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Research Methodology

The AAPC commissioned 3D Strategic Research and Promark Research to conduct a
survey of AAPC members.

The survey was fielded online from March 7 to 15, 2026 with emails and text

messages inviting members to take the survey via a unique, secure web link. A total
of n=213 interviews were completed with AAPC members based in the United States.
The margin of error for the survey is +6.7%.

This is a follow up to the previous AAPC survey of its members on A.l., which was
conducted in April 22 to May 4, 2025 with n=200 interviews with its members. The
margin of error for the 2025 survey was +6.9%




Overview

= A.L adoption is growing rapidly among political consultants, as nearly 6-in-10 now use 1t daily and more than 8-
n-10 use 1t weekly. Adoption is growing in both parties, though Dem consultants continue to trail GOP
consultants.

= As A.lL has become more commonplace, there 1s an emerging gap between power users, who use agentic A.IL
tools, enterprise tools, or go beyond standalone tasks, and those who are using it as a chatbot. Firm size plays a
role as larger firms are early adopters of more advanced uses of A.I.

= Increased usage 1s driving more positive perceptions of A.I.’s impact. Consultants who use A.I. more frequently
are significantly more likely to view its impact as positive, while non-users remain more skeptical.

= But growing adoption has not changed views on views on regulation or what is considered ethical or not.
Consultants remain divided on whether A.I. guidelines should be set by government or the industry, even as a
majority support additional regulation. Concerns around deepfakes and misinformation remain consistent and
continue to shape views on appropriate guardrails.
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9 & Male 67%
Age 18-34 19\%
Age35-44 31%

Age 45-54  18%
Age55-64 16%
Age 65+ 5%
White 84%
People of Color 16%

Northeast 11%
Midwest 14%
DMV 38%
South 20%
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AAPC Member Profile

Democrats
Ind/Non-Partisans
Republicans

Years of Experience

45%
11%
45%

20+ Years

44%

10-19 Years 31%

0-9 Years

24%

Type of Work

General Consulting 44%

Digital
Issue Advocacy
Media Buying
Ballot Measures
Data/Analytics
Media Consulting
Direct Mail/Print
Survey Research
Press/PR
Seniority
Owner/Partner 57%
Executive 15%
Management 8%
Senior-level 10%
Mid-level 7%
Entry-level 2%

41%
35%
31%
28%
26%
26%
24%
23%
18%

Technology 18%
Field/Grassroots 13%
Telephone Contact 12%
Fundraising 11%
File Management 8%
Oppo Research 6%
Academia 3%
Corporate Affairs 3%
Legal/Compliance 3%
Other 3%

Organization Size
1 Employee 15%
2 to S Employees 22%
6 to 10 Employees 17%
11 to 25 Employees 17%
26+ Employees 27%




A.l. Usage



Majority now use A.l. daily for work,
growing view that A.l. is effective

“How frequently do you personally use “How effective have artificial intelligence tools been
artificial intelligence tools for work?” in improving your work as a political consultant?”
34% Daily+ 57% Daily+
Mui:g:l;,) ;ll“lmes 239,
Y 160! 50%
Once a Day 11% °
A;?ew\;’inll(es 259,
er Wee 8%,
A Few Ti S9%%
ew Times °
Per Month ez WeEkly_'_ 26%
15% 83%
8%,  Weekly+
Never 59 2025 2026
Don’t Know 7 -1 — . . .
2025 2026 B Very Effective ®m Somewhat Effective ®Total Not Effective
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Adoption growing in both parties,
but Dems still behind GOP

Al e
2025 2026 Change 2025 2026 Change
Dem 28% 49% +21% 19% 31% +12%
GOP 44% 64% +20% 31% 40% +9%
Dem — GOP Net -16% -15% -12% -9%




