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Abstract 

This study investigated the role of Artificial Intelligence (AI) in health communication through 

traditional media in Kogi State, Nigeria, while evaluating its operational scope, public health 

benefits, and associated technical challenges. A quantitative survey method was adopted, utilising 

questionnaires to collect data on patterns of AI usage and implementation. The findings indicate 

that traditional media employs AI technologies to a moderate extent (Mean Score=3.23), with 

content generation (Mean Score = 3.34) and misinformation detection (Mean Score = 2.90) 

receiving the highest levels of acceptance. Major barriers to widespread AI adoption include 

ethical concerns, distrust of AI-generated content, and inadequate digital infrastructure (Mean 

Score = 3.36). The analysis reveals that AI supports health literacy, enhances audience reach, and 

improves message comprehension; however, its overall effectiveness is constrained by shortages 

of skilled personnel and financial limitations. Rogers’ (1962) Diffusion of Innovations Theory is 

used to explain the slow rate of adoption, focusing on three key factors: technological readiness, 

budgetary capacity, and trust in AI applications within media. The study recommends government-

sponsored training for media professionals, financial support, upgraded transmission 

infrastructure, and the introduction of institutional regulations to address privacy concerns. With 

these measures in place, the integration of AI into traditional media can become more efficient, 

ultimately strengthening health communication and improving public health awareness across 

Kogi State. 

 

Keywords: Artificial Intelligence, Traditional Media, Health Communication, Adoption and Kogi 

State. 

Introduction 

Over the years, Nigerians have relied on traditional media channels such as television, 

print, and radio for health-related information. These platforms are widely regarded as some of the 

most trusted sources of health communication, alongside interpersonal strategies that support the 

development of effective health messaging. According to Ezeaka (2024), traditional media remain 

essential for disseminating health communication across wide or nationwide audiences. However, 

there has been limited interrogation of how effective these media channels are in meeting the health 

needs of the population particularly in today’s technologically advanced world characterised by 

tools such as Artificial Intelligence (AI). The adoption of AI technologies across various sectors 

has transformed standard operational procedures, and health communication is no exception. The 

introduction of AI in health communication is believed to bring a lot of new distribution systems, 
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as it can provide highly personalised content to enhance accessibility and health outcomes 

(Gambo, 2024). In addition, AI allows the personalisation of content and the improvement of the 

performance of health information delivery systems. 

Mash (2024) argues that AI helps to develop targeted health messages by simplifying the 

process of conceptualisation to developing and distributing health messages and responding to the 

feedback. He proposes that using AI during health communication campaigns makes campaigns 

much effective as it anticipates the results of using resources. Besides, the health communicators 

may use any predictive simulation programmes to understand which patterns will make the 

traditional media activities the most successful ones. AI also assists in the predictive analysis of 

health communication delivery, which leads to better health results in the population. Furthermore, 

data analytics systems deal with big data to detect the trends of the population health and the desire 

of the audience to make the delivery of healthcare information better adjusted to the media 

platforms. According to Zhang (2024), AI have little effect in ensuring that health communication 

is improved when used in traditional media. To a great extent, this can be attributed to the fact that 

such platforms cannot provide personalised content and interact dynamically, which are essential 

features or characteristics of modern health communication. The conventional media usually do 

not have AI-focused strategies and end up airing generalised messages that cannot cater to the 

health needs of a certain group in their culture (Greenbook, 2024). This is more so in Kogi State, 

where the need to pilot the role of AI in delivering optimised health content delivery through 

traditional media is urgent. 

A variety of challenges are associated with the introduction of AI into the process of health 

communication. The representatives of the research community outline three crucial obstacles in 

the health industry in Nigeria: underdeveloped digital infrastructure, scarcity of data systems, and 

unavailability of proficient human resources (Ezeaka, 2024; Gambo, 2024). To manage these 

obstacles, however, an understanding of the prerequisites towards developing an effective and 

sustainable AI-integrated approach should be understood in a sophisticated manner. However, the 

studies that already exist in regard to the application of AI together with the conventional media 

in health communication in Nigeria are still constrained, especially in Kogi State. This inadequacy 

in studies with local roots does not allow for specific interventions to boost the effectiveness of 

the traditional media with the help of AI-powered possibilities. 

