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Abstract

Objective: This study examined the influence of fake news on the way voters perceived the
presidential candidates of Nigeria's 2023 presidential election.

Methodology: The survey research design used in the study to conduct the study. The study
population which was gotten from National Population Commission is the 361,657 residents of
Awka metropolis. The sample size, which was 384 respondents, was determined through an online
sample size calculator. Purposive and availability sampling techniques were used to get to the
respondents. Simple frequency and percentage mean and standard deviation tables were used to
analyse the collected data.

Results: It was found that fake news significantly influences the way voters perceive the
competence, political ideology and character of the presidential candidates of Nigeria's 2023
general elections.

Conclusion: Social media platforms played a crucial role during Nigeria’s 2023 general election.
Fake news through social media contributed to influencing the perception of candidates among the
voters.
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Introduction

Over the years, fake news or what can also be called misinformation, has been a
phenomenon synonymous with a lethal threat in Nigerian society. On most occasions, this fake
news is abundant on social media platforms. Unarguably, social media platforms are one of the
main sources of information dissemination and reception in Nigeria. Nevertheless, in an attempt
to advance biases between religious and personal beliefs and promote an agenda or a person,
altered news stories are shared on social media platforms in the form of texts, images and videos
(Adewale, 2023).

As it stands now, there exists no one definition of fake news (Kim, et al., 2021).
Nevertheless, it can be said to be intentional and verifiable false information, which can be in the
form of texts, pictures or videos, evident in offline or online media, capable of causing an
individual to be deceived or doubt the authenticity of such information (Baptista & Gradim, 2022).
On the other hand, fake news can only serve its purpose(s) if it actually successfully confuses and
deceives its target (Kim et al., 2021).

Fake news, as defined by Desai and Oerhli (2023), is false news stories with no verifiable
facts, sources or quotes and most often serves as propaganda intentionally designed to mislead the
reading public. it can also be those news stories meant to be “click baits” written for economic
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incentives (whereby the writer makes profits on the number of people clicking on the story).
However, it’s only germane we acknowledge that the concept of fake news has leaned to
misinformation and disinformation.

While misinformation can be an innocuous dissemination of inaccurate or incorrect
information typically stemming from a user error (lona University, 2022), disinformation is a piece
of incorrect or false information deliberately dished out to the public with the sole aim of
misleading the public and misrepresenting facts (American Psychological Association, 2023).
Disinformation often, at times, arises from the innate desire to accrue some funds to oneself,
generate an unrivalled political name and influence or cause chaos and unrest for chaos's sake
(lona University, 2022; Kim et al., 2021). Conversely, misinformation is factual but exaggerated
or contextually misrepresented information capable of causing potential harm (Carpenter, 2023).

In Nigeria, fake news is almost becoming the norm during election seasons. This can be
attributed to the widespread internet use, unhindered access to social media platforms, unethical
politicians and the ethnic and religious fights for supremacy among the religious and ethnic groups
in Nigeria (Adewale, 2023). This unrestricted pattern of information creation and dissemination
on the internet and social media platforms has rendered gatekeeping in journalism almost
moribund. Information is an integral part of any democratic nation. When such information is
unintentionally or intentionally doctored so it becomes fake news or false information, it breeds
violence capable of destroying the unity of nations like Nigeria (Ciboh & Ugondo, 2024).

Among the activities of the Nigerian media since Nigeria’s independence in 1960 is the
advertent or inadvertent spread of fake news on religious, ethnic and political issues (Hassan, 2023;
Akanji, 2019). This fake news is, in actuality, threatening the unity of Nigeria and her democratic
survival (Pate, 2018, as cited in Hassan, 2023). In Nigeria, growth in communication technologies
has given professional liars the leeway to trade fake news and achieve cheap publicity in
governance, politics and corporate institutions (Fab-Ukozor & Etumnu, 2024). This has given an
unprecedented rise in “yellow journalism” in the country. Other factors necessitating the rise in
fake news in Nigeria include the apparent lack of trust of the elites, politicians and leaders by a
majority of Nigerians; the presence of cheap data for the spread of propaganda and false
information on social media platforms; the low or no capacity of the media to swiftly gather,
process and verify distant information in real-time, amongst others (Adewale, 2023).

