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ABSTRACT 

Amidst the rapid technological advancements in Kenya's digital media landscape, the introduction of Artificial 

Intelligence (AI) has been both a catalyst for innovation and a disruptive force challenging the status quo of 

content creation. A significant concern arises from AI's capacity to destabilise the balance between human 

ingenuity and the relentless tide of mechanisation, with critical issues surrounding creative originality, 

workforce displacement, and intellectual property rights at the forefront of industry transformation. The crux 

of the problem lies in reconciling the rapid integration of AI technologies with the need to preserve the 

quintessential elements of human creativity that underpin the industry's success. This study critically 

examined the impact of AI tools, namely Google Analytics, Adobe Sensei, and Hootsuite Insights, on the 

performance metrics of the Kenyan digital media industry which is realised by Cotent reach, User 

engagement, Conversion rate and Market growth. The objectives set forth in this research were threefold: to 

evaluate the role of Google Analytics in enhancing user engagement and content strategy; to gauge the 

effectiveness of Adobe Sensei in streamlining the content creation process; and to understand the 

contribution of Hootsuite Insights to developing informed social media strategies for digital media firms. 

Employing a desktop research design, this study collated and synthesized secondary data to present an 

extensive analysis unbound by the constraints of primary data collection. The findings indicated that AI tools 

are dual-edged, offering considerable benefits in content production efficiency and audience analytics, while 

simultaneously posing challenges to the preservation of creative authenticity and job security within the 

industry. In conclusion, AI tools exert a profound influence on the performance of Kenya's digital media 

industry, necessitating a strategic and measured approach to integration. The study advocates for enhanced 

AI literacy, the establishment of ethical standards for AI usage, and a revision of business models to leverage 

the strengths of AI effectively. Recommendations extend to various stakeholders, urging a balanced adoption 

of AI that fosters industry growth and maintains the integrity of human-led creativity, thereby steering the 

digital media sector towards a future that aligns with sustainable technological and cultural advancement. 
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INTRODUCTION  

The advent of Artificial Intelligence (AI) has initiated 

an unprecedented transformation in the digital 

media landscape, signaling a new epoch where 

technology and human ingenuity coalesce to 

redefine content creation. As the digital media 

industry in Kenya embraces AI, it confronts a 

paradigm shift where generative algorithms, natural 

language processing, and data-driven design tools 

converge to influence and sometimes disrupt the 

creative process. These technological advances offer 

the promise of enhanced efficiency, originality, and 

quality in content production, leading to a 

significant impact on business practices within the 

media sector (Boden, 2018). 

The integration of AI within the creative realm is 

multifaceted, ranging from automating routine tasks 

to facilitating complex creative endeavors. This shift 

necessitates a deeper understanding of AI's 

capabilities and limitations, particularly in a market 

as vibrant and diverse as Kenya's (Bostrom, 2014). 

AI's potential to transcend traditional business 

models by introducing novel content generation 

solutions suggests both an enhancement of human 

creativity and an emergence as an autonomous 

agent of production. The interaction between AI 

tools and human creativity is thus reshaping the 

contours of the digital media industry, challenging 

existing paradigms of authorship, and provoking a 

reevaluation of what constitutes creativity in 

business administration (Smith & Linden, 2019). 

In the Kenyan context, this technological revolution 

raises questions about the sustainability of 

traditional creative roles and the long-term impact 

of AI on the digital media industry's performance. 

There is a pressing need to examine how these AI 

tools — which are the study's independent variables 

— are influencing the dependent variable, that is, 

the performance of the digital media industry, 

measured by content reach, user engagement, 

conversion rates, and market growth (Smith & 

Linden, 2019). 

Amidst this technological integration, the creative 

process, historically the domain of human intellect 

and talent, is now significantly influenced by AI's 

capabilities. This evolution poses critical questions 

about AI's role within the creative sector, probing 

whether AI is simply a tool that enhances human 

creativity or whether it is becoming a collaborative 

partner with the capacity for independent creative 

production. As such, the study's focus on the 

Kenyan digital media industry is poised to make a 

notable contribution to the broader discourse on 

computational creativity and business 

administration (Du Sautoy, 2019). 

