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Abstract
This study examines the effects of fake news and media manipulation on the Labour Party’s political campaigns in Nigeria, focusing on voter perceptions, campaign strategies, and democratic processes. Employing a quantitative research design, data were collected through a structured questionnaire from 100 respondents in Ilorin East, Kwara State, a region with significant Labour Party campaign reach. The findings reveal that fake news significantly influences public opinion, with 75% of respondents acknowledging its impact on election outcomes and 55% occasionally noticing disinformation in Labour Party campaigns. Key effects include eroded trust, polarized voter perceptions along ethnic and religious lines, and suppressed turnout due to narratives questioning the party’s viability. The study identifies dissemination of fake news (45%), sponsored posts (30%), and fake endorsements (20%) as primary manipulation strategies, predominantly on Facebook (40%). While 70% perceive these strategies as effective, 60% believe the Labour Party inadequately regulates disinformation. Limited verification habits (30% unlikely to verify news) exacerbate the spread of misleading headlines (40%) and false statistics (35%). Anchored in Agenda-Setting Theory and the Propaganda Model, the research underscores the need for enhanced media literacy, robust fact-checking, and stricter platform oversight to safeguard electoral integrity and support the Labour Party’s reformist agenda.





























CHAPTER ONE
INTRODUCTION 
1.1.  Background of the Study
The rise of social networking sites (SNS), such as Facebook, Twitter, TikTok, and WhatsApp, has dramatically transformed the way information is disseminated, offering a platform for rapid and far-reaching communication. This capability has not only enabled the spread of legitimate information but has also provided fertile ground for the propagation of fake news, defined as “fabricated information that mimics news media content in form but not in organizational process or intent” (Lazer et al., 2018, p. 1094). The speed and accessibility of SNS make them particularly effective at amplifying disinformation during political campaigns, where fabricated stories are used to manipulate voter opinions, undermine trust, and skew electoral outcomes (Vosoughi, Roy, & Aral, 2018). Fake news has emerged as a critical issue in political campaigns worldwide, influencing public opinion and political discourse in profound ways.
Fake news and media manipulation are particularly concerning in the Nigerian political landscape, where social media plays a significant role in shaping political narratives. Nigeria’s population of over 218 million is characterized by its ethnic, religious, and political diversity, which has historically been a source of both strength and division (World Population Review, 2022). Social media platforms have become critical tools in political campaigns, not only for legitimate communication but also for the dissemination of disinformation aimed at sowing discord and polarizing voters. For instance, during the 2019 general elections, false narratives such as claims about President Muhammadu Buhari being a clone gained widespread traction, illustrating the capacity of fake news to shape public opinion and undermine democratic processes (Edwin & Yalmi, 2019).
The Labour Party, an emerging political force in Nigeria, has experienced the disruptive effects of fake news firsthand. As a party advocating for transparency, accountability, and reform, it has often been a target of disinformation campaigns designed to discredit its leadership and policies. These campaigns exploit the vulnerabilities of SNS, where bots and computational propaganda amplify rumors and false narratives to reach large audiences. In Nigeria, the 
blurring of lines between online and traditional media exacerbates the problem, as rumors originating on social media often influence radio, television, and print outlets, further entrenching disinformation in public discourse (Apuke & Omar, 2020).
A significant aspect of fake news is its ability to foster political polarization, a phenomenon where individuals retreat into ideological echo chambers, reinforcing their biases and making them more susceptible to disinformation. Studies have shown that social media algorithms often prioritize content that aligns with users’ existing beliefs, creating informational cascades that amplify partisan narratives (Tucker et al., 2018). In Nigeria, these dynamics have heightened tensions between political groups, contributing to a fragmented and polarized electorate. For the Labour Party, this environment poses a unique challenge, as it seeks to appeal to a diverse voter base while countering the negative effects of disinformation.
The consequences of fake news in political campaigns extend beyond individual elections, affecting broader democratic processes and governance. Disinformation undermines trust in institutions, delegitimizes opposing voices, and creates an atmosphere of cynicism and disengagement among voters (Allcott & Gentzkow, 2017). In Nigeria, where the Labour Party positions itself as a reformist alternative to the entrenched political elite, the spread of fake news threatens its ability to build credibility and engage voters meaningfully. This has implications not only for the party but also for the overall health of Nigeria’s democracy, where informed and active citizen participation is crucial.
Despite the widespread use of fake news in political campaigns, research on its effects remains limited, particularly in the Nigerian context. Existing studies have focused primarily on the consequences of disinformation during elections, such as its impact on voter behavior and electoral outcomes (Pate & Ibrahim, 2019). However, there is a gap in understanding how fake news shapes public perceptions and influences the strategies of emerging political parties like the Labour Party. This is particularly important in Nigeria, where the interplay between online and offline media creates a complex ecosystem for the spread of disinformation.
Research has also shown that fake news disproportionately affects certain segments of the population, often targeting individuals with specific political leanings or cultural values. For instance, conservative-leaning individuals are more likely to engage with fake news sources, driven by confirmation bias and skepticism toward fact-checking mechanisms (Grinberg et al., 2019). In the Nigerian context, cultural and religious factors play a significant role in shaping how individuals consume and respond to political information. Understanding these dynamics is crucial for addressing the impact of fake news on political campaigns and fostering a more informed electorate.
The Labour Party’s experiences with fake news highlight the need for a comprehensive approach to combating disinformation in political campaigns. This includes improving digital literacy among voters, strengthening fact-checking mechanisms, and holding social media platforms accountable for the spread of false information. For political parties, developing strategies to counter fake news is essential not only for electoral success but also for maintaining public trust and integrity. In Nigeria, where the Labour Party represents a growing demand for political reform, addressing the challenges posed by fake news is critical for achieving its goals and contributing to a more equitable political landscape.
This study seeks to contribute to the growing body of research on fake news and its impact on political campaigns by focusing on the Labour Party as a case study. By analyzing how disinformation affects voter perceptions, campaign strategies, and democratic processes, the research aims to provide insights into the broader implications of fake news for political systems in Nigeria and beyond. It also seeks to identify strategies for mitigating the adverse effects of fake news, fostering a more informed electorate, and strengthening democratic institutions.
In conclusion, fake news and media manipulation represent significant challenges for political campaigns, particularly in diverse and polarized societies like Nigeria. For the Labour Party, addressing these challenges is not only a matter of political survival but also a critical step toward building a more inclusive and transparent political system. By examining the effects of fake news on the Labour Party’s campaigns, this study aims to shed light on the broader dynamics of disinformation in Nigerian politics and contribute to efforts to promote democratic resilience in the face of evolving threats.
1.2.  Statement of the Problem
The proliferation of fake news and media manipulation during political campaigns has emerged as a significant threat to democratic processes globally, with severe implications for transparency, accountability, and voter trust. In Nigeria, this issue has become particularly pronounced with the increased reliance on social media platforms for political discourse and campaign activities. The ease with which disinformation can be produced and disseminated has enabled malicious actors to exploit social and political tensions, influencing public opinion and undermining democratic integrity. For emerging political entities like the Labour Party, which advocate for reform and accountability, these dynamics pose substantial challenges, as disinformation campaigns can distort voter perceptions and hinder genuine political engagement.
Despite the critical impact of fake news on political campaigns, there is a limited understanding of how disinformation specifically affects emerging political parties in Nigeria, such as the Labour Party, as they compete against more established entities. Previous studies have explored the consequences of disinformation in elections, yet there remains a research gap in understanding its influence on party credibility, voter behavior, and democratic engagement. The lack of comprehensive data on how fake news spreads within both online and offline spaces in Nigeria further complicates efforts to combat it, particularly as false narratives can quickly migrate from social media to traditional media, blurring the line between truth and fabrication.
This study addresses the problem of how fake news and media manipulation affect the Labour Party’s political campaigns and its efforts to promote accountability and reform. Specifically, it seeks to examine the role of social media in spreading disinformation, the susceptibility of Nigerian voters to fake news, and the strategies the Labour Party can adopt to counteract disinformation’s negative effects on its electoral performance and public perception. By understanding these factors, this research aims to contribute to the broader discourse on mitigating fake news in political campaigns and safeguarding democratic values in Nigeria.
1.3.  Research Objectives 
I. To identify the effect of fake news and media manipulation in Labour Party political campaign. 
II. To understand the ways in which Labour Party manipulate the media and disseminate fake news in campaigning.
III. To investigate the extent to which Labour Party manipulate the media during their campaign.
1.4.  Research Questions 
I. What are the effects of fake news and media manipulation in Labour Party political campaign?
II. What are the ways in which Labour Party manipulate the media and disseminate fake news in their campaigns?
III. What are the extent to which Labour Party manipulate the media during their campaign?
1.5.  Significance of the study 
This study will provides insights into the impact of fake news and media manipulation on political campaigns, particularly focusing on the Labour Party in Nigeria. By exploring how disinformation shapes voter perceptions, influences electoral outcomes, and undermines democratic processes, the study contributes to the broader discourse on safeguarding electoral integrity.  
This will also serve as relevant material for other researchers that are likely to work on similar topics on fake news, media manipulation, and political campaigns etc… it will also fill some gaps in the academic literature.
1.6.  Scope of the study 
This study focuses on analyzing the effects of fake news and media manipulation on political campaigns, using the Labour Party in Nigeria as a case study. It will examines how disinformation impacts voter perceptions, electoral outcomes, and the credibility of political actors, particularly in the context of Nigeria’s recent elections. The study will explores the role of social media in spreading fake news and its interaction with traditional media to amplify misinformation. It also investigates strategies employed by the Labour Party to counter these challenges, offering insights into the broader implications of fake news on democratic processes in Nigeria.