Statement of the Problem 

Traditional media are relevant in providing health information in the region where the use 

of technology is minimal (Ezeaka, 2024). Although using AI technologies in conventional media 

opens the possibility of health communication improvements, such platforms are typically weak 

in individualising messages and interaction (Johnson & Smith, 2024). According to the scholars, 

AI has the potential to produce and monitor misinformation and divide audiences (Burke-Garcia 

& Hicks, 2024; Mash, 2024; Lim & Schmalzle, 2023). Nonetheless, in Kogi State, there is not 

much usage of AI because of the lack of technical skills and infrastructure, as well as due to the 

high costs and inability to trust AI-generated data (Greenbook, 2024; Ezeaka, 2024; Patel & 

Williams, 2023). Consequently, the traditional media in the region do not use AI very often, and 

the ideas that have been left underrepresented and not addressed are those concerning health 

literacy and the accuracy of information. Moreover, the lag between research analyses of the 

application of AI to health communication through media in Nigeria is enormous. Most of the 

research that exists in this area has been carried out on a general level, with little attention to the 

case of Kogi State (Ezeaka, 2024; Musa, Bello & Adamu, 2022). Lack of empirical evidence 

related to the topic makes it hard to propose informed policy to drive the initiatives of 
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communication in health via AI. Hence, this paper explores how, why, and the difficulties 

associated with the use of AI in health communication using media in Kogi State. 

Objectives of the Study 

This study aims to examine the extent of AI utilisation among traditional media 

organisations in promoting health communication in Kogi State. The specific objectives are: 

1. To determine the extent to which the traditional media use AI in communicating health 

information in Kogi State. 

2. To determine the aspect within which AI is used in the traditional media in the course of health 

communication in Kogi State. 

3. To assess how the use of enhanced traditional media potentially influences the health 

outcomes of the people of the state. 

4. To determine the challenges to the incorporation of AI in the traditional media platforms as 

health communication hubs. 

Conceptual Review 
Artificial Intelligence (AI) is the ability of machines to execute activities that, by traditional 

standards, require human intelligence. In this regard, AI is a group of computer-based systems that 

perform actions like creating health information, analysing information, and personalising health 

messages, in ways that resemble human efforts. The ability of AI to inject itself into conventional 

health communication has the potential to completely transform how we communicate since the 

accuracy of the communication will be improved, delivering important information more 

efficiently, and communicating information to the right audiences (Ezeaka, 2024). When needed, 

Lim and Schmalzle (2023) claim that AI-generated messages can be factually correct, more 

content-wise, and devoid of human mistakes. However, the adoption of AI within traditional media 

platforms in Kogi State remains limited, primarily due to infrastructural deficiencies and a shortage 

of skilled personnel (Gambo, 2024). Although AI can significantly enhance information 

dissemination, its minimal usage in television and radio platforms calls for closer scrutiny. AI can 

support various tasks in traditional media, including content creation, audience segmentation, 

misinformation detection, and enhanced message delivery. Mash (2024) notes that AI plays a 

pivotal role in combating misinformation and fostering public trust in health communication. 

Nonetheless, challenges persist, particularly regarding the integration of interactive content, which 

traditional platforms generally lack (Greenbook, 2024). The misalignment between traditional 

media workflows and AI capabilities points to the need for systemic changes and targeted training 

for media practitioners. 

Several factors hinder the successful integration of AI in health communication via 

traditional media. These are low e-infrastructure, cost factors, opposition by media professionals, 

and scepticism concerning AI-generated material by the population (Johnson & Smith, 2024). As 

stated by Ezeaka (2024) and Gambo (2024), the lack of trained staff and the lack of direction of 

the governmental policy are the most serious barriers in Nigeria. Technological infrastructure thus 

needs to be enhanced, and proper policies and sensitisation programmes should be adopted to 

promote the adoption of AI by stakeholders of the media and the general population. 