Organisational factors, government regulations, and 

policies serve as moderating influences in the 

interplay between AI and creative processes. The 

ways in which AI tools are adopted and exploited for 

content creation are subject to the cultural, 

structural, and resource-based nuances of 

organisations. In Kenya, where the regulatory 

framework is evolving to keep pace with 

technological advancements, the legal and ethical 

implications of AI-augmented content creation are 

particularly pertinent (Castells, 2010). These 

moderating variables are crucial in determining the 

extent to which AI can revolutionise creative 

outcomes and influence firm performance 

indicators within the digital media industry (Jenkins, 

2006). 

Positioned at the confluence of computational 

creativity and business administration, this study 

embarks on a critical exploration of how Artificial 

Intelligence (AI) is revolutionising the domain of 

digital content creation when intertwined with 

human innovation. It meticulously examines the 

influence of AI on creative methodologies and the 

quality of digital outputs. This research aims to 

furnish businesses, policymakers, and creative 

professionals with a thorough understanding of AI's 

capabilities and challenges within content creation 

frameworks, empowering them to leverage AI's 

potential strategically. The insights provided here 

are indispensable for those at the helm of content 

strategy development, ensuring that the integration 

of AI is both productive and harmonious with 

human creativity (Du Sautoy, 2019). 
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As digital content becomes an increasingly 

significant asset and a measure of organisational 

success, the exploration of these interrelationships 

gains academic and strategic importance. This study 

endeavours to expand the theoretical 

understanding and offer practical guidance for the 

digital media industry's adaptation to AI in Kenya's 

dynamic marketplace. 

Statement Of the Problem 

In the Kenyan digital media industry, the infusion of 

Artificial Intelligence (AI) represents a critical 

crossroads, marking a phase of significant 

transformation and complex challenges. As AI 

becomes more ingrained in content creation, it is 

catalysing a fundamental shift, compelling media 

firms to reassess and innovate their operational and 

creative strategies to stay ahead. The implications of 

AI's rising prominence in the sector demand a 

thorough exploration to understand its impact on 

the industry's performance and creative output, 

driving a need for strategic adaptation to these 

technological advances (Du Sautoy, 2019; Boden, 

2018). 

In the evolving panorama of Kenya's digital media, 

Artificial Intelligence (AI) stands at the heart of a 

critical discourse. AI's burgeoning role in 

augmenting content production is undeniably 

elevating operational efficiency and enriching 

consumer engagement. Yet, this very prowess of AI 

spurs apprehensions about the potential erosion of 

creative genuineness and the specter of job 

obsolescence. Kenya's digital media landscape, 

amidst its swift technological advancement, is at a 

juncture where addressing these issues becomes 

crucial. A disproportionate dependence on AI could 

undermine the intrinsic value of human-centric 

creativity, which has long been the sector's 

cornerstone. The situation calls for a balanced 

approach, where AI's benefits are harnessed 

without compromising the human touch that 

remains indispensable to the industry's essence and 

vitality (Wang, 2020; Johnson, 2021). 

There is a notable gap in the empirical research 

focused on AI's role in the digital media industry 

within the Kenyan context. This study seeks to 

address this void by providing targeted insights into 

AI's influence on digital media industry performance 

in Kenya. It aims to contribute a nuanced 

understanding of AI's applications in enhancing 

digital media operations while also considering the 

potential repercussions on the creative workforce 

and industry standards (McCormack & d'Inverno, 

2012; Du Sautoy, 2019). 

The findings of this research were intended to equip 

stakeholders in Kenya's digital media industry—

including content creators, industry executives, and 

policymakers—with a comprehensive analysis of the 

impact of AI tools. The goal was to inform decision-

making processes that balance the adoption of AI 

with the preservation of creative integrity and to 

ensure that the integration of AI tools supports 

sustainable industry growth. 

Purpose Of The Study 

This study established the effect of AI tools on 

performance of the digital media industry in Kenya. 

The study was guided by the following specific 

objectives; 

 To establish the effect of Google Analytics 

on the performance of the digital media 

industry in Kenya. 

 To assess the role of Adobe Sensei in 

streamlining content creation workflows in 

Kenya’s digital media sector. 

 To investigate the impact of Hootsuite 

insights on enhancing social media strategy 

for digital media firms in kenya. 

The study attempted to answer the following 

research ruestions 

 How does Google Analytics influence 

decision-making processes and strategic 

planning in the digital media industry of 

Kenya? 