1.7. Definition of key terms 
· Fake News: Fabricated information presented as news, mimicking the style and structure of legitimate news media but lacking its intent to inform or its adherence to organizational processes of verification (Lazer et al., 2018).
· Disinformation: Deliberately false or misleading information created and shared with the intent to deceive, manipulate public opinion, or harm individuals, groups, or organizations (McGonagle, 2017).
· Media Manipulation: The intentional and strategic use of media platforms to distort information, amplify propaganda, or shape public perceptions to achieve a specific agenda.
· Social Media (SM): Online platforms and technologies, such as Facebook, Twitter, WhatsApp, and Instagram, that enable users to create, share, and interact with content in real time.
· Political Campaign: An organized effort by a political party or candidate to influence public decision-making during elections through communication, outreach, and promotional activities.
· Labour Party: A political party in Nigeria that seeks to promote social democracy, representing the interests of working-class citizens and aiming to address socioeconomic inequalities.
· Electoral Integrity: The adherence to principles of fairness, transparency, and accountability in the conduct of elections to ensure credible outcomes.
























CHAPTER TWO
LITERATURE REVIEW
2.0. INTRODUCTION 
This chapter present review of relevant literature regarding the concept of Analysising the effects of Fake news and media manipulation in political campaigns. ( A study of Labour party). In this chapter, the concept of fake news,  the history of fake news, the concept of media manipulation, and so on is been touched in order to simplify this study.
2.1. THEORETICAL FRAMEWORK 
According to Asemah (2011, p.131), a theory is only an attempt to synthesis and integrate empirical evidence for maximum clarity and coherence. When conducting research, theories are crucial. They play a vital role in testing and analysing theories. The theoretical framework which aids in determining the relevance of any study to our general understanding of the communication process. Having stated the above this study is therefore anchored on two theories, Agenda setting and Propaganda Model theory.
2.1.1. Agenda Setting Theory 
The agenda setting theory explores how the views and thoughts of the public can be altered by what they see and hear in the media. The theory is important in agenda because of the necessity in agenda setting of crafting a message and communicating it to a large group people. The agenda setting theory also outlines the bias involved is used to advance the media corporation’s own agenda. Agenda setting theory was formally developed by Dr. Max Mc Combs and Dr. Donald Shaw in a study in the 1968 presidential election. There are levels of agenda setting theory which are:
First level;
The first level is usually used by the researchers to study media uses and its objective Or the influences that media creates on people and the most proximal thought that people will have on the exposure to the information given by media house.
Second level;
At this second level, the media focuses on how people should think about the nature of the issues. Thus, sensationalization of news reports may happen to bring in the interest of the audience. In fact, media want to grab attention and implant thought in people minds about some serious issues. That’s why media turn certain issues viral. Agenda setting theory is used in a political advertising, campaigns, business, News, public relation etc…
There are three agenda setting models in the agenda setting theory. Agenda setting models are ways researchers and political scientists break down the effectiveness of the agenda setting theory.
-Awareness Model: This model describes the method in which the news media informs the target audience about issues that they want to be the focus of attention in their audience. The awareness model educates the public about these issues.
-Priorities Model: In the fast-paced, mass media news cycle, some media campaigns need to focus on key issues in their agenda and push that message to their audience over other topics.
-Salience Model: Media organization crafts their messages to make them stand out from competing topics.
This theory is highly relevant as it explains how media influences public opinion by highlighting specific issues, effectively setting the agenda for public discourse. Fake news and media manipulation can shape what voters consider important during political campaigns. By focusing on misleading narratives, the media can divert attention from critical policy issues to controversies, affecting the Labour Party’s campaign outcomes.
2.1.2. Propaganda Model Theory 
The Propaganda Model, developed by Edward Herman and Noam Chomsky in their seminal work “Manufacturing Consent: The Political Economy of the Mass Media” (1988), provides a critical framework for analyzing the effects of fake news and media manipulation in political campaigns. The theory posits that mass media operates as a tool to serve the interests of dominant political and economic elites by filtering and framing information to align with their agendas. This process is achieved through five key filters: media ownership, advertising revenue, sourcing of information, flak, and anti-ideological narratives. These filters collectively shape the content and narratives disseminated to the public, often at the expense of alternative or oppositional voices.
In the context of Labour Party political campaigns in Nigeria, the Propaganda Model is highly relevant. The party has frequently been targeted by disinformation campaigns designed to undermine its credibility and electoral appeal. For instance, fake news narratives portraying Peter Obi as biased toward specific ethnic or religious groups align with the “anti-ideological narratives” filter, exploiting societal divides to weaken the Labour Party’s national appeal. Similarly, the “ownership” filter becomes evident in how media platforms, often owned or influenced by rival political elites, amplify negative narratives about the Labour Party while promoting the interests of established parties such as the All Progressives Congress (APC) and People’s Democratic Party (PDP).
The model also highlights how reliance on official sources (“sourcing”) disadvantages emerging parties like the Labour Party, which may lack access to the institutional platforms that dominate media discourse. Moreover, the “flak” filter explains the organized efforts to discredit the Labour Party through smear campaigns and fake news, further diverting public attention from its policy proposals. The “advertising” filter ensures that media outlets prioritize content favorable to corporate sponsors and dominant political players, leaving little room for coverage of less resource-rich parties.
By applying the Propaganda Model, a study on fake news and media manipulation in Labour Party campaigns can reveal how systemic media biases and disinformation distort public perceptions, influence voter behavior, and skew democratic processes. This theory provides a comprehensive lens to examine how entrenched power structures exploit media to propagate narratives that challenge emerging political movements, highlighting the urgent need for greater media accountability and public awareness in Nigeria’s political landscape.
2.2. CONCEPTUAL FRAMEWORK 
2.2.1. Fake news: An overview 
  The term fake news is not new. Contemporary discourse, particularly media coverage, seems to define fake news as viral posts based on fake accounts made to look like news reports. According to a recent study by Allcott and Gentzkow (2017), articles that are intentionally and verifiably false, and could mislead readers, are defined as fake news. 
  A critical literature review regarding fake news conceptualization reveals a broad range of definitions proposed by different scholars and practitioners. For example, Lazer et al, (2018,1094) conceptualize fake news as 'news stories' that were fabricated, but presented as if from legitimate source and promoted on social media to deceive the public for ideological and financial gain. Zhnag and Ghorbami (2019) consider fake news to encompass all kinds of false stories or news that are mainly published and distributed on the Internet, in order to purposely mislead, befool or lure readers for financial, political or other gains. Oremus (2017) defines fake news as information that is designed to be confused with legitimate news and is intentionally false.
 According to visentin, Pizzi & Pichierri (2019) a good definition of fake news should incorporate the fact that they are intentionally false and fabricated stories (Allcott& Gentzkow 2017; Lazer et al 2018) yet perceivably realistic(I.E Consistent with an individual's previous beliefs). As Albright (2016) points out, fake news has become a buzzword, especially after the 2016 presidential elections in the United States, a democratic exercise marked by loads of misinformation and false news.
  A simple but well-accurate definition about the term of fake news has been provided by Leonhardt and Thompson (2017) in their article in the New York Times, where they describe fake news as a type of propaganda or yellow and misleading journalism that consists of deliberate misinformation, spread via traditional media outlets (their print or online editions) or online social media. On the other hand, a recent study (Tandoc et al. 2018) elaborates more on this by providing an overview of the various types of fake news. Briefly, the study detects six types of fake news: news satire, news parody, fabrication, manipulation, advertising and propaganda (2018, p. 147). Summarizing these findings, one could describe fake news simply as stories that contain misleading and fake facts which aim at either spreading propaganda and influencing the audience�s political views, or at producing a funny content and making a profit. However, apart from the term �fake news�, there are similar or quite similar terms, such as post-truth or disinformation, which are also used in an attempt to cover this complex process of producing misleading information. 
 The EU High Level Expert Group (Marten et al, 2018) agreed that when defining fake news. Marten et al (2018,9) propose a broader definition of fake news; " as disinformation that includes all forms of false, inaccurate or misleading information designed, presented and promoted to intentionally cause public harm or profit (e.g commercial click-bait). This broader definition of fake news encompasses deliberate attempt at disinformation and distortion of news (Martens et al 2018). Wardle& Derakhshan 2017; Gelfert 2018, the use to filtered to promote ideologies, confuse, saw discontent and create polarization (Marten et al 2018).
 A narrow definition of fake news proposed by Allcott and Gentzkow(2017,213) conceptualizes false news as " intentionally and verifiably wrong or false news produced for the purpose of earning money and/or promoting ideologies". They consider fake news to be "news articles that are intentionally and verifiably false and could mislead readers" (Allcott and Gentzkow 2017,213) Allcott & Gentzkow (2017) explain that there is a market for verifiably false news because;
1- It is cheaper to produce false news than to generate accurate 
2- It is costly for consumers to distinguish between accurate and fake news and
3- Consumers may enjoy reading fake news because it confirms their belief. Based on the various definitions described above, it is clear that the term of fake news is in practice used broadly is in practice used broadly to cover any misleading and inaccurate information produced and delivered online as a news story with different motivations and purposes.
2.2.2. Historical Evolution of Fake News 
Fake news is not a new phenomenon (Gelfert 2018; McGonagle 2017) because the partisan press has always peddled biased opinions and stories lacking factual basis (McGonagle 2017). New technologies, from the telegraph in the 19th century to contemporary social media algorithms, have lead to fake news proliferation (Gelfert 2018). For example, Gelfert (2018) refers to an article written by J. B. Montgomery-McGovern in 1898, in the Arena journal, entitled �An important phase of gutter journalism: Faking�, in order to outline the challenges of fake news in the. In his article, Montgomery-McGovern (1898) complains about �fake journalism�, considered to be �the most sensational stories� published by news organizations (1898, 240) and explains the �stand-for� technique used by �fakers� to deceive: they used a reputable member of the community (e.g., a doctor, dentist, architect, or other professional or business man) who, for money, would corroborate the fake story. 
    Gelfert (2018) considers nowadays fake news creators eliminated the �middle-men� and address the readers directly, by sharing the sensational stories on social media. Figueira & Oliveira (2017) argue that fake news (i.e., inaccurate, false, or grossly distorted information presented as news in order to deceive the audience) are produced and disseminated on an exponential online scale causing a real impact on brands. In addition, another important aspect to take into account regarding fake news proliferation is the post-truth era. 