Empirical Review  

A number of studies have been undertaken to investigate the correlation of AI with 

healthcare effectiveness and synergy with orthodox media. In their article, Lim and Schmalzle 

(2023) studied the AI-generated health communication based on the use of Large Language 

Models (LLMs) and prompt engineering approaches. Their study consisted of the evaluation of 

the production of health awareness messages with the content of folic acid through AI tools as 
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practical tools instead of theoretical frameworks. These results showed that the messages generated 

using AI were similar to the human-based ones in terms of their emotional sense, readability, and 

linguistic quality. Their work is similar to other works conducted on AI and health messaging, but 

their particular focus is unique. 

In a related study, Burke-Garcia and Hicks (2024) explored AI-based distribution methods 

for personalised health messages, guided by the opinion leadership theory and principles of 

empathy. They found that AI could generate health content that combines visual appeal with 

scientifically validated information. Although similar in focus, their study did not centre on 

traditional media channels as this present study does. Zhang (2024) examined the integration of 

AI with behavioural science to improve public health communication in the digital era. His 

findings suggest that AI use in traditional media can drive positive health behavioural outcomes 

by enhancing real-time communication. 

Ezeaka (2024) focused on the policy implications of AI in Nigeria’s health communication 

system. Using stakeholder interviews and policy analysis tools, the study identified three major 

barriers to AI implementation: inadequate infrastructure, lack of data governance, and insufficient 

expertise. While relevant to Nigerian media, the study was policy-oriented rather than centred on 

the technological integration of AI within traditional media platforms. Mash (2024), in his work 

AI and Social Media: Transforming Public Health Communication in Nigeria, evaluated AI-driven 

social media projects. The findings highlighted improvements in message reach, effectiveness, and 

personalisation, all of which boosted public engagement. Likewise, a quasi-experimental design 

was used by Patel et al. (2023), who compared the level of audience engagement and message 

recall when using traditional media broadcasts with augmented AI against traditional media 

broadcasts only in the scope of communicating about public health. In their article, Enhancing 

Traditional Media with AI: A Pathway to Effective Health Communication, Johnson and Smith 

(2024) utilised content analysis and the theory of uses and gratifications in evaluating the delivery 

of health information on the radio and television. Their findings were that the audience response 

and message understanding became significantly better with the help of the AI integration.  

Although these studies offer worthy information as far as the role of AI in health 

communication is concerned, they fail to discuss the application of the same in traditional media 

in Kogi State adequately. This research thus aims to close this gap as it will analyse the success of 

integrating AI in the mainstream media as a means of public health communication within the 

context of Kogi State. 

Theoretical Framework 

The research has been based on the view of Rogers (1962), Diffusion of Innovations 

Theory, which describes the process of adoption of a new idea and technology in a society. Rogers 

developed a five-step process, namely: knowledge, persuasion, decision, implementation, and 

confirmation, which people go through in adopting innovations. Rogers (2003) asserts that 

different individuals embrace the innovations differently, and these people can be defined as one 

of the following five groups: innovators, early adopters, early majority, late majority, and laggards. 

Although the theory is helpful, it has drawn criticism because it simplifies the process of adoption 

without considering the social, cultural, and economic issues (Lyytinen & Damsgaard, 2001). It 

also presupposes that new technologies will be welcomed everywhere and will produce beneficial 

effects without paying attention to some structural obstacles, including restrictions on policies and 

ethical issues (Greenhalgh et al., 2004).  

In application to this study, the theory describes the slow rate of adoption of Artificial 

Intelligence (AI) by the traditional media practitioners in Kogi State regarding health 
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communication. It explained that innovations diffused via categories of adopters, such as the 

innovators, early adopters, early majority, late majority, and laggards, within a social system over 

time. Considering the moderate rate of AI implementation in finding, (mean score 3.23), it can be 

said that most of the practitioners belong either to the early or the late majority and use AI 

responsively because of the perceived complexity, lack of technical preparation, and inability to 

implement due to infrastructural issues. The essential factors of the theory, relative advantage, 

compatibility, complexity, as well as communication channels, allow shedding some light on the 

continuum of AI adoption. Although a few media professionals have realised the capability of AI 

in promoting health messaging, others are prevented due to institutional and systemic obstacles. 

