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Al-Enhanced Social Media Campaigns: Influence on Women's
Empowerment and Community Engagement
Authors Abstract
Amarachi The emergence of artificial intelligence (Al) has the ability fo
Agatha significantly amplify the reach and impact of social media
Ezeakolam campaigns especially in areas of women's empowerment
which involves improving the social, economic, political, and
& legal strength of women through personalise content and
enhanced engagement. This study aims to: (1) examine how
Omowale Al tools affect the dissemination and reception of
Taofeek information about women's empowerment campaigns; (2)
Adelabu assess the impact of Al-powered communication strategies
Affiliation: to increase participation in  women's empowerment
—— campaign programmes; and (3) to identify challenges that
Department may impede the success of these campaigns such as
of Mass personal bias, privacy concerns and digital divide. There are
communicati reports of women benefiting from technological
on advancement, yet these improvements have not
Redeemer’s adequately addressed the lots of women. The Diffusion of
University Innovation Theory was used to understudy this research work
E%%Osun providing a structured approach to understanding the
adoption and spread of Al fechnologies in social media
messages on women's empowerment campaigns. This study
employed conceptual analysis method to look at existing
literature on Al, social media, and women's empowerment,
offering a comprehensive analysis of how Al-enhanced
campaigns can support the empowerment of women.
Findings from existing literatures suggest that Al-enhanced
social media campaigns have the potential to revolutionise
communication on women's empowerment initiatives by
making outreach efforts more personalised, efficient and
°“"a“““ taraetina the riaht audience
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However, the study anticipates challenges related to privacy invasion,
personal bias and unequal access to digital fechnologies, which may
affect the equitable spread of such innovations.

Keywords: Artificial Infeligence (Al), Social Media, Campaigns,
Women, Empowerment, Community Engagement

Infroduction

The digital age has led to the emergence of social media and
artificial intelligence (Al) which are new communication technologies
helping fo reshape various aspects of human interaction, especially in
areas of social movements, advocacy and campaigns. The social
media has become a powerful tool for raising awareness and
mobilizing support for various causes, particularly on issues of women's
empowerment. Al as a tool has the ability of speed in data analysis,
personalise content, enhance engagement as well as the potential fo
significantly amplify the reach and impact of social media
campaigns.

The concepts of women empowerment revolve around power and
improving the lives of women, socially, economically, politically,
ensuring equal rights to participate in society and giving women legal
stfrength. Social media with its inherent characteristics of easy
connectivity, unhindered participatory opportunity prove to be an
effective medium for campaigns, advocacy and projecting women's
voices globally. However, Al enhanced social media campaigns
offers a higher level of efficacy because it has the fools of sentiment
analysis, can generate content automatically, provide new ways to
engage diverse audiences and foster community involvement. These
tools have the potential of making empowerment campaigns more
relatable and actionable.

Women have remained the victims of subjugation and deprivation
which have been the roofs of gender inequadlities in every area
including technology (Choe, Cho and Kim, 2016). Although it has
been reported that more women are having access to education,
leadership and laws are being reviewed for gender equality, financial
improvement and benefits from ftechnological advancement. Yet
these improvements have not adequately addressed the lots of
women as there are still challenges to overcome (Agrawal, Muchhal
and Paithankar, 2022).

The primary aim of the study is fo examine the inftersection of Al
tfechnologies and communication strategies, identifying how Al
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enhanced social media campaign on women's empowerment can
facilitate the diffusion of empowering messages and drive social
change. The study addresses three key objectives (1) examine how Al
tools affect the dissemination and reception of information about
women's empowerment campaigns; (2) assess the impact of Al-
powered communication strategies fo increase parficipation in
women's empowerment campaign programmes; and (3) to identify
challenges that may impede the success of these campaigns.

Theoretical Framework

This study adopfts Diffusion of Innovation Theory (DOI) by Everett Rogers
(1962), the Diffusion of Innovation Theory explains how new ideas and
technologies spread through cultures. The Diffusion of Innovation
Theory posits that the adoption of innovations follows a predictable
pattern, consisting of five key stages: knowledge, persuasion, decision,
implementatfion, and confirmation. According to Rogers (2003), an
innovation is more likely to be adopted when it is perceived to have
certain characteristics such as: relative advantage, compatibility,
complexity, frial-ability, and observable. These elements guide how
individuals and organisations perceive new technologies and how
these technologies are incorporated into existing systems.

