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Can algorithms
truly understand
Africa?

« We’re talking: Can an algorithm alone explain:

Machine Learning . silence born from fear,

Forecasting Models .
J _ . loyalty shaped by ethnicity,
Natural Language Processing

Digital Tracing (online patterns & . distrust of institutions,

behaviours) . hidden voting behaviour,

. or cultural nuances expressed in languages

« We are told: many Al systems still cannot process
big data can predict elections, accurately?
digital footprints reveal public opinion Today, this presentation argues that while Al is
Al can replace field intelligence powerful, African public opinion research cannot
and machine learning can decode human completely surrender itself to algorithms vet.

behaviour at scale. rJMR A
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The nights many of us were terribly wrong !!!

Distorted pao

Influ*ed markets wrongly

- esta i§ed elections
tPtE t in research itself
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How the 2023 Presidential Votes are Most Likely to be Distributed
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Nigeria is about to hold Africa’s largest Who is tipped to win?

democratic exercise. Here’s what to know about o _

its presidential election A predictive poll by XXX pu_ts Obi
ahead of the two main

@ e By Nimi Princawill and Stephania Busar, CNN Challengers ......
@ & min read - Updat

acated 3:14 PM EST, Wed February 22, 2023

= X6
- Another poll by YYY does not foresee a

> r sg \\ 4 - ﬁ frontrunner but suggests that Obi and
\ \‘1 \\ . . Abubakar could garner a sufficient
\ ” |11 |H n.g 5“ number of ballots to meet the 25%

vote spread in 24 of Nigeria’s 36 states

11
i
g required by law to win.

>
The forecast whose survey polled three

million people and predicts a close race

between the opposition PDP (38%) and
the rulina APC (29%).

&

g FMRA -§
| . w
S Here's what to know about Nigeria's presidential election J
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https://www.stears.co/premium/article/stears-poll-predicts-nigerias-next-president/
https://www.sbmintel.com/2023/02/the-eie-sbm-2023-election-forecast-it-all-hinges-on-insecurity-and-turnout/
https://businessday.ng/politics/article/polaf-poll-tips-atiku-to-win-in-close-race/

2023 PRESIDENTIAL
ELECTION RESULTS Wy
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Know Tinubu _/
8,794,726 6,101,533 1,496,687 6,984,520

Votes Votes Votes Votes

Prediction by STREAM Insight (Feb. 2023)
States Won

Sample size = 4,000

Methodology = F2F Quant Survey
2 states per geopolitical zone + FCT
Voters eligibility representative

Top 4 Candidates
23,377,466 L2l
Other Candidates
648,474
Total Valid Votes
24,025,940 LA

Data Source: INEC




Actual Election Outcome (INEC/Official Results)
54.3%

36.2%

30

Percentage (%)

Predicted Leader (Topline Findings

9.5%
;g;;Feb 2:;32:)83 (ruling Ba 37%, Faye 33%, others 30%

Mid-March Neck-and-neck race Faye 36%, Ba 35%, undecided T 5 . P
2024 20% p@’ﬁaﬁuu otne
Late March  Faye leading

(0) [0) 0
2024 slightly Faye 42%, Ba 38%, others 20%
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the desire
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@ Patriotes du Séné;alty

Supporters’ Mindset

Oppositions’ Min

Voters Expectations.af

(@ (1). A Unifier
360/030meone who .

can make the whole

(4). A Sustainer

country to be in unity

16%Someone that can

continue the progress of

 (2). ARadica

the current government

240/080me0ne |

who will disrupt the B

whole system and \J

start all over again to
rearrange everything. i

(3). ANew Breed®)

&

» 1 S%Someone that is

| new and different/not
" part of the current
- | system
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Date : _ .
Oraanization 2024-2025 Predicted Leader [Topline Estimate

Tidjane Thiam
(PDCI)

Tiémoko Meyliet
Koné (RHDP)

Nov-Dec 2024
Jan 2025
Feb 2025 Thiam

March 2025 Neck-and-neck
(final pre-vote)