Fake News in the Post-Truth Era 
  Although fake news is not new, the scale of the problem has grown exponentially in the last years and it should be analyzed in the post-truth era context. The term �post-truth� was first used in 1992 by Tesich to describe a mostly political environment in which debate is framed by appealing to emotion, with repeated assertions of half-truths and outright lies whose factual re-buttals are ignored. Since 1992, scholars have argued that we are living in the post-truth era, in which:
 (1) emotions and personal beliefs are more important than facts, 
(2) the truth of the story no longer matters,
 (3) there is a mistrust in authority, and 
(4) an appeal to negative emotions, such as fear or anxieties (Laybats & Tredinnick 2016). 
Rochlin (2017) argues that in the post-truth era facts and evidence have been replaced with personal belief and emotion. �Fake news� no longer stand for factless or slanderous news, but rather news that are considered to attack a person‟s pre-existing beliefs (Rochlin, 2017). A key aspect to take into consideration is the nature of the news and what people accept as news rather than facts (Rochlin 2017). Rochlin (2017) argues that nowadays the society has shifted towards a belief and emotion-based market. In this context, from a marketing communication perspective, brands can thrive in an emotionally based market, but can also be affected by fake news. 
Fake news stories that spread via social media intertwine with journalism and become primary sources of information because they are considered by people to be real news (Rochlin 2017).
2.2.3. Fake News Creators and Spreaders 
     Society, government, organization, influential personality and other members of any giving state can be affected by fake news when creators succeed in spreading of fake content on social media about them. Thus, understanding the spreading mechanisms of fake news on social media becomes crucial in order to prepare effective reactive communication strategies (Fârte & Obadă 2018). 
Zhang & Ghorbani (2019) consider important to identify the fake news creators and spreaders because they could be non-human or real human beings. Non-human creators of fake news are usually social bots and cyborgs. Ferrara, Varol, Davis, Menczer & Flammini (2016) explain that social bots are computer algorithms designed to exhibit human-like behaviors, that automatically produce content and interact with humans on social media. Ferrara et al. (2016) argue that many bots are designed specifically to distribute rumors, spam, malware, misinformation, slander, or even just noise - and can be creators / spreaders of fake news. Chu, Gianvecchio, Wang, & Jajodia (2012) define cyborgs as either bot-assisted humans or as human-assisted bots. Chu et al. (2012) explain the operating mechanisms after being registered by a human, the cyborg account can post content and participate with the social community. Zhang & Ghorbani (2019) argue that similar to social bots, malicious cyborg accounts can disseminate, fast and easily, fake news that may result in damaging the social belief and trust. However, scholars and practitioners studying the fake news phenomenon developed different tools to counteract non-human creators and spreaders of fake news.  It is more difficult to counteract human creators and spreaders of fake news than non-human representatives. Zhang & Ghorbani (2019) consider real humans as crucial sources of fake news diffusion. Social bots and cyborgs are only the carriers of fake news on social media; those automatic accounts are programmed by humans to spread false messages (Zhang & Ghorbani, 2019). Zhang & Ghorbani (2019) conclude that regardless of the manner in which fake news are spread, manually or automatically, real humans are the ultimate fake news creators. 
   Thus, this study considered it essential to better understand why human users share fake news about society, government, organization, influential personality etc. on social media platform. According to zhang & Ghorbani 2019, fake news is intentionally created and spread by human users to society, government, organization, influential personality and so on. In this study, however it is believed that without a wide spreading of fake news on social media the phenomenon would cease to exist and there won�t be any negative consequences on it. 
  In this study it is important to understand the human user behavior of sharing fake news on social media. Zhang & Ghorbani (2019) explain that some legitimate users (i.e., real humans) can also contribute to fake news distribution by becoming sources. These �second hand� spreaders of fake news can post and share content in certain groups and act as influencers for a �third hand� generation of fake news spreaders and so on.
2.2.4. The Motivation Behind Fake News 
  After presenting an overview of the term of fake news and historical evolution of fake news so as to understand the perception people have on fake news and to the extent to which people are aware about this phenomenon. During the process of conducting a research on this study, it is observing that some people do participate in the distributing of fake news not because they have the intention of sharing fake information, but to inform others especially people they know about what they learnt and this is evident as we can that people don't verify information before they share with the love of caring for their love one's.
  According to Allcott and Gentzkow (2017), there appear to be two main motivations for providing fake news. The first is pecuniary: news articles and posts that become viral on social media can draw significant advertising revenue when users click on the original website. Based on this conclusion, it comes as no surprise that pecuniary appears to have been the main motivation for most of the producers whose identities have been revealed (Subramanian, 2017). For example, the teenagers in Veles produced stories favoring both Trump and Clinton that earned them tens of thousands of dollars, while Paul Horner produced pro-Trump stories for profit, despite claiming to be personally opposed to Trump (Dewey, 2016). These examples reveal the fact that making a profit is a strong motivation among the producers of fake news circulated online, who prefer to generate and share misleading articles in order to collect more clicks by potential users and earn money through the advertising. The second motivation, as Allcott and Gentzkow describe (2017) in their study about the spread of fake news during the US presidential elections, is ideological. In fact, some fake news providers seek to advance specific political points of views and distribute their propaganda by using misleading facts and data within their articles. For instance, the man who ran endingthefed.com, claimed that he started the site mainly to help Donald Trump�s campaign (Townsend, 2016), while some other providers of right-wing fake news said they actually identify themselves as left-wing and wanted to embarrass those on the Right by showing that they would credulously circulate false stories (Dewey, 2016; Sydell, 2016). 
  Summarizing the above, two main motivations are behind the production of fake news: financial and ideological. On one hand, outrageous and fake stories that go viral � precisely because they are outrageous � provide content producers with clicks that are convertible to advertising revenue. On the other hand, some other fake news providers produce fake news to promote ideas or people that they favor, often by discrediting others. 
2.2.5. Examples Of Well-Known Fake News 
  In order to better understand what fake news is, the motivations behind its generation and online circulation, audience awareness about it, as well as the impact it might have on the audiences. We consider that it is important to look at a few well-known examples of fake news in Nigeria as well as some part of the world. The origin of fake news date back to before the printing press was invented. Burkhardt (2017, p. 5) explains that rumor and false stories have probably been around as long as humans have lived in groups where power matters. As she describes in her study, until the printing press was invented, news was usually transferred from person to person via word of mouth and the ability to have an impact on what people know was an asset that has been prized for many centuries. However, a significant difference between the �old� fake news and the fake news in the social media era, is the fact that stories can now be distributed with high speed, in real-time, reach a huge audience and therefore might influence a lot of people. For instance, as Allcott and Gentzkow point out, an individual user with no track record or reputation can in some cases reach as many readers as Fox News, CNN, or the New York Time. In Nigeria, the facility of text messaging heralded the emergence of viral fake news. The Ebola-Salt solution text messages that subtly demanded citizens to bathe in and drinks worm salt water to avoid contracting the deadly Ebola Virus in 2014, was probably the first most wide spread of fake in the country. Consequently, two people died and 20 were hospitalized for excessive consumption of salt water. One historical example of fake news is �Great Moon Hoax� of 1835, in which the New York Sun published a series of articles about the discovery of life on the moon. The discovery was falsely attributed by the newspaper to Sir John Herschel, one of the most famous astronomers of that time. The newspaper�s circulation increased dramatically due to the fake story and after a while it was discovered that the story was nothing more than a hoax. Another recent example for a fake news source is the endingthefed.com website, that was responsible for four of the ten most popular fake news stories on Facebook about the US election and was run by a 24-year-old man (Townsend, 2016). A US company called Disinfomedia owns many fake news sites, including NationalReport.net, USAToday.com.co, and WashingtonPost.com.com and its owner claims to employ between 20 and 25 writers (Sydell, 2016).
2.2.6. An Overview On Media Manipulation 
Media manipulation has been defined by various scholars, each offering unique perspectives on its nature and impact. Christian Fuchs (2017) describes media manipulation as the “strategic control and distortion of communication processes” to influence perceptions and serve specific agendas, often at the expense of the audience’s interests. Similarly, Robert McChesney (2004) emphasizes the role of concentrated media ownership in shaping content to align with corporate priorities, suppressing dissenting voices, and manufacturing consent among the public.
Douglas Kellner (1995) focuses on the ideological dimension of media manipulation, stating that it involves using mass media to construct frameworks that normalize specific social or political values, making them appear universal and unquestionable. In their influential work Manufacturing Consent, Noam Chomsky and Edward S. Herman (1988) argue that media manipulation systematically filters and frames information to align public opinion with elite interests, highlighting the role of institutional power in shaping narratives.
In the context of the digital age, Zeynep Tufekci (2018) defines media manipulation as the exploitation of platform algorithms and user behavior to amplify disinformation or suppress dissent, often leveraging data analytics and automation. Gavan Titley (2019) adds that media manipulation functions as a form of discursive control, shaping or distorting public narratives, particularly within polarized media ecosystems.
From a practical and policy perspective, Claire Wardle and Hossein Derakhshan (2017) describe media manipulation as the deliberate creation and amplification of false or misleading content for financial, political, or ideological gains. Lastly, adopting a postmodern lens, Jean Baudrillard (1981) argues that media manipulation operates through “simulacra,” where media replaces reality with hyperreality, making it difficult to distinguish between truth and fiction.
According to Wikipedia Media manipulation refers to orchestrated campaigns in which actors exploit the distinctive features of broadcasting mass communications or digital media platforms to mislead, misinform, or create a narrative that advance their interests and agendas.
In practice, media manipulation tactics may include the use of the use of rhetorical strategiesincluding logical fallacies, deceptive content like disinformation, and propaganda techniques, and often involve the suppression of information or points of view by crowding them out, by inducing other people or groups of people to stop listening to certain arguments, or by simply diverting attention elsewhere. In Propaganda: The Formation of Men's Attitudes, Jacques Ellul writes that public opinion can only express itself through channels which are provided by the mass mediaof communication – without which there could be no propaganda. It is used within public relations, propaganda, marketing, etc. While the objective for each context is quite different, the broad techniques are often similar.
2.2.7. Way Of Manipulating Media 
Media manipulation involves various strategies and techniques aimed at influencing public opinion, distorting reality, or amplifying specific narratives. Below are some of the most common methods used to manipulate media:
· Disinformation and Misinformation: Disinformation refers to the deliberate creation and spread of false information to deceive audiences, while misinformation is the unintentional sharing of inaccurate content. Both can mislead the public, often manifesting as fake news, doctored images, or fabricated stories that appear credible but are designed to misinform.
· Propaganda: systematically uses biased or misleading information to promote specific political, ideological, or corporate agendas. Propaganda often relies on emotional appeals and repetition to influence opinions, making it an effective tool for rallying support or discrediting opposition.
· Framing and Agenda Setting: This are used to control how information is presented and what topics dominate public discourse. By emphasizing certain aspects of a story while omitting others, media can shape perceptions and priorities, often steering audiences toward predetermined conclusions.
· Selective Omission: This is another manipulation tactic, involving the intentional exclusion of critical facts or context to distort how events are perceived. This approach can mislead audiences by presenting an incomplete picture of an issue, leaving them unaware of the full truth.
· Clickbait and Sensationalism: This thrive in today’s fast-paced media environment, using exaggerated or misleading headlines to attract attention and drive traffic, often prioritizing sensational stories over accurate reporting.
· Fake Experts and Fabricated Data: This is where individuals without legitimate credentials are presented as authorities to lend credibility to false claims.
· Pay-To-Play Media: This manipulates content through financial incentives, where corporations or interest groups fund favorable coverage or suppress critical reporting.
2.2.8. Effects of Fake News and Media Manipulation in Labour Party Political Party
Fake news and media manipulation have profoundly impacted Labour Party political campaigns in Nigeria, especially during the 2023 general elections. One major effect is the erosion of public trust, as disinformation campaigns spread narratives questioning the Labour Party’s viability as a national force. For instance, claims that the party lacked nationwide support or could not field capable candidates created skepticism about its ability to govern effectively. Research by Allcott and Gentzkow (2017) highlights how such fake news undermines trust in political institutions, making it challenging for emerging parties like the Labour Party to gain legitimacy.
Another significant effect is the damage to the party’s reputation, particularly its candidates. Peter Obi, the Labour Party’s 2023 presidential candidate, was a frequent target of manipulated narratives. Fake news portrayed him as biased toward certain ethnic or religious groups, which alienated potential supporters and detracted from his inclusive message. Studies by Wardle and Derakhshan (2017) emphasize how such disinformation campaigns polarize societies and erode the credibility of political actors. Similarly, the Labour Party faced suppression of voter turnout due to misinformation. False claims that the party could not win the election or that votes for it would be wasted were widely circulated, discouraging young and first-time voters, who formed a significant part of the party’s support base (Guess et al., 2020).
Media manipulation also amplified ethnic and religious divisions in Nigeria, leveraging the country’s existing social tensions to weaken the Labour Party’s appeal. Misinformation suggested that the party prioritized certain groups, eroding its potential for uniting a diverse electorate. This tactic aligns with findings by Bartlett et al. (2019), who argue that disinformation in polarized societies often deepens divisions and undermines social cohesion. Additionally, fake news and media manipulation distracted from policy discussions, forcing the Labour Party to focus on countering false narratives rather than promoting its agenda. For example, instead of engaging voters on economic reform or corruption, the party had to address rumors and controversies, reducing the effectiveness of its campaign messaging (BBC, 2019).
The economic strain of combating fake news further hampered the Labour Party’s campaign efforts. With limited resources compared to its rivals, the All Progressives Congress (APC) and the People’s Democratic Party (PDP), the Labour Party had to allocate funds to fact-checking and crisis management, diverting resources from grassroots mobilization and voter outreach (Bartlett et al., 2019). Moreover, fake news likely influenced election outcomes in key regions. Narratives questioning Peter Obi’s experience and the Labour Party’s capacity to govern swayed undecided voters, weakening the party’s performance in critical constituencies. Manipulated post-election reports further fueled public skepticism about the integrity of the electoral process (Pickard, 2019).
Finally, the widespread dissemination of fake news undermined democratic discourse in Nigeria. By prioritizing sensationalism over factual reporting, these tactics diminished the quality of political debate and made it difficult for voters to make informed decisions. Wardle and Derakhshan (2017) note that such disinformation campaigns create a climate of cynicism and disengagement, further weakening democratic institutions. For the Labour Party, these effects highlight the urgent need for stronger media literacy among voters and stricter regulation of digital platforms to combat misinformation and ensure a fair political process.
2.3. EMPIRICAL REVIEW 
Numerous studies have examined the impact of fake news and media manipulation on political campaigns, including their influence on voter behavior, party reputation, and electoral outcomes. One notable study is by Okoro Emeka (2023), titled “The Impact of Fake News and Media Manipulation on Electoral Outcomes: A Case Study of the Labour Party in Nigeria’s 2023 General Elections.” Using Agenda-Setting Theory and Framing Theory, the study utilized a mixed-methods approach, including surveys, interviews, and content analysis, to show that fake news eroded trust in the Labour Party, polarized voters along ethnic and religious lines, and distracted the party from promoting its policies. The study recommended media literacy campaigns, stricter regulations, and proactive strategies to counter misinformation.
Another significant study is by Wardle and Derakhshan (2017), titled “Information Disorder: Toward an Interdisciplinary Framework for Research and Policy Making.” This research explored the global implications of fake news and media manipulation in political contexts. Adopting Framing Theory, the authors identified three types of information disorder—misinformation, disinformation, and malinformation—and analyzed how they influence political discourse. The study found that disinformation campaigns often exploit societal divisions, such as ethnicity and religion, to manipulate voter perceptions. The authors recommended collaborative efforts among governments, media platforms, and civil society to combat information disorder effectively.
Allcott and Gentzkow (2017) conducted another influential study titled “Social Media and Fake News in the 2016 Election.” Focused on the United States, the study analyzed how fake news spread rapidly on social media platforms like Facebook and Twitter. Using quantitative methods, the researchers concluded that exposure to fake news significantly influenced voter decisions, particularly in swing states. The study adopted Media Dependency Theory, suggesting that voters heavily reliant on social media for political information were more susceptible to manipulation. Recommendations included improving algorithms for detecting fake news and enhancing fact-checking mechanisms.
A more localized study, conducted by Bartlett et al. (2019) and titled “The People vs. the Tech: How the Internet is Killing Democracy,” explored the role of technology in amplifying fake news during political campaigns. Using a case study of the Labour Party in the UK, the researchers identified that digital platforms facilitated the rapid spread of false information about Labour’s economic policies and leadership. Adopting the Spiral of Silence Theory, the study argued that misinformation created a climate of fear among Labour supporters, discouraging them from expressing their views or participating actively in campaigns. Recommendations included stricter regulations on digital campaigning and increased transparency in political advertising.
Finally, Guess, Nyhan, and Reifler (2020) examined the electoral impact of fake news in their study “Exposure to Fake News Lowers Electoral Participation.” This research focused on multiple case studies, including Nigeria, and employed a mixed-methods approach combining surveys and experimental methods. The study found that fake news narratives, such as claims of election rigging or lack of party viability, reduced voter turnout by promoting apathy and disillusionment. The researchers recommended improving civic education and implementing robust monitoring of digital content to mitigate the effects of fake news on democracy.