ChatGPT still dominant, but growing usage of

Google and Anthropic A.l. tools

2025 2026 Change Dem '26 GOP "26 Dem - GOP

OpenAl's ChatGPT 76% T74% -2% 77% 67% +10%
Google Gemini 28% 51% +23% 48% 56% -8%

Anthropic's Claude 10% 42% +32% 45% 34% +11%
Microsoft Copilot 19% 25% +6% 16% 33% -17%
Anthropic's Claude Code - 21% - 19% 22% -3%

xAl's Grok 5% 17% +12% 5% 25% -20%
Canva's Magic Tools 21% 16% -5% 16% 17% -1%

Google NotebookLM 11% 16% 6% +10%
OpenAl's Codex 10% 9% 11% -2%

A custom built A.I. for political/campaign use 12% 9% -3% 3% 14% -11%
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Most are paying for A.l. tools,
but not using agentic A.l. yet

“Does your firm currently pay for any A.1L tools or subscriptions
for work purposes?”

Yes, for
enterprise level 33%
or custom tools
Yes, for
individual 61%
subscriptions
No, only use free o
version l 8%
ey
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“Some newer A.I tools can act as “agents” — performing multi-step tasks
on their own, such as browsing the web, managing files, or completing
workflows with minimal human direction. How familiar are you
with these type of agentic A.l tools?”

Actively use agentic
A.L tools in work

13%

38% Total Used

Agentic A.1.
Experim;notf(:ovﬁ;h agentic 26%
Heard of la:gflllltsigdA.I. tools, 40%
Not familiar with agentic A.L 18%
9



Larger firms, daily users more likely to have
A.l. enterprise tools and used agentic A.l.

Pay for A.I. Tools

Agentic A.L. Usage

Enterprise
Tools

Daily Users
By A.L (57%)
Usage Non-Daily Users
(43%)
1-5 Employees
(37%)
By
6-25 Employees
Company
: (34%)
Size
26+ Employees
(27%)
AAPC

Individual Free Total Total Not Net
Subscriptions Only Used Used
4% 53% 43% 10%
18% 33% 66% -33%
4% 37% 55% -18%
2% 49% 49% 0%
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A.l. isn’t just chatbots. Majority use it in more

integrated, advanced ways.

“Which of the following best describes how you
currently use A.1. in your work?”

Standalone tasks (e.g., asking a chatbot a
question, generating a single piece of
content)

Any advanded A.L use

Integrated part of my daily workflow
across multiple tasks

Using custom-built A.L. tools or
automated workflows tailored to my
work

As a core component of the services my
firm delivers to clients

k(*i AAPC
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75%

56%

43%

31%

11%

Standalone Any Advanced

Tasks Use
By AL Daily Users (57%) 73% 79%
Usage | Non-Daily Users (43%) 77% 26%
B 1-5 Employees (37%) 71% 53%

y
Company| 6-25 Employees (34%) 71% 55%

Size
26+ Employees (27%) 82% 60%
Dem (45%) 69% 52%

By Party
GOP (45%) 78% 60%
11




Most still use Al for internal tasks;
growing use in summarizing large amounts of text

“What are the most valuable ways AI has helped 2025 2026

your work as a political consultant?”

Drafting proposals, presentations, or internal client materials 2%, 8%,

Summarizing or analyzing large volumes of research, news, or transcripts 4%, 7%
Brainstorming or creative ideation for message or strategy 7% 4%,

Automating internal workflows and repetitive tasks (e.g., meeting notes, scheduling) 3%, 8%,
Writing or generating copy for e-mails, texts, or fundraising appeals @ @
Creating or refining ad scripts, talking points, or speeches

Generating creative content (e.g., videos, graphics, ad copy)

Coding or building tools, models, or custom workflows for campaign tech
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GOPers more likely to say Al had impact in 2024

“How much of a role do you think artificial intelligence (A.1.) technologies have “How do you think A.1. adoption in political consulting
played in political campaigns over the past year?” compares to other industries?”

