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STATE OF Al:

Emerging

Developments & From Data

Transformational Collection to

Opportunities g'telllgence
reation.

How Al is fundamentally reshaping the future of
marketing and social research in Nigeria.

Dotun Adeoye | Co-Founder, Al in Nigeria
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The Biggest Shift in Knowledge Work Since the Internet
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The Four Pillars of Augmented Research

2. Analyse 3. Generate 4. Predict
1. Collect Data Information Insights Behaviour
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Nigeria’s Shift from Awareness to Enterprise Adoption
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Insights from Al in Nigeria Landscape Reports 2024-2025 |

Al Awareness

Al in Nigeria is no longer an IT project; it is an essential driver of daily business
operations across sectors from manufacturing to agriculture.
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The Market Mandate: Intelligence over Information

Historically

Research generated
Information

Faster
Insights

Better
Predictions

Today

Research must
generate
Intelligence

Continuous
Listening

Deeper
Customer
Understanding



The Augmented Research Professional

Human Skills Al Skills

(Prempt engineering)

# @ata analytics)

@i-aseisted reeeereh)

(Autemetien)

( Critical thinking )

(Interpretatien)

(Steryteliing) (Ethics)

(Strategie judgement)

Researchers will not be replaced by Al.
Researchers using Al will replace those who do not.
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The Al Researcher’s Technology Stack

Five disruptive tool categories required ,.
to move from information gathering Layer 5: Al Agents
to intelligence creation.

Autonomous Action ||

Layer 4: Voice, Video & Sentiment Al

Emotional Context

Layer 3: Knowledge & Insight Engines

Macro-Synthesis
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Layer 2: Al Data Analysis Platforms :
Quantitative Scale |

Layer 1. Al Research Assistants

Qualitative Efficiency

Increasing Complexity & Value

-----------



Layers 1 & 2: Assistants and Analysts

' Al Research Assistants

Tools: ChatGPT, Claude, Gemini, Perplexity.

Capabilities:
® Questionnaire ® Desk research
design :
. . ® Hypothesis
® Literature reviews generation
f )|

Impact Metric:
Hours of work reduced to minutes.

—

III Al Data Analysis Platforms

Tools: Advanced Data Analysis, Julius Al,
~ Power BI Copilot, Microsoft Fabric Al.

| Capabilities:
® Cross-tabulation ® Trend analysis
® Predictive @ Statistical
modelling interpretation

Impact Metric:
Analyse thousands of records using

natural language queries.




Layers 3 & 4: Institutional Knowledge and
Emotional Sentiment

-~

Knowledge & Insight Engines

‘ l::'l l Query: Top consumer trends of the last 5 years? I
.ITL
—J

Upload 100 a NotebookLM, Claude Projects, a
historical reports Perplexity Spaces

;_u,
Al |

Al provides instant,

synthesized answers

- Voice, Video & Sentiment Al

| e ElevenLabs, Hume Al, Otter, Fireflies

e Focus group transcription, emotion detection,
interview analysis

Analyzing not just what consumers say, but how they say it.
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Layer 5: The Autonomous Al Agent

1. Design Surveys

5. Recommend Actions

3. Analyse Responses

‘ The Next Frontier \

2. Collect Information

Future research teams will no longer consist of researchers alone.
The new unit of productivity is: Researchers + Al Agents.
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The Paradigm Matrix: Redefining Research

Cadence

Segmentation

Focus

Output

Traditional Research

Monthly / Quarterly / Annual

Demographics: Age, Gender, Income

Hindsight: What happened?

Manual reports

”

Psychographics: Behavior, Intent, Future patterns

e o

-

Foresight: What is likely to happen next?

Automated insight discovery

—

Al-Powered Research

Continuous, Real-time, Always-on
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Transformation #1: Real-Time Consumer Intelligence

CRM Customer Online

l Surveys | j Social Media | LSystems [ | Feedback | Lﬁeuiews

| [

The Operational Shift: Market research is no longer a static, periodic deliverable. It becomes a
living, breathing intelligence function that monitors the market continuously. |




Transformation #2: Hyper-Personalised Segmentation

The Old Way: Broad The Al Way: Nuanced clusters

demographic buckets
/| k Intent

\ ) Attitudes

M Behavior

L —

Age/Gender/Income

Insight Widget: Al identifies granular customer segments and micro-cultures

| that human analysts often miss due to scale limitations. |

Al IN NIGERIA

—— Preferences

Future buying
patterns




Transformation #3: Predictive Research & Foresight

Foresight: What
will happen next?

"

—

e "

Brand switching S
prediction ;

~ Consumer demand
forecasting

1

- Political sentiment
analysis

Hindsight: What Happened?

—— 8 Customer churn T
prediction

. Product success

—— F | forecastin
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Transformations 4 & 5:
Elevation to Strategic Advisor

Transformation #5: Growth Advisors
Research as Strategic ©

Intelligence

Customer Intelligence
Specialists

Strategic Foresight Leaders

Transformation #4:
Al-Powered Insight
Generation

+ Automated reports + Insight discovery
+ Executive summaries + Trend identification

Al handles the heavy lifting.

-----------




The Future Belongs to the Synthesizers

Human Intelligence (HI) +
Artificial Intelligence (Al) =
Strategic Dominance




Keep In Touch
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Website: www.aiinnigeria.com

LinkedIn: linkedIn.com/aiinnigeria.com

X (Twitter): @aiinnigeria

Instagram: AIINNIGERIA

TikTok: aiinnigeria

www.aiinnigeria.com
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