CHAPTER THREE
METHODOLOGY
3.0. Introduction
Research is the process of arriving at a dependable solution to a problem through the planned and systematic collection, analysis, and interpretation of data. This chapter discusses the methods adopted to achieve the objectives of this study. It explains the method used for data collection, the sampling procedures, and the techniques of data analysis.
3.1. Research Design
According to Bets (2021), research design combines different components of research. It involves the logical use of data collection and analysis techniques to answer research questions. This study adopts a quantitative research design to obtain objective and generalized responses from participants. The rationale for adopting this design is that it allows the researcher to systematically analyze the effects of fake news and media manipulation in political campaigns, focusing on the Labour Party. Fleetwood (2022) posits that quantitative research involves collecting and analyzing numerical data, which can be used to identify patterns, test relationships, and generalize findings. By using a quantitative approach, the researcher gains valuable insights into the prevalence, impact, and public perceptions of fake news during Labour Party political campaigns.
3.2. Research Method
The descriptive survey method was employed for this study. Bhat (2022) describes this method as one used to characterize the phenomenon under study. Since descriptive surveys involve collecting and interpreting data from respondents to understand existing conditions, it is appropriate for this study. According to Longe (2021), surveys enable the collection of data necessary for examining relationships between variables. This method is considered suitable because it helps the researcher gather evidence on how fake news and media manipulation influence public opinion and political outcomes during Labour Party campaigns.
3.3. Population of the Study
Ravikiran (2023) defines population as the entire group of individuals the researcher aims to draw conclusions about. For this study, the population comprises members of the public who follow Labour Party campaigns, party supporters, and other stakeholders. The study focuses on respondents in Ilorin east with total population of (311,500) where Labour Party campaigns have significant reach. These respondents represent individuals who may have been exposed to fake news or media manipulation during the campaigns.
3.4. Sample Size and Sampling Technique
Omni Convert (2020) states that sample size refers to the number of participants included in a study. Kibuacha (2021) emphasizes that the sample size must represent the broader population effectively. Considering the wide scope of the study population, purposive sampling techniques were adopted. This approach enables the researcher to deliberately target 100 respondents who are active consumers of political content, particularly those familiar with Labour Party campaigns. This sample size allows for a focused examination of how fake news and media manipulation affect opinions and behaviors.
3.5 Research Instrument
The primary instrument for data collection is a questionnaire. Hassan (2022) defines a questionnaire as a research tool designed to collect information systematically. The questionnaire was administered through Google Forms, shared across social media platforms and relevant discussion groups.
The questionnaire is divided into two sections:
· Section A: Demographic details such as age, gender, education level, and political affiliation.
· Section B: Questions focused on participants’ exposure to fake news, their understanding of media manipulation, and its perceived effects on their views of the Labour Party during political campaigns.
3.6 Validity of the Research Instrument
Pattino and Ferreira (2018) define validity as the degree to which a research instrument measures what it is intended to measure. To ensure validity, the questionnaire underwent content validation by being reviewed by the research supervisor and other experts in media studies. Their feedback was incorporated to refine the questions and align them with the study’s objectives.
3.7. Reliability of the Research Instrument
Mcleod (2023) describes reliability as the consistency of an instrument’s results over time. The test-retest technique was employed, as described by Schiffer and Williams (2022), to ensure reliability. A small pilot group completed the questionnaire twice at different intervals, and consistent responses confirmed the instrument’s reliability.
3.8. Method of Administration of the Research Instrument
The data for this study were obtained from primary and secondary sources. Primary data were collected through questionnaires, while secondary data were sourced from academic journals, media reports, and other literature on fake news and media manipulation in political campaigns.
3.9. Method of Data Analysis
The collected data were coded and analyzed using the Statistical Package for Social Sciences (SPSS) Software Version 23. Responses were categorized according to questionnaire codes and analyzed using frequency tables, descriptive statistics, and other relevant statistical tools. This analysis provided insights into the impact of fake news and media manipulation on public perception and electoral outcomes during Labour Party campaigns.





















CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND INTERPRETATION 
 4.0. Introduction
Data analysis is essential for transforming raw data into meaningful insights to inform research objectives. This chapter presents and analyzes data collected from respondents in Ilorin regarding the effects of fake news and media manipulation in Labour Party political campaigns, the strategies used to manipulate media, and the extent of such practices. The data is organized into tables using simple percentage tabular presentations to ensure clarity and facilitate statistical conclusions. All analyses are aligned with the questionnaire items and responses, addressing the research objectives comprehensively.

 4.1. Analysis of Research Instrument
Data presentation involves organizing data into visual formats such as tables to highlight relationships between variables, enabling informed decision-making. In this study, 100 questionnaires were distributed to respondents in Ilorin, with all returned and none discarded, yielding a 100% response rate. The data is presented in simple percentage tabular format, with descriptive analysis techniques used to interpret the contents of each table.

DISTRIBUTION TABLE  
	Description
	Value

	Respondents
	100

	Number of questionnaires distributed
	100

	Number of questionnaires returned
	100

	Number of questionnaires discarded
	Nil

	Number of questionnaires presented and analyzed
	100

	Number of questionnaires not returned
	Nil


The study distributed 100 questionnaires to respondents, all of which were returned, resulting in a 100% response rate. None of the questionnaires were discarded, and all 100 were presented and analyzed. There were no unreturned or unusable questionnaires, ensuring full participation and complete data for analysis.

 4.2. Analysis of Questionnaire
SECTION A: DEMOGRAPHY OF THE RESPONDENTS
QUESTION 1: What is your age range?  
TABLE I  
	Responses
	Frequency
	Percentage (%)   

	15-20
	35
	35%

	21-25
	45
	45%

	26-30
	15
	15%

	31 and above
	5
	5%

	Total
	100
	100%


Source: Field Work, 2025  
The age distribution of respondents shows that 35 (35%) are between 15–20 years old, 45 (45%) fall within the 21–25 age range, 15 (15%) are aged 26–30, and 5 (5%) are 31 years and above. This indicates that the majority of respondents (80%) are youths between 15 and 25 years, reflecting the study’s focus on youth perspectives.
QUESTION 2: What is your highest level of education?  
TABLE II  
	Responses
	Frequency
	Percentage (%)   

	High school
	30
	30%

	Undergraduate degree
	55
	55%

	Postgraduate degree
	10
	10%

	Other
	5
	5%

	Total
	100
	100%


Source: Field Work, 2025  
The educational background of respondents reveals that 30 (30%) have a high school education, 55 (55%) hold an undergraduate degree, 10 (10%) possess a postgraduate degree, and 5 (5%) fall into the ‘Other’ category. This shows that a majority of the respondents (65%) have attained tertiary education, indicating a relatively educated sample population.
QUESTION 3: What is your marital status?  
TABLE III  
	Responses
	Frequency
	Percentage (%)   