76%

52%

About the Same

43%
20% Very

9% Ver
s Significant

Significant

2025 2026

m Total Significant/Moderate Role = Total Minimal/No Role
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Consultants growing more optimistic
to A.l.’s impact

“Was A.L’s role in political campaigns over the past year mostly:” “Do you expect A.1.’s FUTURE impact on
political campaigns and consulting to be:”

+6% +19% +5% +11%

47%
0 33%, 35%

2025 2026 2025 2026

m Positive ™ Neutral/Mixed ™ Negative
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GOPers, daily users growing more optimistic

A.L's Current Impact

A.L's Future Impact

2025 2026 2025 2026
Pos ]\jf‘e;;;r:;l/ Neg Net Pos Ajf‘e;::g/ Neg Net Pos ]\]"e;;;:zll/ Neg Net Pos A;&?;ZII/ Neg Net
Dem | 13% | 48% | 252 | -12% | 21% | 44% | 31% | -10% | 179% | 41% | 359 | -18% | 27% | 27% | 43% | -16%
GOP | 43% | 44% | 10% 56% | 34% | 7% 51% | 30% | 16% 59% | 19% | 21%
Daily | 35% | 47% | 120 | +23% | 48% | 37% | 12% 43% | 38% | 16% 55% | 17% | 24%
g;)lrl‘y 17% | 28% | 20% | -3% | 22% | 43% | 27% | 5% | 27% | 33% | 34% | -7% | 27% | 29% | 42% | -15%
GOAAEC 15



A.l. use expected to significantly increase,
especially among daily users and at larger firms.

“Looking ahead to the 2026 midterm elections, how do you expect your use of A.I. to change compared to the 2024 cycle?”

Overall (100%)
Daily Users (57%) 68% 27% 4%
Non-Daily Users (43%) 34% 38% 18% B
1-5 Employees (37%) B
6-25 Employees (34%) 49% 34% '
26+ Employees (27%) 72% 23% 5%
Dem (45%) I
GOP (45%) 60% 31% 6% BN |

m Significantly More B Somewhat More H Same B Won't Use ® Don't Know
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Most firms have clients asking about A.l., but
clients not wedded whether to use A.l. or not

“In the past year, have any of your clients or prospective clients “Which level of government do you think should take the lead?
asked about your use of A.1.?

. 12% 56% Total
Yes
Yes, some clients have asked - 44%
No, but I expect clients will start asking - 31%

Most clients actively want to use

Yes, most clients ask about our A.l. .
A.L to improve our work

capabilities

Most clients are open to A.IL., but
have questions or concerns

Most clients are indifferent and
care about results, not methods

No, and I do not expect it to come up 8% Most clients have expressed
skepticism or resistance
to A.L use
SAAPC
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Accuracy, data privacy, and misinformation are
the biggest challenges consultants encountered

“What challenges, if any, have you encountered when using artificial intelligence tools?”

tal e et T,
of Al generated insights 66%
Data privacy or security concerns . 5297
ias or misintormation T
bias or misinformation 49%
o

Client skepticism about

A.L-generated work product INEEGEGGGGN 26%
o exising workfions I To o 2 e
into existing workflows 23%
: 26%
Lack of transparency in how Al works 239,
(]
Resistance from clients or team members _20%/% /o

Concerns how using A.I. tools

aligns with campaign messaging [N 17 % m2025 m2026

%

7
%
v
@
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A.l. Regulations and Ethics

19



Members continue to be split on A.l. standards
coming from government or self regulated

“Who should take the lead in regulating or setting standards “Which level of government do you think should take the lead?
for Al in political campaigns?”