Therefore, the theory creates an effective focal point in terms of interpretation of the present pattern 

of adoption and in influencing future interventions to hasten the integration of AI in conventional 

media environments. 

Material and Methods 

This research adopts a quantitative survey method to explore the integration of Artificial 

Intelligence (AI) technologies into traditional health communication in Kogi State. The survey 

method was deemed most appropriate for this study as it is people-oriented and effective for 

investigating attitudes and opinions. A descriptive survey design was employed to systematically 

gather information from multiple respondents in a generalised manner, consistent with the 

objective of the study (Creswell, 2014). A structured questionnaire served as the primary 

instrument for data collection, administered online via the following link: 

https://forms.gle/x6jcZHCMRHvsAeAT9. The study focused on practising media professionals 

affiliated with media organisations in Kogi State that include Kabba Local Government as part of 

their coverage area. These media outlets include: (i) Radio stations – Confluence FM 94.0 Lokoja, 

Grace FM 95.5 Lokoja, Akogba FM 88.3 Kabba, Tao FM 101.9 Okene, and Jatto FM 102.7 Okene; 

(ii) Television and print – NTA Kabba and Graphics Newspaper, Lokoja. Purposive sampling was 

used to select media workers who are professionals directly involved in health communication. A 

total of 83 participants completed the structured questionnaire, which assessed AI implementation, 

access to traditional media, and the effectiveness of AI-enhanced health communication. For the 

quantitative data analysis, both descriptive were employed. These included frequency distribution, 

percentages, and mean score analysis, using a 4-point Likert scale. 

Data Presentation 

The data presented below summarise the findings regarding the effectiveness of AI utilisation 

among traditional media organisations for health communication in Kogi State. A total of 83 

questionnaires were administered via email, WhatsApp, and online referral systems. As there was 

no mortality rate, all returned responses were deemed valid and sufficient to represent the study 

population. 
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Table 1: Respondent’s Demographic Characteristics 
Variables Frequency Percentage (%) 

Age (Years) N % 

20-25 7 8.4 

26-30 19 22.9 

31-35 36 43.4 

36- Above 21 25.3 

Total 83 100 

Job Description N % 

Top Management/Administration 15 18.1 

Presenter/Host 14 16.9 

Producer 20 24.1 

Content creator (Editor, Reporter) 34 41.0 

Total 83 100 

Gender N % 

Male 37 44.6% 

Female 46 55.4 

Total 83 100% 

Educational Qualification N % 

Primary. Cert 2 2.4 

SSCE/GCE 6 7.2 

NCE 5 6.0 

OND 11 13.3 

HND 15 18.1 

B.Sc/BA 21 25.3 

Masters 14 16.9 

PhD 9 10.8 

Total 83 100 

Source: Field Survey, 2025 

The demographic data presented in Table 1 indicate that the majority of participants fall 

within the 31–35 age group (43.4%), with a significant proportion working as content creators 

(41.0%). Additionally, female respondents make up 55.4% of the sample, and the most common 

academic qualification is a Bachelor’s degree (B.Sc/BA), held by 25.3% of participants. These 

characteristics are likely to influence their perceptions of AI adoption and its practical applications 

within traditional media and health communication. 

Table 2: level of utilization of AI among traditional media for health communication in Kogi State 
Educational Qualification (Scale of 