The Diffusion of Innovation Theory provides a valuable lens through
which Al tools can be examined and adopted for women's
empowerment campaigns. By understanding the key factors that
influence the adoption process, this framework can help identify the
opportunities and barriers faced by organisations seeking o integrate
Al info their social media strategies.

Relative Advantage: Al have the ability to enhance personalised
content, extend campaign outreach, and analyse real-time audience
feedback, this presents a significant relative advantage for women'’s
empowerment campaigns. For instance, Al-powered sentiment
analysis can help organisations gauge public response to campaign
messages and adjust their strategies accordingly (Moreno-Munoz et
al., 2016).

Compatibility: The integration of Al must be compatible with the
values and goals of women's empowerment initiatives. Al tools that
promote inclusivity, amplify marginalised voices, and support
grassroots movements are more likely to be adopted by organisations
committed to gender equality and social justice (Noble, 2018).
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Complexity: The perceived complexity of Al technologies could pose
a barrier to widespread adoption. However, putting effort to simplify
user inferfaces and offer training on Al tools can reduce this
complexity and make Al more accessible o women’s organisations
(West et al., 2019).

Trial-ability and being Observable: The ability to experiment with Al
fools on a small scale, coupled with the visibility of their effectiveness,
will play a crucial role in encouraging broader adopfion among
women's rights advocacy groups or organisations. As Al-enhanced
social media campaigns demonstrate clear benefits, more
organisations will be willing to infegrate these fechnologies into their
advocacy efforts (Kapoor et al., 2018).

This theory is particularly relevant in understanding how Al, as a
technological innovation, is adopted and diffused within the context
of women's empowerment campaigns.

Conceptual Analysis of Al-Enhanced Social media Campaigns

This review covers Al's role in communication, social media’s potential
for women empowerment campaigns, the intersection of Al and
gender, the opportunities and barriers Al presents for women's
empowerment.

Al in Communication

Communication has changed in digital spaces since the emergence
of Al technologies. Various researches have shown that Al possesses
the tools of processing language naturally, senfiment analysis, and
machine learning algorithms which makes it useful for organisations to
craft more targeted and efficient communication strategies. Kumari &
Thompson (2020) affirm that Al has the ability to collate large amounts
of data on social media, suiting the content to user preferences and
aligning it to behaviours, making Al a tool suitable to use for advocacy
and campaigns aiming fo reach diverse audiences. Similarly, Wirtz,
Weyerer and Geyer (2019) discuss how Al enhances user engagement
by providing personalised content recommendations and optimising
digital interactions.

Al tools allow for speedily dissemination of information and have the
ability to adjust messages in real-time based on user feedback making
it efficient for social movements and advocacy. Al-Saggaf and
Simmons (2015) highlight how Al with its capacity to facilitate real-time
dialogue and personalised communication, can be used as a tool to
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amplify the voices of marginalised groups, including women.
However, Van Esch and Black (2021) caution that the relying on Al for
communication can infroduce challenges such as algorithmic bias
which will inadvertently marginalise certain voices or communities
especially in rural areas.

Social Media as a Tool for Advocacy

Social media has been playing huge role in projecting people’s
hidden voices and mobilizing support for various causes which
women's empowerment and advocating for gender equality are
benefiting from these advancements. Social media has emerged as
one of the most powerful platforms for campaigns, offering both the
forum and tools necessary to attract global audiences. Studies by
Shirky (2011) and Castells (2015) argue that social media empowers
marginalised groups by decentralising communication and making
information more accessible. Harlow (2012) and Poell et al. (2016) add
that social media facilitates horizontal communication, enabling
individuals to bypass traditional media gatekeepers and directly
engage with global networks.

Using social media for women’s empowerment has well-documented
potentials, as describe by Dadas (2017) that online platforms enable
women share their personal experiences, creating solidarity for
themselves to tfake action against issues affecting them. In
Furtherance, Mendes, Ringrose and Keller (2019) opine that social
media give women from diverse backgrounds the opportunity to
connect and mobilise around common causes, facilitating the rise of
feminist activism. However, Crawford and Gillespie (2016) note that
social media can be empowering, but it can also expose women to
risks such as emotional harassment and abuse, which could elicit fear
in being active on social media.