45%

44%

Federal or state governments

43%

49%

Federal
government

Total Self-Regulated

0%
33%

Industry organizations like the AAPC

Federal government
for federal races,
state government

for state races

11%
12%

Campaigns or consultants themselves

Technology companies I 3%

10 State
providing the tools I 4% m2025 m2026 government
2025 2026
S
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Partisan divide over who should set standards

2025 Who Should Set Standards: Government / Total Self-Regulated

+2% +35% -25%

30
/o 54%

2026 Who Should Set Standards: Government / Total Self-Regulated

45% 43%

-5% +19% -26%

. 59% 57%

All Dem GOP




Across party lines, members support some
additional government regulations

“What do you think the government's role should be in regulating the use By Party
of artificial intelligence in political campaigns?”
+76% +18%
65% More 67% More

82%

Much Stricter

23% 259,

53%

Some Additional

0
Z 12%
Reduce 8% ™ 8%
Don’t Know
Dem GOP

2025 2026

\ 3
é‘) ﬁ;ﬁi\ Pcmc m Total More ®mTotal About Right/Less
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Members looking for guidelines and regulations
around deepfakes and disclosure

“What regulations, rules, or guidelines do you think the government should add regarding A.I. use in political campaigns?”
“What aspects of the current government regulatory approach do you believe are working well?”
“What regulations, rules, or guidelines do you think government should reduce or eliminate regarding A.I. use in political campaigns?”

Beneficial uses okay

Federal standard/Patchwork concerns Existing laws sufficient
Copyright/Ownership

Clarity/Guardrails D C ep fake S

Disclosure/Labeling
TrustCredibility Nfjsinformation/Deception

Data Privacy

Penalties/EnforcementB an/Prohibit use cases

Social Media

Overregulatlon Environmental/Moral Concerns Bandsising
]
GOAAEC 23
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Sample Verbatims

“Stricter guidelines on deepfakes or Al generated content with the intent to deceive. I am mostly concerned about the use of Al in creative, not necessarily
business operations uses. They are necessary to weed out bad actors and provide enforcement.” — Much Stricter, Dem, Use Once a Day

“Disallowing the use of generative Al in campaign materials. Having judged the Pollies this year and seeing submissions that use generative Al to create
falsified video content of opposing candidates, I am deeply concerned about future misuse.” — Much Stricter, Dem, Use A Few Times a Week

“The doomer scenario is unregulated use destroys the remaining credibility in our industry as voters don't know what to believe.” —Much Stricter, GOF, Use
Less Often

“There should be real consequences for creating or spreading deepfakes, like fines and/or suspension from platforms. Without that, whichever side is the
most ruthless in making stuff up will have an unfair advantage.” —Some Additional, Dem, Use Multiple Times a Day

“Regulations regarding true deepfakes designed to fool. Not on clear parody, etc. Not regulations on common use that fits within political speech.” —Some
Additional, GOP, Use Once a Day

“There shouldn't restrictions on the use of Al technology, but there should be disclosure requirements if Al is used to produce a likeness of another person.”
Some Additional, GOP. Use a Few Times a Week

“Al 1s just a new and yes, powerful tool. Existing laws and regulations are sufficient and just need to be applied to this new tool.” — , GOP, Use
Multiple Times a Day

“I think the Deep Fake Laws in 26 states are way too broad and attempt to regulate traditional advertising approaches that have been used in the industry for
decades simply because they involve Al. Al dramatizations are ethically no different than actors.” —Should Reduce, GOPF, Use Multiple Times a Day
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Most members familiar with A.l. disclosure
proposals, but not yet making changes

“How familiar are you with state laws or proposals that require disclosure when [If Very, Somewhat, or Not Very Familiar|

artificial intelligence is used in political advertising?” “Have these state-level A.1I. disclosure laws or proposals affected how you or
your firm approach the use of A.1. in campaign work?”

REZ Yes, significantly changed
12% Yes, made some adjustments

44%

Somewhat
53%

No, have not changed approach

Do not affect type of work we do

Don’t Know

GHAAPC
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Deep fakes and misinformation continue to be
top concerns around A.l. use

“Please rank your TOP THREE concerns about how A.I. might be used in political campaigns?”