Value) 
N 

Weighted 

Mean 
Deviation 

Squared 

Deviation 
Fx(x-Mean)2 

Not at all (1) 1 1 -2.23 4.97 4.97 

To a very limited extent (2) 19 38 -1.23 1.51 28.73 

To a moderate extent (3) 37 111 -023 0.05 1.96 

To a significant extent (4) 12 48 0.77 0.59 7.12 

Extensively (5) 14 70 1.77 3.13 43.85 

Total 83 268 - 10.262 86.63 

Sectional Mean Score =3.23, Standard Dev= 1.02 

Source: Field Survey, 2025 

From table 2, the sectional mean score of 3.23 and a standard deviation of 1.02 indicate 

that there is moderate to frequent use of AI by traditional media to address health communication 

in Kogi State. The score falls slightly above the middle of the 5-point Likert scale, indicating that 

although AI is not yet entirely adopted, it is becoming more common to utilise it in every media 

operation. The modest standard deviation indicates that there is a regular trend in the responses of 
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the media professionals, and this enhances the reliability of the data. Hence, the ruling is that the 

implementation of AI is on its way, although it is not mainstream yet, and it represents an increased 

understanding of awareness as well as utilisation of AI healthcare within conventional media 

contexts. 

Table 3: Areas of application of AI in traditional media for health communication in Kogi State. 
S/N  

Statements 

SA  

(x4) 

A D 

(x2) 

SD  

(x1) 

Mean 

Score 

 

Decision 

1. Content Generation 44 27 8 4 3.34 Accepted  

2. Audience Targeting 21 33 16 13 2.75 Accepted 

3. Misinformation Detection 31 27 11 14 2.90 Accepted 

4. Accessibility Enhancement 22 36 10 15 2.78 Accepted  

5. Engagement Analysis 15 13 43 12 2.37 Rejected 

6. Resource Allocation 14 2 48 19 2.13 Rejected 

7 Partnership Facilitation 37 12 14 20 2.80 Accepted 

                                                               Sectional Mean Score =  2.72 

Source: Field Survey, 2025 

Table 3 presents data on the applicability of AI in traditional media in Kogi State, the result 

indicates that content generation (mean score: 3.34) is the most widely accepted application. In 

contrast, engagement analysis (mean score: 2.37), resource allocation (mean score: 2.13), and 

ethical considerations (mean score: 2.17) are generally not accepted. This highlights content 

generation as a viable entry point for AI integration, while also revealing notable reservations 

regarding the use of AI for engagement tracking, resource management, ethical oversight within 

traditional media contexts. 

Table 4: Potential Impact of AI-enhanced traditional media on public health outcomes in Kogi 

State. 
S/N  

Statements 

SA  

(x4) 

A 

(x3) 

D 

(x2) 

SD  

(x1) 

Mean 

Score 

 

Decision 

1. Improved health literacy 37 24 17 5 3.12 Accepted  

2. Increased audience engagement with health 

content 
26 37 8 12 2.93 Accepted 

3. Faster dissemination of health messages 22 10 45 6 2.58 Accepted 

4. Personalization of health information 8 9 37 29 1.95 Rejected 

5. Reduced misinformation in health reporting 39 28 7 9 3.17 Accepted 

6. Ethical concerns over AI-generated health news 11 21 47 4 2.47 Rejected 

7 Increased public trust in AI-enhanced messages 17 17 36 13 2.46 Rejected 

                                                               Sectional Mean Score =  2.67 

Source: Field Survey, 2025 

Table 4 assesses the perceived impact of AI on health communication, revealing that AI is 

expected to enhance health literacy (mean score: 3.12) and help reduce misinformation (mean 

score: 3.17). However, the personalisation of health information (mean score: 1.95) is viewed 

negatively. These findings reflect mixed perceptions regarding AI’s potential in public health while 

there is optimism about its role in improving health awareness and addressing misinformation, 

there is concern that AI may be unsuitable for tailoring health information to individual needs. 
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Table 5: Challenges to AI Integration in Traditional Media                    
S/N  

Statements 

SA  

(x4) 

A  

(x3) 

D 

(x2) 

SD  

(x1) 

Mean 

Score 

 