	Single
	80
	80%

	Married
	15
	15%

	Divorced
	5
	5%

	Other
	5
	5%

	Total
	100
	100%


Source: Field Work, 2025  
The marital status of respondents indicates that 80 (80%) are single, 15 (15%) are married, 5 (5%) are divorced, and another 5 (5%) fall under the ‘Other’ category. This shows that the majority of the participants are single, which aligns with the study’s focus on youth and premarital sex.
QUESTION 4: What is your occupation?  
TABLE IV  
	Responses
	Frequency
	Percentage (%)   

	Student
	60
	60%

	Self-employed
	25
	25%

	Civil servant
	10
	10%

	Other
	5
	5%

	Total
	100
	100%


Source: Field Work, 2025  
The occupational distribution of respondents shows that 60 (60%) are students, 25 (25%) are self-employed, 10 (10%) are civil servants, and 5 (5%) fall into the ‘Other’ category. This indicates that the majority of respondents are students, further reinforcing the study’s emphasis on youth perspectives regarding premarital sex and media influence.
SECTION B: 
QUESTION 5: How often do you encounter Labour Party campaign messages on social media?  
TABLE V  
	Responses
	Frequency
	Percentage (%)   

	Daily
	65
	65%

	Weekly
	25
	25%

	Occasionally
	8
	8%

	Rarely
	2
	2%

	Total
	100
	100%


Source: Field Work, 2025  
From Table V, 65 (65%) of respondents encounter Labour Party campaign messages on social media daily, 25 (25%) see them weekly, 8 (8%) occasionally, and 2 (2%) rarely. This indicates that a significant majority are frequently exposed to Labour Party messaging on social media, highlighting the party’s strong digital media presence.
QUESTION 6: How often do you notice fake news in Labour Party campaigns?  
TABLE VI  
	Responses
	Frequency
	Percentage (%)   

	Always
	10
	10%

	Sometimes
	55
	55%

	Rarely
	25
	25%

	Never
	10
	10%

	Total
	100
	100%


Source: Field Work, 2025  
From Table VI, 10 (10%) of respondents say they always notice fake news in Labour Party campaigns, 55 (55%) report sometimes, 25 (25%) say rarely, and 10 (10%) say never. This suggests that while fake news is not perceived as constant, a majority (65%) believe it appears at least occasionally, indicating concerns about misinformation within campaign messaging.
QUESTION 7: To what extent does fake news from Labour Party campaigns influence your perception of the party?  
TABLE VII  
	Responses
	Frequency
	Percentage (%)   

	Very highly
	15
	15%

	Highly
	25
	25%

	Moderately
	35
	35%

	Not at all
	25
	25%

	Total
	100
	100%


 Source: Field Work, 2025  
From Table VII, 15 (15%) of respondents say fake news from Labour Party campaigns influences their perception of the party very highly, 25 (25%) say highly, 35 (35%) report a moderate influence, and 25 (25%) say it does not influence them at all. This indicates that while opinions are mixed, a majority (75%) acknowledge at least some level of influence, suggesting that fake news can impact public perception of the party to varying degrees.
QUESTION 8: Have you ever believed fake news related to Labour Party campaigns before verifying its authenticity?  
TABLE VIII  
	Responses
	Frequency
	Percentage (%)   

	Yes, frequently
	5
	5%

	Yes, occasionally
	20
	20%

	Rarely
	35
	35%

	Never
	40
	40%

	Total
	100
	100%


Source: Field Work, 2025  
From TABLE VIII, 40 (40%) of respondents have never believed fake news related to Labour Party campaigns, 35 (35%) rarely, 20 (20%) occasionally, and 5 (5%) frequently, showing limited susceptibility for most.
QUESTION 9: Do you think fake news from political campaigns can affect election outcomes?  
TABLE IX  
	Responses
	Frequency
	Percentage (%)   

	Strongly agree
	40
	40%

	Agree
	35
	35%

	Neutral
	15
	15%

	Disagree
	8
	8%

	Strongly disagree
	2
	2%

	Total
	100
	100%


Source: Field Work, 2025  
From TABLE IX, 40 (40%) of respondents strongly agree that fake news can affect election outcomes, 35 (35%) agree, 15 (15%) are neutral, 8 (8%) disagree, and 2 (2%) strongly disagree, highlighting a strong perceived impact.
SECTION C: 
QUESTION 10: What strategies do you believe the Labour Party uses to manipulate the media?  
TABLE X  
	Responses
	Frequency
	Percentage (%)   

	Yes, frequently Dissemination of fake news
	45
	45%

	Sponsored posts
	30
	30%

	Fake endorsements
	20
	20%

	Other
	5
	5%

	Total
	100
	100%


  Source: Field Work, 2025  
From TABLE X, 45 (45%) of respondents identify dissemination of fake news as a key strategy, 30 (30%) cite sponsored posts, 20 (20%) point to fake endorsements, and 5 (5%) mention other strategies, indicating diverse manipulation tactics.
QUESTION 11: How often do you see fake or manipulated visuals in Labour Party campaigns?  
TABLE XI  
	Responses
	Frequency
	Percentage (%)   

	Always
	8
	8%

	Sometimes
	50
	50%

	Rarely
	30
	30%

	Never
	12
	12%

	Total
	100
	100%


   Source: Field Work, 2025  
From TABLE XI, 50 (50%) of respondents sometimes see fake or manipulated visuals in Labour Party campaign , 8 (8%) always, 30 (30%) rarely, and 12 (12%) never, suggesting frequent exposure to manipulated visuals.
QUESTION 12: Do you think Labour Party campaigns use social media influencers to promote fake narratives?  
TABLE XII  
	Responses
	Frequency
	Percentage (%)   

	Strongly agree
	35
	35%

	Agree
	40
	40%

	Neutral
	15
	15%

	Disagree
	8
	8%

	Strongly disagree
	2
	2%

	Total
	100
	100%


Source: Field Work, 2025  
From TABLE XII, 35 (35%) of respondents strongly agree that Labour Party uses influencers to promote fake narratives, 40 (40%) agree, 15 (15%) are neutral, 8 (8%) disagree, and 2 (2%) strongly disagree, indicating a strong perceived role of influencers.
QUESTION 13: How persuasive are the manipulated media messages from Labour Party campaigns?  
TABLE XIII  
	Responses
	Frequency
	Percentage (%)   

	Very persuasive
	10
	10%

	Persuasive
	25
	25%

	Somewhat persuasive
	40
	40%

	Not persuasive
	25
	25%

	Total
	100
	100%


Source: Field Work, 2025  
From TABLE XIII, 40 (40%) of respondents find manipulated media messages somewhat persuasive, 25 (25%) persuasive, 10 (10%) very persuasive, and 25 (25%) not persuasive, reflecting mixed perceptions of effectiveness.
QUESTION 14: Which social media platform do you think is most used by Labour Party campaigns for spreading fake news?  
TABLE XIV  
	Responses
	Frequency
	Percentage (%)   

	Facebook
	40
	40%

	Twitter
	30
	30%

	WhatsApp
	20
	20%

	Instagram
	8
	8%

	Other
	2
	2%

	Total
	100
	100%


Source: Field Work, 2025  
From TABLE XIV, 40 (40%) of respondents believe Facebook is the most used platform for spreading fake news, 30 (30%) cite Twitter, 20 (20%) WhatsApp, 8 (8%) Instagram, and 2 (2%) other platforms, highlighting Facebook’s prominence.
QUESTION 15: How frequently do you encounter fake news attributed to Labour Party campaigns?  
TABLE XV  
	Responses
	Frequency
	Percentage (%)   

	Very frequently
	15
	15%

	Frequently
	35
	35%

	Occasionally
	40
	40%

	Rarely
	10
	10

	Total
	100
	100%


Source: Field Work, 2025  
From TABLE XV, 40 (40%) of respondents encounter fake news occasionally, 35 (35%) frequently, 15 (15%) very frequently, and 10 (10%) rarely, indicating frequent exposure.
QUESTION 16: What is the primary content type of the fake news spread by Labour Party campaigns?  
TABLE XVI  
	Responses
	Frequency
	Percentage (%)   

	False statistics
	35
	35%

	Misleading headlines
	40
	40%

	Fake endorsements
	20
	20%

	Other
	5
	5%

	Total
	100
	100%


Source: Field Work, 2025  
From TABLE XVI, 40 (40%) of respondents identify misleading headlines as the primary content type, 35 (35%) false statistics, 20 (20%) fake endorsements, and 5 (5%) other, indicating diverse fake news formats.
QUESTION 17: Do you believe the Labour Party’s media manipulation strategies are effective in influencing public opinion?  
TABLE XVII  
	Responses
	Frequency
	Percentage (%)   

	Strongly agree
	30
	30%

	Agree
	40
	40%

	Neutral
	20
	20

	Disagree
	8
	8%

	Strongly disagree
	2
	2%

	Total
	100
	100%


Source: Field Work, 2025  
From TABLE XVII, 30 (30%) of respondents strongly agree that Labour Party’s strategies are effective in influencing public opinion, 40 (40%) agree, 20 (20%) are neutral, 8 (8%) disagree, and 2 (2%) strongly disagree, suggesting strong perceived effectiveness.
QUESTION 18: To what extent do you believe Labour Party manipulates the media during campaigns?  
TABLE XVIII  
	Responses
	Frequency
	Percentage (%)   