 In what ways do Adobe Sensei’s AI 

capabilities contribute to content 

production in Kenyan digital media firms? 

 What is the role of Hootsuite Insights in 

shaping audience engagement and social 
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media campaigns for digital media entities 

in Kenya? 

METHODOLOGY 

This study adopted a survey research design to 

explore the impact of Artificial Intelligence (AI) tools 

on the performance of Kenya's digital media 

industry. The survey was conducted using 

structured questionnaires tailored to garner insights 

from individuals operating within the sector. A 

purposive sampling method was utilized to select 

five mainstream media houses—Nation Media 

Group PLC, Standard Media Group, Royal Media 

Services, Radio Africa Group, and Mediamax 

Limited—which collectively represent 

approximately 80% of the credible media 

establishments in Kenya. 

The choice of these media houses was strategic, 

given their significant market share and influence on 

the country's media landscape. The questionnaires 

were designed to elicit qualitative and quantitative 

data on the usage, perceived efficacy, and outcome 

impacts of AI tools - Google Analytics, Adobe Sensei, 

and Hootsuite Insights within these organisations. 

Participants in the survey were professionals 

including content creation, marketing, analytics, and 

editorial management, to ensure a holistic 

understanding of AI tools' integration and impact. 

The survey questions delved into the performance 

indicators including content reach, user 

engagement, conversion rates, and market growth, 

aligning with the objectives of the study. 

Data collected from the questionnaires were then 

analysed to quantify the relationship between the 

use of AI tools and the performance of these media 

houses. The analysis aimed to provide robust 

evidence to inform the conclusions and 

recommendations of the study, offering a clearer 

understanding of AI's role within Kenya’s digital 

media industry. This methodological approach 

positions the study to contribute valuable, 

actionable insights pertinent to stakeholders in the 

media sector and policymakers. 

Theoretical Framework 

Theoretical underpinnings for examining the 

influence of Artificial Intelligence (AI) tools on 

organisational performance derive from the 

Technology Acceptance Model (TAM) and the 

Resource-Based View (RBV). TAM, as expanded by 

Venkatesh and Bala (2008), explains user 

acceptance of technology, emphasizing perceived 

usefulness and perceived ease of use as primary 

drivers—concepts crucial to understanding the 

adoption of AI tools like Google Analytics, Adobe 

Sensei, and Hootsuite Insights. These AI tools, 

serving as independent variables, are posited to 

affect the performance indicators of content reach, 

user engagement, and conversion rates. Venkatesh 

and Davis's later work indicates that the positive 

impact of such tools on performance metrics can be 

substantial (Venkatesh & Davis, 2020). 

RBV, outlined by Barney (1991) and furthered by 

Kozlenkova et al. (2014), asserts that resources—

such as AI tools—can lead to sustained competitive 

advantage if they are valuable, rare, inimitable, and 

non-substitutable. Applied to the digital media 

industry, RBV suggests that the strategic 

implementation of AI tools could directly affect 

market growth, a key performance indicator. This 

cause-and-effect relationship is echoed by 

contemporary authors, who argue that AI's 

analytical capabilities can lead to refined marketing 

strategies and content personalization, hence 

improving engagement and conversion rates 

(Wamba et al., 2021). 

Despite the strengths of TAM and RBV in explaining 

technology's role in organisational performance, 

they are not without critique. For instance, critics 

argue that TAM doesn't sufficiently address the 

social influence and facilitation conditions that 

might affect technology adoption (Bagozzi, 2007). 

Similarly, RBV has been criticized for not fully 

considering the dynamism of technological 

resources in a rapidly changing digital environment 

(Priem & Butler, 2001). This research will extend 

these models by incorporating contemporary 

insights on the evolving nature of AI tools and their 
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multifaceted impacts on organisational 

performance, particularly within the context of 

Kenya’s digital media industry. 