Decision 

1. High cost of AI adoption in media 17 26 25 15 2.54 Accepted 

2. Limited digital infrastructure 
42 21 13 7 3.18 Accepted 

3. Lack of trained AI professionals 55 10 11 7 3.36 Accepted  

4. Resistance from traditional media workers 26 32 17 8 2.92 Accepted 

5. Low awareness of AI benefits in media 37 22 14 10 3.04 Accepted 

6. Government policy restrictions 11 9 47 16 2.18 Rejected 

7. Limited collaboration between AI and media 

industries 
42 19 7 15 3.06 Accepted 

8. Lack of audience trust in AI-generated content 54 12 10 7 3.36 Accepted 

                                                               Sectional Mean Score =  2.96 

Source: Field Survey, 2025 

Table 5 reveals that insufficient trained professionals and distrust from audiences present 

the biggest obstacles (mean score: 3.36) toward AI adoption in traditional media whereas 

government policies prove least obstructive (mean score: 2.18) according to perception and 

understanding.  

Results and Discussion of Findings  
In congruence with the first objective, to evaluate the utilisation level of Artificial 

Intelligence (AI) use by traditional media in health communication in Kogi State, the researcher 

has found that the usage of AI on a large scale lies within the moderate to frequent range, with the 

sectional mean score of 3.23 and standard deviation of 1.02. This indicates that although AI 

technologies are yet to be fully integrated with the conventional processes of media operations, it 

is increasingly being incorporated with consistency. The comparatively low standard deviation 

also provides evidence of the stability of perception among the respondents on the usage of AI, 

which enhances the quality of the information. In particular, 16.9 per cent of the respondents listed 

heavy use of AI, with 83.1 per cent stating limited to moderate level use, indicating cautious yet 

emerging use of AI tools. This observation concurs with Patel and Williams (2023), who noticed 

that in the developing countries, AI is not used to its full potential because of the technological 

isolating factor, prohibitive costs of implementation, and unwillingness of media professionals to 

embrace changes. On the same note, Johnson and Smith (2024) encouraged the enhancement of 

AI acceptance, especially in the semi-urban media settings. Theoretically, the Diffusion of 

Innovations Theory by Rogers (1962) is applicable in explaining this trend, given that the majority 

of the media professionals in the Kogi state can be classified as belonging to the late majority, 

which means that innovations are adopted only when they become less daunting and established. 

In that regard, the study justifies the proposal by Ezeaka (2024) regarding policy-driven 

approaches that can hasten the process of integrating AI into the Nigerian health communication 

industry, mainly via traditional media methods. 

In line with the second objective of the study, which seeks to identify the areas of 

application of AI in traditional media for health communication, the study revealed that AI 

application in traditional media received the most acceptance for content generation (3.34), 

followed by misinformation detection (2.90), audience targeting (2.75), accessibility enhancement 

(2.78), and partnership facilitation (2.80), as evident in Table 3. This finding accords with the study 

by Burke-Garcia and Hicks (2024), who found that AI usage in content generation and audience 

segmentation improves health message efficiency along with accuracy and personalisation. 

However, this finding agrees with the position of Mash (2024) that AI-based misinformation 
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identification tools enhance public trust levels in health communication in Nigeria. Similar to 

Zhang (2024), the study outcomes indicate that AI can boost accessibility levels of content 

material. The theoretical examination of the Diffusion of Innovations Theory defines the reasons 

why application areas choose to adopt AI technologies selectively, as AI technologies receive 

acceptance where they serve to improve current media operational procedures, including content 

generation, audience targeting, and misinformation detection. It, however, raises the same 

concerns as those of Gambo (2024), which show problems of ethics when journalists use AI to 

analyse engagement and assign resources. 

In response to objective three, which focused on evaluating the potential impact of AI-

enhanced traditional media on public health outcomes, this study shows that although the adoption 

of AI emerges slowly, AI usage in traditional media both enhances health literacy (mean score: 

