
  

THE STUDY OF RELIGION 

 

 Vol.4  No.1  2026 

ISSN P : 3006-3329 

ISSN E : 3006-3337 

 

 

121 
 

REIMAGINING TRUTH IN THE AGE OF AI AND POLARIZATION: AN 

ORGANIZATIONAL PERSPECTIVE 

 

Dr. Maryam Raza 

Assistant Professor, Islamic Studies Department, Green International University, 

Lahore. Email: dr.maryamraza@giu.edu.pk 

Muhammad Azam 

Lecturer, Islamic Studies Department, Green International University, Lahore. 

Email: m.azam@giu.edu.pk 
Abstract 
The rapid proliferation of generative Artificial Intelligence (AI), algorithmic communication systems, and 

digital personalization technologies has fundamentally reshaped organizational information environments. 

As AI-generated content becomes increasingly indistinguishable from human-authored communication, 

organizations now operate in a landscape where truth is dynamically constructed, strategically contested, 
and algorithmically mediated. At the same time, rising political, cultural, and ideological polarization has 

fractured shared social realities, producing epistemic fragmentation among employees, consumers, 

stakeholders, and the broader public. This paper examines how truth is negotiated at the intersection of AI-
driven communication and polarized social contexts. Drawing upon Foucauldian perspectives on power–

knowledge relations, Habermasian theories of communicative rationality, and narrative-based 

organizational studies, this research conceptualizes organizational truth as a multidimensional, power-
infused, and technologically co-produced phenomenon. 

Using a multi-method qualitative design, including critical discourse analysis of AI-generated corporate 

communication and comparative case studies in the technology and media sectors, the study investigates 

how organizations construct truth-claims, legitimize narratives, and navigate polarized audiences. 
Findings reveal that AI systems increasingly function as strategic truth-makers, shaping narratives based 

on optimization logics rather than factual coherence. AI-generated messaging contributes to the formation 

of “segmented realities,” where stakeholder groups receive personalized, and sometimes conflicting, 
narrative frames. Moreover, the automation of communication amplifies managerial power, marginalizes 

dissent, and introduces ethical tensions around transparency, bias, and accountability. The analysis shows 

how organizations must balance the efficiency offered by algorithmic communication with the need to 
preserve trust, authenticity, and discursive openness. 

This paper contributes to emerging scholarship on truth, AI, and organizational communication by 

proposing a conceptual framework for understanding truth as a negotiated, co-produced, and contextually 

contingent construct within AI-mediated environments. The study offers practical implications for leaders, 
emphasizing the importance of ethical AI governance, inclusive dialogue, algorithmic transparency, and 

responsible narrative management. The paper concludes by identifying pathways for future research on 

AI-driven truth-making, polarization, and organizational legitimacy in increasingly fragmented knowledge 
ecosystems. 

1. Introduction 

In recent years, the rise of generative Artificial Intelligence (AI), deep learning systems, and 

automated communication tools has reshaped the global information environment with 

unprecedented speed. These technologies now produce highly convincing textual, visual, and 
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audiovisual content at scale, blurring the epistemic boundaries between authentic human 

communication and algorithmically generated narratives. As AI-mediated communication 

becomes normalized, traditional conceptions of organizational truth, credibility, and legitimacy 

are being challenged in ways that demand urgent scholarly attention. 

Simultaneously, societies around the world are witnessing heightened polarization. Political, 

cultural, and ideological divisions are fragmenting shared realities and creating "parallel publics" 

that interpret information through competing lenses. This polarization affects employees, 

customers, communities, investors, and policymakers—each forming their own epistemic 

enclaves. In this fragmented landscape, organizations are no longer operating within one shared 

environment of truth but within multiple, overlapping, and often conflicting realities. 

In this context, organizations play an increasingly active role in shaping what is socially accepted 

as truth. Corporate communication teams now rely on AI tools not just to disseminate information 

but also to strategically shape narratives, optimize messaging, and influence stakeholder 

perceptions. This marks a profound shift from traditional communication models, where truth was 

negotiated primarily through human discourse, to an environment where truth is co-produced by 

human actors, algorithmic systems, and sociopolitical forces. 

