and 
building where the need for upskilling various media professionals in data analytics and AI 
literacy as a whole and cross platforming synergies aim towards investigating AI’s integration 
that goes across traditional broadcasting, new media platforms like social media, streaming 
platforms or podcasts, etc.  

 
 To be able to explore how African government for governance and policy can actually 

craft AI regulations that does balance various innovations with ethical safeguards whilst 
assessing AI ‘s role and media pluralism in either by reinforcing various media monopolies or 
even democratizing access to broadcasting platforms (Moropefoluwa et al. 2024). Developing 
AI models are known that incorporate African Languages, media norms or cultural contexts 
by localizing AI Technologies on a brighter level. African broadcasting companies should 
actually try and invest in AI-powered tools and technologies, government and also regulatory 
bodies should provide support for AI infrastructures and resource development, capacity 
building as well as training programs should thus, be established to be able to address the 
shortage of skilled professionals with expertise in AI. 

 
These broadcasting companies should also work on prioritizing the development of 

customized AI solutions that do meet their specific challenges and need while making sure 
ethical safeguards and strong digital policy frameworks are also in place to aid in mitigating 
risks such as misinformation, etc. Capacity building and training programs should be properly 
established to address the shortage of skilled professionals that have got the expertise in AI. 

 

IV. Conclusion 
 

Artificial Intelligence presents a double-edged opportunity for Nigeria’s broadcasting 
industry. On one hand, AI enhances operational efficiency, revenue generation, audience 
engagement and localized content delivery; on the other, it raises significant concerns 
regarding ethics, job displacement, and cultural representation. The paper emphasizes that 
successful AI integration depends on investment in digital infrastructure, continuous staff 
training, and inclusive regulatory frameworks. Nigerian broadcasting firms must collaborate 
with academia and policymakers to develop AI applications that reflect indigenous languages 
and values. Future research should empirically test the relationship between AI integration and 
specific performance indicators such as audience engagement, revenue generation, and 
content diversity. When implemented strategically, AI can serve as a catalyst for innovation, 
inclusivity, and sustainable growth within the African broadcasting landscape. 
 

 
Recommendations 

1. African broadcasting firms need to be ready to adjust to new trends and technology as 
the sector develops, all the while tackling the particular opportunities and problems of 
the African market. AI has the ability to revolutionize the African broadcasting sector 
and open up new avenues for development and innovation if the proper infrastructure 
and support are in place.  

 
2. Future studies should focus on creating AI applications that are regarded as inclusive, 

culturally sensitive, and in line with the distinct socioeconomic realities of African 
media environments. 
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