3.12) and lowers health misinformation in reporting (mean score: 3.17) (reference to Table 4). This 

submission echoes the position of Burke-Garcia and Hicks (2024) that AI-produced health 

messages produce better outcomes by providing clear, personalised, evidence-based reports that 

improve public understanding of health information. The evaluation results show that traditional 

media with AI integration receive favourable ratings in terms of audience engagement for health 

content as well as rapid health message dissemination to the public (2.93 and 2.58 respectively), 

which suggests that AI implementation boosts health issue response and awareness. Further 

findings showed that people do not accept AI for healthcare personalisation (rated 1.95) because 

of ethical issues with automatic news generation (rated 2.47), combined with mistrust in AI-

enhanced messages (rated 2.46). The findings match those of Ezeaka (2024), who found public 

distrust along with ethical difficulties to be the main obstacles to AI adoption in health 

communication within Nigeria. The traditional media of Kogi State struggle to adopt AI-driven 

personalisation; however, individuals accept new concepts based on their interpretation of relative 

advantages, compatibility, and user-friendly characteristics (Rogers, 1962). Therefore, the 

adoption of AI applications for health literacy and misinformation detection in Kogi State faces 

resistance, perhaps because trust issues combined with ethical worries make professionals hesitant 

about complete implementation. 

In line with the fourth and final objective, which seeks to identify the challenges and 

barriers to integrating AI into traditional media platforms for health communication, the study 

showed that unskilled AI specialists (3.36), poor digital resources (3.18), and reader scepticism 

toward AI-produced content (3.36) happen to be the more significant application challenges. This 

finding echoes the concerns raised by Gambo (2024) that Nigerian journalism faces two key 

barriers to integrating AI: skills shortages and an insufficient technological framework. Traditional 

media face two main barriers to adopting AI namely expenses (2.54) and opposition from media 

professionals (2.92). Both monetary limitations and human resistance serve as key obstacles to AI 

integration in traditional media. The study presents different findings from those of Johnson and 

Smith (2024) because it reveals that people tend to doubt AI-enhanced traditional media. Further 

findings identify government policy restrictions as a minor obstacle (2.18), demonstrating that 

implementation limitations are a greater cause of concern than regulatory barriers. The findings 

can be better understood through the application of the Diffusion of Innovations Theory, where 

Rogers (1962) showed that adoption speeds change according to how straightforward people 

perceive new developments to be and how accessible they find them. Here, AI stands as a difficult 

technology for media professionals because they lack experience and understanding of its use, thus 

slowing its adoption rate. It was also discovered that the practical adoption of AI in traditional 

media faces limitations due to insufficient infrastructure, financial constraints, and opposition from 
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both media members and audience groups, even though AI-powered health communication is a 

transformative tool for traditional media in Kogi State. 

Conclusion 
This study considered the use of AI among traditional mass media in communicating health 

issues in Kogi State, but its implementation faces various challenges. It shows that traditional 

media organisations possess an average level of AI usage, while content generation technology 

and misinformation countermeasures rank as their main accepted AI applications. There is also 

sluggish AI adoption, which occurs because personnel still express concerns about audience 

connectivity, health ethics requirements, and individualised information needs. The study also 

concludes that AI technologies optimising traditional media lead to better public health results by 

raising audience understanding, combating false information, and enhancing viewer interaction. 

Meanwhile, the main barriers to AI integration include inadequate equipment, insufficient AI 

specialist staff, and reluctance towards AI content generation methods. This study aligns with 

Rogers' Diffusion of Innovations Theory, which describes AI adoption limitations in terms of how 

professionals and audiences relate to perceived risks. It is the utmost expectation of this study that 

a wide-scale transformation of health communication through AI will require substantial 

investment in infrastructure development, educational initiatives, and appropriate policy 

frameworks for Kogi State. The adoption of AI technology by traditional media organisations 

needs government backing through financial, policy, and regulatory support to promote AI 

implementation. 

Recommendations 
Based on the findings of this study, the following recommendations are put forth: 

i. Regarding awareness level, there is need to organise targeted workshops to improve AI 

awareness among traditional media practitioners in Kogi State. 

ii. Pertaining level of usage, there should be initiation of pilot projects to demonstrate the 

practical benefits of AI tools in health communication within traditional media. 

iii. There should be the establishment of a public-private partnerships to overcome financial, 

infrastructural, and technical barriers to AI adoption. 

iv. Finally, there is need for the creation and enforcement of ethical and regulatory frameworks 

to ensure responsible use of AI in health-related media content. 
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