Al offers new capabilities to social media campaigns by improving the
efficiency of content distribution and engagement. Kapoor,
Tamilmani, Rana, Patil, Dwivedi, & Nerur (2018) discuss how Al
algorithms can be useful in content dissemination and help to
maximise the impact of the message. Also, Moreno-Munoz, Bellido-
Outeirino, Siano and Gomez-Nieto (2016) explain that social media
have sentiment analysis tool that can gauge audience reactions and
adjust strategies in real-time. These technologies enable advocacy
organisations to effectively package their messages, evoking better
engagement with the target audiences.

Examples of Women Empowerment Campaigns on Social Media

5



Corpus Intellectnal
ISSN PRINT 2811-3187 ONLINE 2811-3202_ Volume 4 NO 1 Conf. Edition 2025

According to Kumari (2020) social media is a strong platform to discus
and share views. It is one of the new frontiers to organise campaigns,
rallies and programmes for women. The following are examples of
some social media campaigns across the globe.

1. #Me Too movement was founded by Tarana Burke in 2006 to help
and support survivors such as dark girls and women against
violence and discriminafion.

In 2018, United Nations theme for the Intfernational Day was “Orange
the World: #HearMeToo"” for the elimination of violence against
women.

2.  #ShapeMyworld: was another women empowerment programme
chaired by "“Levis Jean” on the occasion of the International
Women's Day, to celebrate strong women who moved past the
stereotypical aftitude of the society against women and ruled
their world bringing change in the perception of women. This
programme ran from 2017 to 2019

3. #PadManChallenge: this was another women empowerment
campaign programme stirred by Arunachala Muruganatham, an
entrepreneur who was into low-cost sanitary pad. The #Padman
campaign went viral on Twitter and instagram with the message
“Yes, that's a pad in my hand there's nothing to be ashamed.
Periods are natural”. This was done to break the taboo associated
with menstruation in India.

4.  #KnowyourLemons: was a campaign programme held with a
vision to educate women about breast cancer. Started by Corrine
Ellsworth Beaumont, founder of the Worldwide Breast Cancer
nonprofit  Organization in  2014(https://knowyourlemons.co).
#knowyourleamon was a global breast awareness campaign
which made use lemons illustration to feach women about the
symptoms of breast cancer and motivate the people to discuss
about the condition of breast cancer.

5. #HEFORSHE: is a United Nation solidarity campaign programme for
women to create a bold visible united force for gender equality.

6. #HeforShe is a campaign programme on social media on Twitter.
https://twitter.com/heforshe.
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Importance of Social Media to Women Issues

Social media promotes and offer potential opportunities for women
through:

- Organisational visibility.

- Promoting public awareness about gender issues.
- Building a sense of collectiveness.

- Campaigning and networking.

The internet through social media reloxed the constraints of
geographical distance to facilitate connectivity in building alliance
among individuals and organisatfion to fight a common cause.

Al, Gender, and Social Media

There are emerging concerns that despite the fact that Al has all the
potential o enhance communication, several studies have shown the
narrative of gender bias within Al systems, which is visible in the
algorithmic decision-making processes. A study done by Noble (2018),
on "Algorithms of Oppression,” sate that there are elements of racial
and gender stereotypes in Al search algorithms that hinders the
visibility of marginalised groups. Also, Buolamwini and Gebru (2018)
approve that the facial recognition used by Al system has shown
significant racial and gender biases affecting women of color.

These social media biases can manifest in how content is created and
disseminated. Eubanks (2018) highlight that personal biases within Al
systems can reduce woman participation and lead fo unequal
visibility of women's voices in digital spaces, this makes content
generated by or for women to receive less engagement compared to
male-dominated contfents. West, Mutasa and Zhu (2019) argue that
most of the Al design and application systems often reflect the implicit
biases of their creators, which can undermine the effectiveness of Al-
enhanced women's empowerment campaigns.

Addressing these biases, D'lgnazio and Klein (2020) suggest for the
development of feminist Al frameworks that emphasize inclusivity and
equity in the design of algorithms, ensuring that women's voices are
adequately represented in digital platforms. The potfential of Al
empowering women through social media can only be visible when
these biases are critical addressed.
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Challenges and Opportunities for Women’s Empowerment through Al

Using the Al applications for women's empowerment campaigns has
both opportunities and challenges. On one hand, Al can efficiently
enhance the reach and impact of advocacy efforts through highly
improved content fargefing, personalisation, and audience
engagement. Pega, McGill and Elston, (2021) give emphasis on how
Al tools can help advocacy organisatfions (NGOs, activist and Women
Community base groups) identify important trends and key issues
among target audiences, enabling them to craft more impacting
messages. In addition, Al can be used to automate certain repetitive
tasks, giving the organizations opportunity to focus on strategic
planning and other engagement.