	Very highly
	25
	25%

	Highly
	35
	35%

	Moderately
	30
	30%

	Not at all
	10
	10%

	Total
	100
	100%


Source: Field Work, 2025  
From TABLE XVIII, 25 (25%) of respondents believe Labour Party manipulates media very highly, 35 (35%) highly, 30 (30%) moderately, and 10 (10%) not at all, indicating significant perceived manipulation.
QUESTION 19: How likely are individuals to verify news from Labour Party campaigns before sharing?  
TABLE XIX  
	Responses
	Frequency
	Percentage (%)   

	Very likely
	10
	10%

	Likely
	20
	20%

	Neutral
	30
	30%

	Unlikely
	30
	30%

	Very unlikely
	10
	10%

	Total
	100
	100%


Source: Field Work, 2025  
From TABLE XIX, 30 (30%) of respondents are unlikely to verify news, 30 (30%) are neutral, 20 (20%) are likely, 10 (10%) very likely, and 10 (10%) very unlikely, reflecting limited verification habits.
QUESTION 20: Do you think the Labour Party regulates the spread of fake news in their campaigns effectively?  
TABLE XX  
	Responses
	Frequency
	Percentage (%)   

	Strongly agree
	5
	5%

	Agree
	10
	10%

	Neutral
	25
	25%

	Disagree
	40
	40%

	Strongly disagree
	20
	20%

	Total
	100
	100%


Source: Field Work, 2025  
From TABLE XX, 40 (40%) of respondents disagree that Labour Party regulates fake news effectively, 20 (20%) strongly disagree, 25 (25%) are neutral, 10 (10%) agree, and 5 (5%) strongly agree, suggesting inadequate regulation.
 4.3.  Analysis of Research Questions
Question I: What are the effects of fake news and media manipulation in Labour Party political campaigns?  
Tables 7, 8, and 9 answer this research question.  
Table 7: 35 (35%) of respondents report that fake news moderately influences their perception of the Labour Party, 25 (25%) say highly, 15 (15%) very highly, and 25 (25%) not at all, indicating varied but notable impacts on perceptions.  
Table 8: 40 (40%) have never believed fake news without verification, 35 (35%) rarely, 20 (20%) occasionally, and 5 (5%) frequently, suggesting limited susceptibility for most but some impact on a minority.  
Table 9: 40 (40%) strongly agree that fake news can affect election outcomes, 35 (35%) agree, 15 (15%) are neutral, 8 (8%) disagree, and 2 (2%) strongly disagree, highlighting a significant perceived impact on electoral processes.
Question II: What are the ways in which Labour Party manipulates the media and disseminates fake news in their campaigns?  
Tables 10, 11, 12, 13, and 14 answer this research question.  
Table 10: 45 (45%) identify dissemination of fake news as a key strategy, 30 (30%) cite sponsored posts, 20 (20%) fake endorsements, and 5 (5%) other, indicating diverse manipulation tactics.  
Table 11: 50 (50%) sometimes see fake or manipulated visuals, 8 (8%) always, 30 (30%) rarely, and 12 (12%) never, suggesting frequent exposure to manipulated visuals.  
Table 12: 35 (35%) strongly agree that Labour Party uses influencers to promote fake narratives, 40 (40%) agree, 15 (15%) are neutral, 8 (8%) disagree, and 2 (2%) strongly disagree, underscoring the role of influencers.  
Table 13: 40 (40%) find manipulated messages somewhat persuasive, 25 (25%) persuasive, 10 (10%) very persuasive, and 25 (25%) not persuasive, reflecting mixed effectiveness.  
Table 14: 40 (40%) believe Facebook is the most used platform for spreading fake news, 30 (30%) Twitter, 20 (20%) WhatsApp, 8 (8%) Instagram, and 2 (2%) other, highlighting platform preferences.
Question III: To what extent does Labour Party manipulate the media during their campaigns?  
Tables 15, 16, 17, 18, 19, and 20 answer this research question.  
Table 15: 40 (40%) encounter fake news occasionally, 35 (35%) frequently, 15 (15%) very frequently, and 10 (10%) rarely, indicating frequent exposure.  
Table 16: 40 (40%) identify misleading headlines as the primary content type, 35 (35%) false statistics, 20 (20%) fake endorsements, and 5 (5%) other, indicating diverse formats.  
Table 17: 30 (30%) strongly agree that Labour Party’s strategies are effective, 40 (40%) agree, 20 (20%) are neutral, 8 (8%) disagree, and 2 (2%) strongly disagree, suggesting strong perceived effectiveness.  
Table 18: 25 (25%) believe Labour Party manipulates media very highly, 35 (35%) highly, 30 (30%) moderately, and 10 (10%) not at all, indicating significant manipulation.  
Table 19: 30 (30%) are unlikely to verify news, 30 (30%) are neutral, 20 (20%) are likely, 10 (10%) very likely, and 10 (10%) very unlikely, reflecting limited verification.  
Table 20: 40 (40%) disagree that Labour Party regulates fake news effectively, 20 (20%) strongly disagree, 25 (25%) are neutral, 10 (10%) agree, and 5 (5%) strongly agree, suggesting inadequate regulation.
 4.4. Discussion of Findings
This study examines “The Effects of Fake News and Media Manipulation in Labour Party Political Campaigns”. A total of 100 questionnaires were distributed and analyzed, ensuring a robust dataset. The findings confirm that fake news and media manipulation significantly influence public perceptions and electoral outcomes, with varied strategies contributing to their spread.
Findings shows that 40 (40%) strongly agree and 35 (35%) agree that fake news can affect election outcomes, indicating a strong perceived impact. Table 7 reveals that 35 (35%) report moderate influence on their perception of the Labour Party, 25 (25%) high, 15 (15%) very high, and 25 (25%) none, suggesting varied impacts. However, Table 8 indicates that 40 (40%) have never believed fake news without verification, 35 (35%) rarely, 20 (20%) occasionally, and 5 (5%) frequently, showing limited susceptibility for most but some impact on a minority.
It was also confined in Table 10 as it highlights dissemination of fake news (45%), sponsored posts (30%), and fake endorsements (20%) as key strategies. Table 11 shows 50 (50%) sometimes encounter manipulated visuals, indicating frequent exposure. Table 12 reveals that 35 (35%) strongly agree and 40 (40%) agree that influencers promote fake narratives, underscoring their role. Table 13 indicates that 40 (40%) find manipulated messages somewhat persuasive, reflecting mixed effectiveness. Table 14 identifies Facebook (40%) as the primary platform for spreading fake news, followed by Twitter (30%) and WhatsApp (20%).
Table 15 shows 40 (40%) encounter fake news occasionally and 35 (35%) frequently, confirming widespread exposure. Table 16 identifies misleading headlines (40%) and false statistics (35%) as primary content types. Table 17 indicates that 30 (30%) strongly agree and 40 (40%) agree that Labour Party’s strategies are effective, while Table 18 shows 25 (25%) believe manipulation is very high and 35 (35%) high. Table 19 reveals that 30 (30%) are unlikely to verify news, exacerbating the spread of fake news. Finally, Table 20 shows 40 (40%) disagree and 20 (20%) strongly disagree that Labour Party regulates fake news effectively, indicating inadequate oversight.
In conclusion, fake news and media manipulation in Labour Party campaigns significantly shape public opinion and electoral outcomes, driven by strategies like fake news dissemination, sponsored posts, and influencer narratives, primarily on platforms like Facebook. The widespread presence of such content, coupled with limited verification and ineffective regulation, underscores the need for enhanced media literacy and stricter platform oversight to mitigate these impacts.