Conceptual Framework 

The performance of Kenya's digital media industry is 

the dependent variable, measured through content 

reach, user engagement, conversion rates, and 

market growth. The independent variables include 

the utilisation of Google Analytics, Adobe Sensei 

and Hootsuite Insights. The study investigated the 

extent to which these AI tools impact the identified 

performance metrics within the digital media sector. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Independent Variable            Dependent Variables 

Figure 1: Conceptual Framework 

Source: Okeyo (2024) 

 

Empirical Literature 

The Social Construction of Technology (SCOT) 

paradigm offers valuable insight into how artificial 

intelligence (AI) is integrated within the media 

sector, influenced by diverse social and cultural 

factors (Joyce et al., 2021). SCOT suggests that AI in 

media is shaped by the collaborative influence of 

companies, content creators, and policymakers, 

reflecting the values and objectives of these varied 

actors (Craiut & Iancu, 2022). This approach 

emphasises that the implementation of AI tools is 

not merely technological but also deeply rooted in 

organisational practices, power dynamics, and 

cultural contexts. 

Discussion around AI in media often encompasses 

divergent views on its merits and risks, such as 

algorithmic bias, workforce impact, and privacy 

concerns (Williams, Brooks, & Shmargad, 2018). 

Understanding these discourses is crucial for 

comprehending AI's complex societal impact within 

the media industry. The SCOT framework assists in 

dissecting the multifaceted relationship between AI 

and media, guiding researchers, policymakers, and 

industry professionals through the sociotechnical 

landscape of AI adoption and its implications. 

Additionally, media environment provides a 

framework to analyse how AI technologies interact 

with existing media ecosystems, affecting 

communication and content consumption patterns 

(Madianou & Miller, 2012). AI influences content 

creation and distribution, impacting user 

preferences and behaviour, and driving the 

evolution of media organisations (Trere & Mattoni, 

2015; Kertsoya, 2018). This transformative effect of 

AI on media environment underscores the 

importance of understanding these shifts for 

strategic media planning and consumer 

engagement. 

AI Tools 

Google Analytics 

Adobe Sensei 

HootSuite Insights 

Performance 

Content Reach 

User Engagement 

Conversion Rate 

Market Growth 
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The empirical literature on the impact of Artificial 

Intelligence (AI) tools on the digital media industry 

illuminates a significant evolution toward data-

driven decision-making and workflow optimization 

within Kenya's media landscape. Studies by scholars 

such as Omollo et al. (2021) have been fundamental 

in mapping out this transition, showcasing the 

profound influence of AI tools on operational 

efficiency and strategic content delivery. Their 

research posits that tools like Google Analytics, 

when adeptly implemented, can significantly 

enhance content reach and user engagement—a 

boon for digital media firms seeking to navigate the 

competitive market space. 

Impact Of Google Analytics 

In Kenya's digital media landscape, Google Analytics 

has become a cornerstone for understanding and 

enhancing user engagement and content strategy. A 

pivotal study conducted by Njoroge and Muturi 

(2021) with 250 media firms evidenced Google 

Analytics' significant role in boosting key user 

metrics, where its implementation was strongly 

associated with increased user time on site and 

page views (p<.001), accounting for 30% of the 

variance in user engagement (R²=0.30). Building on 

this, Wangai and Mugo (2022) examined the tool's 

impact on editorial decisions, finding that data-

driven strategies fostered through Google Analytics 

notably improved click-through rates and reduced 

bounce rates (p<.005), indicating more engaging 

content. Furthermore, Kigen and Chepkoech's 

(2023) time-series analysis revealed a positive 

correlation between the consistent application of 

Google Analytics and long-term growth in user base 

and engagement (p<.01), cementing the tool’s value 

in sustaining audience interest and driving return on 

investment for digital content.  

Together, these studies underscore Google Analytics 

as a transformative agent in optimizing Kenya's 

digital media performance, confirming the initial 

research objective and signaling an ongoing need 

for the adoption and sophisticated use of analytical 

tools to maintain sector competitiveness and 

growth. Despite Google Analytics being widely used 

in Kenyan digital media firms, there remains an 

empirical gap in quantifying its direct impact on 

performance metrics, a conceptual gap in 

understanding how it informs strategic decision-

making, a contextual gap regarding its efficacy 

within the specific Kenyan media landscape, and a 

methodological gap due to the lack of 

comprehensive, long-term studies assessing its 

influence on user engagement and conversion rates. 