Gbagbo (regional

F 202
ebruary 2025 strongholds)

Thiam 38%, Koné 33%,
Gbagbo 22%

Koné 41%, Thiam 36%,
Gbagbo 17%

Thiam 45%, Koné 32%,
Gbagbo 15%

Koné 39%, Thiam 38%,
Gbagbo 19%

Gbagbo leading only in
western zones (up to 45%)

Percentage of Votes (%)

40

20 1

2025 lvorian Presidential Election Results (%)

91.23%

Ouattara

3.14%

Billon

2.42% 321%

S. Gbagbo Others
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The Candidate’s
Personality
Region 1 19%
Region 2 39%
Region 3 34%
Region 4_ 46%

= The Party = The Candidate's Personality Region 5 « 43%

The Party The Candidate’s
Personality
18-29 years 60% 40% 63% 61%

,an -39 years 63% 37% 37% 39% .
4049 years 64% 36% l I l
|5n-59 years 69% 31%

Total Male Female

|6nf-y.aars: & above  66% 34%

mThe Party = The Candidate's Personality




Digital Noise # Public Opinion

Twitter is not Nigeria.

Facebook is not Kenya.

TikTok is not Angola.

Digital noise in Africa is not public opinion.
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1.
The Rapid
Tech Shift

Al, NLP, digital exhaust
are reshaping research

Social listening viewed
as public mood

Online polling
rising fast

(rean
Iy ight




DIGITAL ACTIVITY )

- S]GN:{"-LED |I

q ! DOMINANCE |'
(\knll II
f‘n _._";f 1 l

i ' ™ ’
Algorithms Fail ~ /" & -
7 ALG 0 R ' TH Mf"ﬁ

GENTIMENT

&
s

Sentiment suggested
RURAL OFFLINE.
VOTERS

FLIPPED THE RACE
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/J'I Digital activity

signaled dominance

Rural offline voters
flipped the race




— SCALE

Reach more people
and more data

SPEED
e Real-time insights
for faster actions

- COST

Lower costs

less
manual effort



4.

Africa’s y
Com pleX Terrain 8 : -

Unequal internet penetration

Multilingual communication
Offline political mobilisation
Cultural factors

Religious inputs

Political party

Opposition Unity or Fragmentation

Security Environment

. Voter Turnout and Demographics



9.

Flaws in

Sampling F
and Votinc
lepresentation

Census Data
The total population in scope
Who can vote mostly based
on citizenship and age

|-'.'. i

Those who have registered
to vote

Actual Voters

Those who turned out
and cast their votes

REGISTERED VOTERS

& ? 9

rm;ag;wwﬁ_w
- _ | - :?.-_::“.... !

===

ACTUAL VOTERS

Errors compound at every stage—amplifying bias and distorting reality.

QUTDATED

QOutdated or inaccurate
population estimates.

EXCLUSION BIAS

Rules or data gaps exclude
eligible voters (rural,
youth, women, etc.).

BE AT VTIAR A DC
REWiaI KATLILVIN GRAFO

Not everyone eligible
gets registered.

TURNOUT LOSS

Multiple barriers reduce
voter turnout.




Are you
asking the
right questions ?

*  Which political party would you like to win the next election? (X)
i | «  Which political party do you think will win the next election? (X)

*  “Who influences your decision to vote?”

RIMRA -§
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How many actual votes
are the percentages
translating to?