The purpose of this paper is to explore how truth is constructed, contested, and negotiated in 

organizational settings within this technologically and socially complex landscape. The paper 

examines how AI, polarization, and institutional power interact to shape what becomes credible, 

legitimate, and authoritative within corporate contexts. The study offers a conceptual framework 

for understanding organizational truth as a dynamic, negotiated, and algorithmically mediated 

process, and identifies strategies for leaders to foster ethical, inclusive, and transparent 

communication practices. 

2. Literature Review 

2.1 Truth as a Social and Discursive Construct 

Scholars across sociology, philosophy, and organizational theory highlight that truth is not purely 

objective; it is often shaped by power, discourse, and institutional norms. 

• Foucault (1977) conceptualizes truth as inseparable from power, produced within 

discursive regimes that privilege certain forms of knowledge while marginalizing others. 

• Habermas (1984) provides a contrasting normative framework, arguing that truth emerges 

through “undistorted communication,” where individuals engage in rational, inclusive 

dialogue free from coercion. 

Both views are essential for understanding organizational truth: 

Foucault helps explain how organizations assert authority, while Habermas helps explain how truth 

should ideally be negotiated. 

2.2 Organizational Truth and Narrative Construction 

Organizations construct truth through storytelling, symbols, rituals, and communication practices. 

• Boje (1995) argues that organizations are “storytelling systems,” where competing 

narratives vie for legitimacy. 

• Organizational truth is also shaped by reputation management, public relations, strategic 

communication, and institutional identity work. 
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Organizations thus do not merely communicate facts—they create narrative environments where 

certain interpretations of reality become institutionalized. 

2.3 Critical Management Studies and Ideology 

Critical management scholars (Alvesson & Willmott, 1992) emphasize that organizational truth is 

embedded within power-laden managerial discourse. They show how language can: 

• reinforce corporate ideologies, 

• legitimize managerial decisions, 

• suppress alternative viewpoints. 

Their insights are vital for analyzing truth in environments where AI strengthens managerial 

control over communication. 

2.4 AI, Algorithmic Mediation, and Truth 

Emerging research shows that AI systems influence truth through: 

• algorithmic bias, 

• content personalization, 

• automated messaging, 

• Predictive analytics. 

AI-generated content can amplify misinformation, create synthetic narratives, and build filter 

bubbles that isolate audiences into ideological segments. Traditional gatekeeping mechanisms—

journalists, analysts, experts—are now bypassed by automated information flows. 

In organizations, AI influences truth by: 

• generating corporate communication, 

• shaping internal messaging, 

• mediating customer interactions, 

• Optimizing public relations. 

Thus, truth is increasingly the product of human–algorithmic co-production. 

2.5 Polarization and Epistemic Fragmentation 

Polarization creates “divided publics” that interpret organizational messages differently based on 

identity, ideology, and cultural narratives. Research on epistemic fragmentation shows that 

audiences now: 

• distrust traditional institutions, 

• rely on partisan information sources, 

• evaluate truth based on group loyalty. 

In such contexts, organizational truth becomes multiperspectival, meaning that a single message 

may produce vastly different interpretations. 

3. Methodology 

This study uses a multi-method qualitative design to capture the complexity of truth construction 

under conditions of AI influence and polarization. 

3.1 Critical Discourse Analysis (CDA) 

CDA is used to examine: 

• AI-generated corporate press releases 

• CEO statements produced with text-generation tools 
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• Automated social media posts 

• Crisis communication produced through AI scheduling systems 

The analysis focuses on uncovering: 

• power dynamics, 

• truth-claims, 

• legitimization strategies, 

• Rhetorical patterns. 

3.2 Comparative Case Studies 

Two sectors were chosen: 

1. Technology (due to extensive AI adoption) 

2. Media (due to centrality in truth distribution) 

For each sector, we analyze: 

• internal policy documents, 

• communication strategies, 

• publicly available AI-generated messaging, 

• interviews with communication professionals, 

• Media coverage of truth-related controversies. 