CHAPTER FIVE
SUMMARY, CONCLUSION, AND RECOMMENDATION

 5.1. SUMMARY
This research study, titled " Analysising the effects of Fake news and media manipulation in political campaigns. ( A study of Labour party)" was structured into five comprehensive chapters to systematically investigate the impact of disinformation on the Labour Party’s campaigns in Nigeria, focusing on voter perceptions, campaign strategies, and democratic processes.
Chapter One provided the background of the study, highlighting the global and Nigerian contexts of fake news and media manipulation, particularly their roles in political campaigns. It emphasized the challenges faced by the Labour Party, an emerging political force advocating for reform, in combating disinformation that undermines its credibility and electoral prospects. The chapter outlined the problem statement, research objectives, research questions, significance, scope, and operational definitions of key terms such as fake news, disinformation, and media manipulation.
Chapter Two presented a literature review, establishing a conceptual framework that defined fake news, its historical evolution, and media manipulation tactics. It anchored the study on two theoretical frameworks: Agenda-Setting Theory, which explains how media influences public priorities by highlighting specific issues, and the Propaganda Model, which illustrates how media serves elite interests through filtered narratives. The chapter reviewed empirical studies, providing insights into the effects of disinformation on voter behavior, party reputation, and electoral outcomes, with a focus on the Nigerian context.
Chapter Three detailed the research methodology, adopting a quantitative research design with a descriptive survey method. The population comprised individuals in Ilorin East, Kwara State, with a total population of 311,500, focusing on those exposed to Labour Party campaigns. A sample size of 100 respondents was selected through purposive sampling. Data were collected using a questionnaire administered via Google Forms, validated by experts, and tested for reliability through a test-retest method. The Statistical Package for Social Sciences (SPSS) was used for data analysis, generating descriptive statistics.
Chapter Four presented and analyzed data collected from 100 respondents in Ilorin. The findings revealed significant exposure to fake news in Labour Party campaigns, with 55% of respondents sometimes noticing such content and 40% believing it can affect election outcomes. Key effects included moderate influence on perceptions (35%), erosion of trust, and suppression of voter turnout. The study identified dissemination of fake news (45%), sponsored posts (30%), and fake endorsements (20%) as primary manipulation strategies, with Facebook (40%) being the most used platform. Misleading headlines (40%) and false statistics (35%) were prevalent content types. While 70% of respondents agreed that Labour Party’s media manipulation strategies are effective, 60% disagreed that the party regulates fake news effectively, highlighting inadequate oversight. Limited verification habits (30% unlikely to verify news) further exacerbate the spread of disinformation.
Chapter Five summarizes the findings from Chapters One to Four, draws conclusions based on the research objectives, and provides recommendations to address the identified challenges.
 5.2. CONCLUSION
This study aimed to Analysising the effects of Fake news and media manipulation in political campaigns. ( A study of Labour party), focusing on their impact on voter perceptions, campaign strategies, and electoral outcomes. The findings confirm that fake news significantly shapes public opinion, erodes trust, and undermines the Labour Party’s credibility as a reformist alternative. With 75% of respondents agreeing that fake news can affect election outcomes, its role in skewing democratic processes is evident, particularly through narratives that question the party’s viability or portray its candidates, such as Peter Obi, as divisive.
The research revealed diverse manipulation strategies employed in Labour Party campaigns, including dissemination of fake news (45%), sponsored posts (30%), and fake endorsements (20%), often amplified by social media influencers (75% agreement). These strategies are perceived as effective, with 70% of respondents acknowledging their influence on public opinion, primarily through misleading headlines (40%) and false statistics (35%). Facebook emerged as the dominant platform for spreading fake news (40%), followed by Twitter (30%) and WhatsApp (20%), reflecting the critical role of social media in disinformation campaigns.
However, the study also highlighted limited direct susceptibility, with 40% of respondents never believing fake news without verification and 35% rarely doing so. This suggests that while fake news shapes broader perceptions, its immediate behavioral impact is confined to a minority (25% occasionally or frequently believing fake news). Socio-cultural factors, such as ethnic and religious divisions, exacerbate the impact of disinformation, as narratives exploit these tensions to polarize voters and weaken the Labour Party’s inclusive appeal.
A significant finding is the inadequate regulation of fake news, with 60% of respondents disagreeing that the Labour Party effectively controls disinformation in its campaigns. Coupled with limited verification habits (30% unlikely to verify news), this creates a fertile environment for disinformation to thrive. The economic strain of countering fake news also diverts resources from grassroots mobilization, further hampering the party’s electoral prospects.
In conclusion, fake news and media manipulation pose substantial challenges to the Labour Party’s campaigns, affecting voter trust, campaign effectiveness, and democratic discourse. While the party leverages social media to reach voters, it is also a victim of disinformation campaigns that exploit Nigeria’s polarized landscape. Addressing these challenges requires robust strategies to enhance media literacy, improve platform accountability, and strengthen internal oversight to mitigate the spread of fake news.
 5.3. RECOMMENDATION
Based on the findings, the following recommendations are proposed to mitigate the effects of Fake news and media manipulation in political campaigns. ( A study of Labour party):
1. The Labour Party should establish a dedicated media monitoring unit to detect and counter fake news in its campaigns. 
2. The Labour Party should partner with reputable fact-checking organizations to verify campaign content and debunk false narratives. 
3. Government agencies, civil society organizations, and the Labour Party should launch campaigns to educate voters on identifying fake news and verifying information. 
4. The Labour Party should conduct regular training for its campaign teams and influencers on ethical communication and the risks of media manipulation.
5. Additional qualitative research focusing on rural areas and other social media platforms should be conduct as it can provide deeper insights into disinformation dynamics.
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QUESTIONNAIRE
KWARA STATE POLYTECHNIC, ILORIN
INSTITUTE OF INFORMATION AND COMMUNICATION TECHNOLOGY (IICT)
MASS COMMUNICATION DEPARTMENT

Dear Respondent,
This questionnaire is designed to gather relevant information on “The Effects of Fake News and Media Manipulation in Labour Party Political Campaigns.” Your honest responses will contribute significantly to the success of this study. Be assured that all information provided will be treated confidentially and used strictly for academic purposes.
Thank you for your cooperation.

INSTRUCTION: Please tick (✓) the option that best represents your opinion.
SECTION A: Demographics of the respondent
1.  What is your age range?  A. 15-20 (   )  B. 21-25 (   )  C. 26-30 (   )  D. 31 and above (   )
2. What is your highest level of education? A. High school (   )  B. Undergraduate degree (   )
C. Postgraduate degree (   )  D. Other (   )
3. What is your marital status?  A. Single (   )  B. Married (   )  C. Divorced (   )
4. What is your occupation? A. Student (   )  B. Self-employed (   ) C. Civil servant (   )  
D. Other (   )

SECTION B: What are the effects of fake news and media manipulation in Labour Party political campaign?
5. How often do you encounter Labour Party campaign messages on social media?
A. Daily (   )  B. Weekly (   )  C. Occasionally (   )  D. Rarely (   )
6. How often do you notice fake news in Labour Party campaigns?
A. Always (   )  B. Sometimes (   )  C. Rarely (   )  D. Never (   )
7. To what extent does fake news from Labour Party campaigns influence your perception of the party?  A. Very highly (   )  B. Highly (   )  C. Moderately (   )  D. Not at all (   )
8. Have you ever believed fake news related to Labour Party campaigns before verifying its authenticity?  A. Yes, frequently (   )  B. Yes, occasionally (   )  C. Rarely (   )  D. Never (   )
9. Do you think fake news from political campaigns can affect election outcomes?
A. Strongly agree (   )  B. Agree (   )  C. Neutral (   )  D. Disagree (   ) E. Strongly disagree (   )

SECTION C: What are the ways in which Labour Party manipulate the media and disseminate fake news in their campaigns?
10. What strategies do you believe the Labour Party uses to manipulate the media?
A. Dissemination of fake news (   )  B. Sponsored posts (   ) C. Fake endorsements (   )  
D. Other (   )
11. How often do you see fake or manipulated visuals (e.g., videos, photos) in Labour Party campaigns?  A. Always (   )  B. Sometimes (   )  C. Rarely (   )  D. Never (   )
12. Do you think Labour Party campaigns use social media influencers to promote fake narratives? A. Strongly agree (   )  B. Agree (   )  C. Neutral (   )  D. Disagree (   )  E. Strongly disagree (   )
13. How persuasive are the manipulated media messages from Labour Party campaigns?
A. Very persuasive (   )  B. Persuasive (   )  C. Somewhat persuasive (   ). D. Not persuasive (   )
14. Which social media platform do you think is most used by Labour Party campaigns for spreading fake news?  A. Facebook (   )  B. Twitter (   )  C. WhatsApp (   )  D. Instagram (   )
E. Other (   )

SECTION D: What are the extent to which Labour Party manipulate the media during their campaign?
15. How frequently do you encounter fake news attributed to Labour Party campaigns?
A. Very frequently (   )  B. Frequently (   )  C. Occasionally (   )  D. Rarely (   )
16. What is the primary content type of the fake news spread by Labour Party campaigns?
A. False statistics (   )  B. Misleading headlines (   ). C. Fake endorsements (   )  D. Other (   )
17. Do you believe the Labour Party’s media manipulation strategies are effective in influencing public opinion?  A. Strongly agree (   )  B. Agree (   )  C. Neutral (   )  D. Disagree (   ) E. Strongly disagree (   )
18. To what extent do you believe Labour Party manipulates the media during campaigns?
A. Very highly (   )  B. Highly (   )  C. Moderately (   )  D. Not at all (   )
19. How likely are individuals to verify news from Labour Party campaigns before sharing?
A. Very likely (   )  B. Likely (   )  C. Neutral (   )  D. Unlikely (   ) E. Very unlikely (   )
20. Do you think the Labour Party regulates the spread of fake news in their campaigns effectively?
A. Strongly agree (   )  B. Agree (   )  C. Neutral (   )  D. Disagree (   ). E. Strongly disagree (   )