30% _ 45% ¢ a300 ¢sésssé

*  Will your client get the highest number of votes nationwide? .MR n p T
+  Will your client win at least 25% of the votes in at least two-thirds of the states and the FCT. rJ
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% Votes Party A Number of Possible Vote Turn-Out Rate Predicted Vote
is Predicted to Registered Counts for Party A (2023) Counts for Party A in
win in 2027 Voters in 2027 2027

Region (2023)
Region 1 34% 5,921,370 2,013,266 30.15% 607,000
Region 2 38% 2,172,056 825,381 29.84% 246,294
Region 3 17% 1,926,870 327,568 26.71% 87,493
Region 4 48% 3,516,719 1,688,025 31.03% 523,794
Region 5 50% 4,335,208 2,167,604 32.33% 700,786
Region 6 47% 2,032,041 955,059 29.81% 284,703
Region 7 65% 2,351,298 1,528,344 40.78% 623,259
Total 22,255,562 9,505,247 3,073,329

2
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T ——
THE HYBRID RESEARCH MODEL

Technology-Driven Methods: Human-Centred Methods:
* Digital analytics » Face-to-face interviews
* Mobile research * FGDs
* Al-assisted modelling * IDls
* Machine learning « Ethnography
* Vox Pop

» Contextual interpretation
 Local expertise

« Community intelligence

Representativeness remains the foundation of credibility.




Bias Correction in African Al Research =&

WHY THIS MATTERS
ALGORITHMS ARE NOT NEUTRAL. FOR AFRICA

Al reflects the assumptions embedded within:

EE-'JE ® training data o @) o
i e platform structures q-m
e and model design

AFRICA MUST INVEST IN:

If African data is
underrepresented,

Al systems will inherit
structural blind spots.

TRANSPARENCY MATTERS GREATLY.

HUMAN OVERSIGHT Researchers must openly communicate:
§ a.' p ; 6 IS NOT A WEAKNESS. @ Sampling limitations
Q ITIS A SAFEGUARD. @ Weighting assumptions
Local African Culturally aware Humanjip-tl'!e- @ Digital exclusion risks
language datasets NLP systems  loop verification
models o Model constraints

Otherwise, Al may create an illusion of precision.
A beautifully designed dashboard can still produce deeply flawed conclusions.

O o o 0 N

@ ‘ €6 HYBRID METHODS ARE NOT A TEMPORARY COMPROMISE. 99

FOR AFRICA, THEY ARE A NECESSITY.



FUTURE OF AFRICAN ELECTION RESEARCH

The future of election research in Africa is both data-driven and deeply human.

66

Al —— [ Algorithms see data.

m e But Africa’s elections
are written in people.

~ 29
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2|&  TECHNOLOGY & DATA @@», HUMAN UNDERSTANDING
\ / p -
[ 2 P -
% ﬂ Al will improve. Q | Elections are emotional events.
\ LY J
N Predictive analytics will become I-’;;.‘"'-l Elections are cultural events.
. / more sophisticated. | gl
@ Africa's f:iigital fmt'?'_i”t | K@ ) Elections are historical events.
S/ will continue expanding. \~/
/ : : . 3 ™
E[E} Computational intelligence ."\e") Human insight remains central.
* will evolve. \ %

How do we combine computational intelligence with human understanding?
Not replacing researchers, but empowering them.

@/ THE FUTURE CHALLENGE:




In Conclusion...

ALGORITHMS ARE TOOLS. LET Us
« Algorithms are tools.
» Data is important. o

¢ Al is transformative.

BUT NONE OF THESE SHOULD REPLACE: BUT LET US NOT

« context,

EXCHANGE REALITY

* field intelligence,

* and human judgment. WITH AUTOMATION-

AS RESEARCHERS,
our responsibility is not simply to predict outcomes. BECAUSE BEYOND THE ALGORITHM-"

Our responsibility is to understand societies.
To hear voices others overlook.
To represent populations others ignore. ®

AND TO ENSURE THAT AFRICA IS NOT MERELY '
ANALISED THROUGH FOREIGN COMPUTATIONAL LENSES — @ '.

AND AFRICA MUST STILL BE UNDERSTOOD
BY LISTENING TO ITS PEOPLE.

BUT UNDERSTOOD ON ITS OWN REALITY.

= BEYOND THE ALGORITHM LIES THE REALITY OF AFRICA — AND AFRICA MUST BE UNDERSTOOD ON ITS OWN REALITY. ——— =



THANK YOU

FOR LISTENING




...from insight to foresight