On January 16, 2023, a TikTok video, which was later deleted by the creator but was
captured and aired by Catalina Marchant de Abreu, a journalist in France24, a French state-owned
international news television network based in Paris, says that Mr. Peter Obi, the Labour Party
presidential candidate of the 2023 presidential election pulled 439 million people out of poverty
as the governor of Anambra state, a state in Eastern Nigeria. The video was widely shared across
most social media platforms. It generated lots of backlash from social media users. A TickTok
user (name, not captured) said:

“In his usual ways of making false claim and lying effortlessly. Peter Obi is here
again claiming he pulled 430 million people out of poverty. Obidients, is this your
new order?”

Another TickToker (name, not also captured) commented saying:
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“@PeterODbi strikes again. (Referring to Obi’s speech) | pulled 439 million people
out of poverty, then 269 people out of poverty. Which one is it? Nigeria’s
population is 200 million people!! #obidients desperation on a ketro level!!!
(@dattibabaahmed @APCUKKingdom #nigeria #NigeriaDecides2023”.

However, the original video of Mr. Obi’s speech, which was on October 2022, at the Arewa
House (a joint committee dedicated to fostering development in northern Nigeria), has it that Mr
Peter Obi was actually speaking about China’s adoption of a millennium development goal that
got 439 million citizens out of poverty (Catalina, 2023). Apart from Mr Obi being a victim of a
very widely viewed set-up, imagine what impact the fake video will make in the minds of most
Nigerians, especially those who are yet to make up their mind to vote for him at that time.
Obviously, the fake video was created by a political opponent or supporters of a political opponent
in other to delegitimise the political worth of Mr. Obi and to make voters vote against him on the
day of the election.

It is against this backdrop, this study aimed to investigate the influence of fake news on
voter perception of presidential candidates during Nigeria’s 2023 general elections.

Theoretical Framework and Hypothesis
This study is anchored on Social Judgment Theory and the Theory of Informative Fiction.
Social Judgment Theory

Social Judgment Theory suggests that voters, upon getting exposed to fake news about
politicians during election seasons, do not believe them in their entirety. The theory is of the view
that voters perceive, compare and evaluate such information with the current and existing attitudes
they believe in or would like to believe in about politicians and those spreading information about
them. Of course, such belief will be based on their interests in the election.

The theory was propounded by Muzafer Sherif, a psychologist, with the aid of Carolyn W.
Sherif and Carl I. Hovland as contributors. Muzafer Sherif who was well grounded in judgment
theory that is concerned with the segregation and categorization of stimuli explained the
mechanisms involved in attitude formation, judgment and modification (O’Keefe, 2023). Social
Judgment Theory explains the way and pattern attitudes are cognitively presented, the
psychological procedure involved in examining persuasive communications and the situations to
be considered before accepting or rejecting communicated attitudes. It provides a fundamental
plan aimed at effecting attitudinal change in the real world (O’Keefe, 2023).

There exist five basic principles in social judgment theory. The first principle says people
are with categories of judgment which they make use of when they are evaluating or accessing a
piece of information (Remi & Kayleane, 2017). This goes a long way to say that when individuals
face a situation where they must make a judgment, there exists a range of possible positions they
can take in response to the situation. For instance, if a supporter of Bola Ahmed Tinubu (as he was
during the period of Nigeria’s 2023 presidential election) comes in contact with the false
information that says Mr. Obi said he pulled 439 million people out of poverty when he was the
Governor of Anambra state, the practical position of such a supporter’s judgment will be from the
range of “absolutely not” to “most certainly”. Within this coherent scale or range, there are
categories of the information claims such individuals will view as acceptable or unacceptable and
also a range for which no obvious opinion is upheld (O’Keefe, 2023). The supporters of President
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Bola Ahmed Tinubu that fall under this range are those who do not care whether such false
information is anything to go by or not. These ranges are known as the latitude of acceptance, the
latitude of rejection and the latitude of no commitment (Remi & Kayleane, 2017). The most
preferred stance or position of an individual which is located at the latitude of acceptance is called
anchor (O’Keefe, 2023).

The second principle of this theory is of the view that individuals will access such
information coming to them. Here, the individuals decide the category of judgment or latitude the
information belongs (O’keefe, 2023). Looking at the instance used in the first principle of the
theory, the supporters of President Bola Ahmed Tinubu who placed such information under the
latitude of acceptance will automatically believe the dictates of such fake news, the supporters who
placed the information under the latitude of rejection (maybe for some reasons peculiar to them)
will refuse accepting such false information or fake news and those supporters of the President
who placed such information under the latitude of no commitment will never bother whether the
information is fake or real. To them, such information can be anything it wants.