3.3 Thematic Coding and Framework Development 

Data was coded in NVivo, producing themes such as: 

• algorithmic legitimacy 

• narrative optimization 

• truth-contestation strategies 

• stakeholder segmentation 

• reputation construction 

• transparency dilemmas 

These themes form the basis of the conceptual framework proposed in the findings. 

. Findings 

4.1 AI as a Strategic Truth-Maker 

Organizations increasingly use AI not merely to communicate truth but to shape what counts as 

truth. AI-generated messages: 

• strategically frame events, 

• optimize emotional impact, 

• personalize narratives, 

• Smooth inconsistencies in corporate messaging. 

This results in “algorithmic truth,” where narratives are produced based on engagement metrics 

rather than factual integrity. 

4.2 Polarization and Audience Fragmentation 

AI-driven personalization results in different audiences receiving different versions of truth. This 

creates “segmented realities,” where stakeholders interpret organizational actions through filtered, 

sometimes contradictory narrative streams. 

4.3 Organizational Power Amplified by Automation 
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AI tools reinforce managerial control over discourse: 

• dissenting voices become harder to surface if communications are automated, 

• alternative narratives are overshadowed by algorithmically optimized messaging, 

• Organizational truth becomes increasingly centralized. 

4.4 Ethical Tensions: Transparency vs. Optimization 

Leaders face contradictions: 

• Should they disclose the use of AI in communication? 

• Should truth be adapted to maximize stakeholder engagement? 

• Should emotionally optimized narratives be considered truthful? 

Many organizations lack frameworks to navigate these dilemmas. 

4.5 Crisis Amplification and Misinformation Risk 

AI-generated narratives can unintentionally: 

• distort crisis information, 

• amplify rumors, 

• Obscure accountability. 

The research identified cases where algorithmic tools escalated reputational damage during crises 

due to automated message scheduling or lack of human oversight. 

5. Discussion 

5.1 Re-Imagination of Organizational Truth 

Truth in organizations must be re-conceptualized as: 

• negotiated (not absolute), 

• co-produced by humans and algorithms, 

• contested by polarized audiences, 

• Strategic rather than purely descriptive. 

This marks a shift from truth as communication to truth as dynamic sense making. 

5.2 Ethical Responsibilities 

Organizations must assume new responsibilities: 

• Ensuring algorithmic transparency 

• Preventing manipulative personalization 

• Identifying and mitigating AI biases 

• Promoting inclusive internal dialogues 

• Redesigning communication protocols with ethical oversight 

5.3 Implications for Leadership 

Leaders must: 

• model ethical communication, 

• engage diverse audiences, 

• resist shortcuts offered by AI optimization, 

• Foster environments for open dialogue and constructive disagreement. 

6. Conclusion 

This paper provides a comprehensive framework for understanding truth within the emerging 

landscape of AI-driven communication and societal polarization. It highlights the risks of 
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algorithmic manipulation and epistemic fragmentation, but also the opportunities for organizations 

to build trust through ethical, transparent, and inclusive communication. 

7. Implications for Practice 

1. Develop Ethical AI Communication Guidelines 

2. Disclose AI Involvement in Public Messaging 

3. Train Employees in Digital and Algorithmic Literacy 

4. Create Inclusive Stakeholder Communication Platforms 

5. Establish AI Oversight Committees 

6. Strengthen Crisis Communication Protocols 

 

8. Limitations 

• Focuses primarily on corporate sectors, not governmental or grassroots organizations 

• Relies partly on publicly observable communication 

• AI-based communication strategies evolve rapidly, requiring continuous updating 

9. Future Research Directions 

• Cross-cultural studies on truth negotiation in AI environments 

• Experimental research on stakeholder perceptions of AI-generated truth 

• Study of AI’s impact on internal organizational trust 

• Comparative studies across industries with differing regulatory pressures 
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