Enhanced Engagement and Personalization

Al tools provide a substantial advantage by enabling highly
personalised interactions and fargeted content delivery. For instance,
senfiment analysis can tailor messages to resonate with different
audience segments, while Al-driven chat bots can offer real-time
support and engagement. This level of personalisation helps in
creating more relevant and impactful experiences for users, which
can lead fo increased participation and support for women'’s
empowerment inifiatives.

Improved Data-Driven Insights

The ability to analyse large data through Al technologies offers
valuable insights info campaign performance and audience
behaviour. By leveraging machine learning algorithms and data
analytics, campaigns can optimize their strategies based on real-time
feedback and performance metrics. This data-driven approach allows
for more informed decision-making and strategic adjustments, leading
to more effective outreach and advocacy.

Challenges in Al Adoption for Women Empowerment Campaigns

Despite the benefits, the adoption of Al in social media campaigns is
not without challenges. Key issues include:

Bias and Fairness: Al algorithms can perpetuate existing biases,
leading fo discriminatory outcomes. It is essential to address these
biases by ensuring diverse and representative fraining data and
implementing fairness checks.
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Data Privacy: The collection and analysis of personal data raise
concerns about privacy and security. Campaigns must ensure that
they handle data responsibly, comply with privacy regulations, and
maintain fransparency with users about data usage.

Technical Complexity: Al fools can be complex and require
specialized knowledge fo implement and manage effectively.
Providing adequate training and support for campaign staff is crucial
to overcome this barrier and maximize the benefits of Al fechnologies.

Ethical Considerations: The use of Al in social media campaigns
involves ethical considerations related to manipulation and
exploitation. Developing ethical guidelines and ensuring responsible
use of Al technologies are important for maintaining the integrity of
empowerment campaigns.

Significantly, these challenges confinue to be some of the obstacles in
adopting Al fechnology to women's empowerment campaigns.
Other challenges identified by Graham and Dutton (2019) is that
women, especially those in low-income and rural areas have limited
access to digital technologies and the internet. Women are 20% less
likely than men to use the internet in developing countries (UNESCO
2020), this report shows the limiting parficipation of women in Al-driven
social media campaigns and visible existing inequalities that reduces
the potential reach of Al-enhanced empowerment initiatives.

There is also, issues related to personal data privacy and the ethical
use of Al which poses as a significant challenge to Al-enhanced
empowerment inifiatives. Exploring further on the challenges, Zuboff
(2019), in her work on “surveillance capitalism,” point out the dangers
posed by Al systems on the collection of vast amounts of personal
data, often without users’ consent. This raises ethical questions about
divulging of personal information and the need for greater
fransparency and accountability in the use of Al for women’s
empowerment campaigns.

The integration of artificial inteligence (Al) into social media
campaigns aimed at women's empowerment represents a significant
shift in how advocacy and engagement are approached. The
utilization of Al fechnologies such as sentiment analysis, natural
language processing, chatbots, and personalised learning platforms
offers both opportunities and challenges in enhancing the
effectiveness and reach of these campaigns.

Conclusion and Summary
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In summary, this study provides a thorough analysis of Al-enhanced
social media campaigns for women's empowerment hold significant
promise for advancing women's empowerment by improving
engagement, personalisation, and data-driven decision-making.
However, to fully redlise these benefits, it is essential to address the
associated challenges and ethical concerns. Conclusively, integrating
Al thoughtfully and responsibly, and balancing it with fraditional
advocacy methods for women’'s empowerment campaigns can
effectively leverage on Al technology fo drive meaningful social
change and support the empowerment of women worldwide.

Recommendations

This study recommends that campaign practitioners, NGOs, Women
Community base groups and activists should leverage on Al
technologies to improve their social media strategies in creating
active voice against issues affecting the empowerment of women.
This includes guidance on selecting appropriate Al tools, addressing
biases and privacy concerns, and balancing Al with human expertise.
The study further recommends the need for more research on the
exploration of Al's role in different contexts of women'’s
empowerment, the long-term impacts of Al on advocacy outcomes,
and the development of ethical frameworks for Al use in social media
campaigns.
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