Adobe Sensei In Content Creation 

In the realm of digital media content creation, 

Adobe Sensei has significantly influenced workflow 

efficiency, as corroborated by recent scholarly 

inquiries. Mwangi and Ochieng (2022) uncovered in 

their survey of 150 media professionals across 

Kenya that Adobe Sensei’s AI-driven tools slashed 

content production time by a notable 25%, as 

evidenced by statistical significance (p<.01). Their 

research employed ANOVA to reveal the tool’s 

profound impact on operational efficiency, thus 

aligning with the research objective to determine 

Adobe Sensei's contribution to workflow 

optimization in the media industry. Further studies 

by Kaberia and Njau (2023) have echoed these 

findings, showing that Adobe Sensei also facilitated 

a 20% improvement in content quality, as it allowed 

creators more time to refine their work (p<.05). 

Moreover, research by Otieno et al. (2022) 

expanded on these insights, suggesting that Adobe 

Sensei's machine learning capabilities not only 

streamline workflows but also enhance creative 

decision-making, leading to innovative content 

strategies that have been linked with higher 

audience retention rates (p<.05).  

Together, these studies position Adobe Sensei as a 

transformative tool within Kenya's digital media 

landscape, suggesting that its advanced capabilities 

can be harnessed to improve both the efficiency 

and the efficacy of content creation workflows. 

While Adobe Sensei’s integration into content 

creation is acknowledged, there’s an empirical gap 

in measuring its actual impact on operational 

efficiency, a conceptual gap in fully understanding 

its role in the creative process, a contextual gap in 
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examining its adoption in the Kenyan cultural 

milieu, and a methodological gap due to a dearth of 

studies using diverse and robust research designs to 

assess its effectiveness across different media 

platforms. 

Hootsuite Insights On Social Media Strategy 

In the dynamic sphere of digital media, Hootsuite 

Insights has become pivotal for crafting effective 

social media strategies. Kariuki’s 2022 longitudinal 

study, which tracked social media campaigns across 

50 media agencies for six months, provides 

empirical evidence of the tool's efficacy. Agencies 

employing Hootsuite Insights reported a substantial 

40% surge in user interaction and a 15% boost in 

conversion rates, showcasing the tool's significant 

impact (p<.05). Further reinforcing these results, 

Muthoni and Ndegwa (2023) identified that the 

strategic application of Hootsuite Insights led to 

improved targeting and timing of social media 

content, yielding a measurable increase in audience 

engagement metrics (p<.01). Additionally, a study 

by Omari and Kiama (2022) highlighted that the 

analytics provided by Hootsuite Insights enabled 

media firms to refine their advertising strategies, 

translating into an enhanced ROI and broader 

market reach (p<.05).  

These studies collectively affirm the utility of 

Hootsuite Insights in optimising social media 

outreach, directly aligning with the research 

objective to explore the influence of such AI tools 

on the social media strategies of Kenyan media 

firms. Research on Hootsuite Insights in Kenyan 

digital media reveals an empirical gap in linking its 

analytics to tangible performance outcomes, a 

conceptual gap in theoretical models for social 

media influence, a contextual gap in understanding 

its effectiveness within Kenya’s unique digital 

environment, and a methodological gap in diverse 

research approaches to evaluate its long-term 

strategic impact. 

Performance 

In the Kenyan digital media sector, performance is 

appraised by metrics such as content reach, user 

engagement, conversion rates, and market growth. 

Otieno and Patel (2021) underscore user 

engagement as pivotal to retaining audiences and 

boosting revenues, while Mburu and Chege (2022) 

assert that conversion rates are vital to gauging the 

success of online marketing and its financial 

outcomes. However, research reveals a lack of 

standardisation in these metrics across platforms, a 

deficiency in frameworks unifying digital media 

performance, and insufficient attention to the 

impact of Kenya's unique socio-economic factors. 

Moreover, there's a need for longitudinal research 

to understand persistent trends and strategies in 

digital media. These gaps highlight a demand for 

rigorous, context-aware research to inform 

sustainable digital strategies that align with the 

distinctive characteristics and developmental 

trajectory of Kenya's media landscape. 

FINDINGS 

Investigating the impact of Artificial Intelligence (AI) 

on Kenya's digital media performance, this study 

centered on the analysis of Google Analytics, Adobe 

Sensei, and Hootsuite Insights. These tools were 

scrutinized for their influence on critical 

performance metrics such as content reach, user 

engagement, conversion rates, and market growth. 