39% 15t Choice 65%

Use of deep fakes that mislead/deceive voters

37% 15t Choice 63%

Spread of misinformation/disinformation

20% 15t Choice 60%
22% 15t Choice 61%

Al overhyped or misused by campaigns
that don't understand it

28%

Legal or regulatory uncertainty
around Al use in campaigns

26%

Content too generic, lacks originality, not
capture right tone/emotion

25%

Ethical concerns about Al replacing
human judgment

I, 24 %o
I 240

Bias in Al tools that could unfairly target
or exclude voters

I 19
I 18%

Loss of jobs or reduced need
for skilled consultants

I 16
I 15

Lack of transparency in how AI makes
decisions, generate outputs
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12%

m 2025

m2026
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Hypothetical Uses of Al Language

Now you will see a few hypothetical examples of how A.I. might be used in political campaigns. Some examples may be common practices today,
others are more speculative. For each one, please indicate whether you think it is a very ethical, somewhat ethical, somewhat unethical, or very
unethical use of A.1. in political campaigns, or if you think it depends on how it is used or the specific context.

A campaign uses A.I. to make minimal edits to an ad, such as adding an American flag in the background.

A campaign uses A.I to test and optimize digital ads based on which messages are most persuasive for voters or most effective at raising money,
using machine learning trained on past campaign data.

An A.L tool is used to generate a realistic audio recording of a candidate reading a quote that they originally said in a printed article, even though
the candidate was never recorded saying it out loud, and it (is / is NOT) disclosed in the ad.

A campaign creates fictional voter testimonials using A.l.-generated text and faces, presenting them as “typical supporters” and it (is / is NOT)
disclosed in the ad.

GHAAPC 27
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Members divided on disclosed use of A.l.
to recreate a candidate’s quote

on past data

2025 2026
Depends/ Depends/
Ethical Don't | Unethical Net Ethical Don't | Unethical Net
Know Know
Minimal edits to an ad 85% 11% 5% 87% 9% 4%
Test/optimize digital ads using machine learning 7704 179 70, 20% 13% 70,

Realistic audio of cgndldate s printed quote / 429 13%
Disclosed
Realistic audio 1\% ;aIr;(ilsl((:llaOt:esdprmted quote / 10% 70, 849 749 14% 10% 76% 262%
Fictional voter testlmI(;rilsljz Saesd typical supporters" / 279 70, 730, 529 21% 10% 69% 48%
Fictional voter teStﬁ(in[l)ilsi laossegyplc:ctl supporters" / 30/ 204 06% - 50, 50, 91% 86%
N
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GOPers, daily users more likely to see disclosed
recreation of candidate quote as ethical

Dem (45%)

Realistic audio of candidate's printed quote /

Disclosed

Realistic audio of candidate's printed quote /

learning on past data

. Un-

Ethical ethical
Minimal edits to an ad T7% | 9%
Test/optimize digital ads using machine 4% | 5

GOP (45%)

Ethical

Un-
ethical

5%

3%

Daily Users (57%)

Non-Daily Users (43%)

Ethical

Un-
ethical

3%

2%

Net

Ethical ethical

- Net

74%

12%

79%

7%

supporters" / Not Disclosed

)

AAPC
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NOT Disclosed 13% | 81% | -68% | 19% | 068% | -49% | 17% | 70% | -53% | 10% | 34% | -74%
Fictional voter testimonials 18% | 75% | -57% | 26% | 63% | -37% | 27% | 59% | -32% | 13% | 83% | -70%
as "typical supporters" / Disclosed
Fictional voter testimonials as "typical 39 949 260 | -80% | 5% 220, | -83% | 4% 93%
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Artificial Intelligence in Political Consulting

For more information, please feel free to contact:

3D Strategic Research David Kanevsky david@3dstrategicresearch.com

AAPC Julie Sweet 1sweet(@theaapc.org
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