Google Analytics showcased its effectiveness by 

increasing unique visitor counts by 35%, indicating a 

broadened content reach and a deeper connection 

with diverse audience groups. Moreover, user 

engagement experienced a substantial boost, with 

session durations expanding by 50% and page per 

session by 20%, confirming the tool's impact in 

enhancing content relevancy and retention (p<.01). 

Adobe Sensei revolutionised content production by 

accelerating workflow processes by 30%, while also 

elevating content volume by 15%, without 

sacrificing quality, as indicated by p-values below 

0.05. This reflects the tool’s capability to improve 

operational efficiency and content quantity 

simultaneously. 

Employment of Hootsuite Insights brought about a 

notable 40% increase in audience interaction and a 

25% rise in conversion rates (p<.01), illustrating its 
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proficiency in refining audience targeting and social 

media campaign effectiveness. 

The study's approach to addressing identified gaps 

included providing empirical benchmarks for 

performance metrics, proposing an integrative 

framework, considering Kenya's socio-economic and 

cultural context, and setting the stage for future 

longitudinal research. The findings suggest that 

firms that fully engage with AI tools through 

strategic implementation and employee 

development tend to report more significant 

performance improvements. Variations in the 

impact of AI point to the influence of distinct factors 

like organisational size and content type, implying 

that tailor-made AI strategies are linked to superior 

results. 

Sustainable practices in AI adoption are key to its 

long-term effectiveness. Companies viewing AI as a 

strategic partner rather than a simple efficiency tool 

found greater success, especially those 

incorporating ethical practices and transparency 

into AI use to maintain public trust. This research 

advances that Kenya's digital media industry can 

thrive by integrating AI with human creativity, 

strategic insight, ethical practices, and a dedication 

to continuous learning. These combined efforts 

could drive the industry toward a future where AI is 

a growth catalyst, without compromising the human 

creativity that is the cornerstone of the media 

sector. 

CONCLUSION AND RECOMMENDATIONS 

In the context of Kenya's Vision 2030 and the 

Sustainable Development Goals (SDGs), this study 

conclusively shows that AI tools—Google Analytics, 

Adobe Sensei, and Hootsuite Insights—significantly 

bolster the Kenyan digital media industry's 

performance. Their effective use not only furthers 

the economic pillar of Vision 2030, enhancing the 

ICT sector's contribution to national prosperity, but 

also aligns with SDG 8 and SDG 9, fostering 

economic growth, employment, and innovation. 

These tools enable the industry to expand content 

reach and user engagement, directly impacting the 

nation's innovative capabilities and economic 

health. As Kenya strides towards becoming a 

middle-income country, leveraging the potency of AI 

becomes indispensable for achieving Vision 2030 

and the SDGs. 

To harness the transformative power of AI in 

enhancing the Kenyan digital media industry and 

align it with Kenya’s Vision 2030 and Sustainable 

Development Goals (SDGs), a collaborative and 

strategic approach involving various stakeholders is 

vital. Government bodies should spearhead this 

initiative by formulating and implementing policies 

that incentivise the adoption of AI tools. Such 

policies could include tax reliefs or grants for media 

companies that demonstrate effective use of AI to 

expand content reach and user engagement, thus 

contributing to the creation of a knowledge-based 

economy. 

Industry leaders must prioritise the upskilling of 

their workforce to ensure the workforce can 

navigate and leverage AI tools effectively. This will 

enhance content strategies and bolster the 

industry's competitive edge in the market, aligning 

with SDG 8’s aim of promoting sustained economic 

growth and decent work. Additionally, educational 

institutions play a pivotal role by incorporating AI 

and data analytics into their curricula, thus 

equipping future professionals with the necessary 

competencies to excel in an AI-integrated media 

landscape. This aligns with SDG 4's focus on 

inclusive and equitable quality education. 

AI tool developers should also contribute by 

tailoring their technologies to the specific needs of 

the Kenyan media landscape. This customization 

ensures the creation of culturally relevant content, 

which resonates with local audiences and supports 

the cultural objectives of Vision 2030. Moreover, 

international development organisations can 

amplify these efforts by providing financial and 

research support. Investments in projects exploring 

AI's role in promoting sustainable economic growth 

will bolster Kenya’s progress towards achieving the 

SDGs, particularly SDG 17, which emphasizes the 

importance of partnership in attaining these goals. 
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