The third principle of social judgment theory posits that the degree of the latitudes is
brought about by the extent of personal involvement or what can also be called ego-involvement
evident in someone as it concerns the issue of the moment (O’Keefe, 2023). Here, what the
purveyors of such fake news or false information have set aside to achieve through the peddling
of such information will or will not be achieved since people may or may not have opinions as it
concerns the information communicated. At this point, it will be difficult to ascertain whether the
persuasive element of the message is accepted or rejected. Consequently, the presence of people’s
opinions or the lack of them affects the extent of the latitudes (Remi & Kayleane, 2017). This
means that the more there is a level of ego-involvement in any information, the more there will be
latitude of rejection. For example, if a greater portion of President Tinubu’s supporters decide to
have no opinion and allow their ego-involvement come to play on the fake news that says Mr. Obi
pulled 439 million people out of poverty, the information will automatically make no impact on
them and. However, if they decide to bring in “personal involvement” in the fake news, then the
information will have effect on them, thereby achieving its purpose. In recent times, fake news
stories have gotten to a large number of people easily. Sometimes, they overshadow real stories
coming from the traditional media while deceiving and manipulating people (Baptista, et al.,
2021).

However, the fourth principle avers that people usually change the message to align with
their judgments (Remi & Kayleane, 2017). When individuals come across a persuasive message
that is in line with their latitude of acceptance, that is, what they feel and want to hear, they
assimilate the new stance of the message. Nevertheless, when the persuasive message is in
actuality, far from what they feel and want to hear, people tend to negate the tenets of the message
and consequently turn it to what they want it to look like. Thereby making the information or
message appear more contradicting when placed side by side with the original information. Hence,
the menacing effects of false information or fake news upon hitting the minds of unsuspecting
readers. This, therefore, goes to say that individuals alter information that doesn't align with their
wishful thinking (O'Keefa, 2023). To further buttress the standpoint of this, principle; shortly, after
the 2023 presidential election in Nigeria, Nigerians that didn't support Mr. Obi came up with a
voice call allegedly involving Mr. Obi and Bishop David Oyedepo, the founding father of Living
Faith Church. In the voice call, Mr. Peter Obi was said to be replying the revered cleric with "Yes
Daddy" and "Thank you Daddy" (Onwuka, 2023). The purveyors of the purported voice call
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claimed Mr. Obi was telling Bishop Oyedepo to galvanize his church members to vote for him
because, the election is purely a religious war (Onwuka, 2023). This information upon hitting the
public, the Obidients (supporters of Peter Obi's presidential ambition) dismissed it and called it
cheap propaganda by the supporters of President Bola Ahmed Tinubu which was aimed at
discountenancing their principal. This is because, the message or information is not in line with
what they want to hear about their principal. Simply put, the message is not in tandem with their
latitude of acceptance. To them, the voice call was quoted out of context. However, the supporters
of Tinubu's presidential ambition believed this news to the latter. This is because, it falls agrees
with their anchor (what they want to hear about Mr. Obi). Even with Mr. Peter Obi denying the
false claim that said he termed the election a "religious war" (Sahara Reporters, 2023), some
Nigerians who didn't support his presidential bid still go around spreading the fake news contained
in the distorted voice call.

The fifth principle of this theory says that persuasion or change can only take place when
there is a small or no distinction between an individual's anchor stance and the stance of the
information being projected (Remi & Kayleane, 2017). In this situation, people are likely to act in
accordance with the dictates of fake news. This means that the false information claiming that Mr.
Peter Obi termed the 2023 presidential election in Nigeria a "religious war" will be believed by
supporters of President Tinubu because, the fake news has little or no difference with what they
want to believe and hear about Mr. Obi and the Obidient movement.

The main implication of social judgment theory is that for fake news to have the desired
effect on people, such news must be targeted at the receiver's latitude of acceptance. The false
information will not be effective if it hits the receiver's latitude of rejection or no commitment.

The Theory of Informative Fiction

The Theory of Informative Fiction is proposed by Drew Margolin (2020), an Associate
Professor in the Department of Communication at Cornell University, Ithaca, New York. In his
opinion; misinformation in some situations comes with a more favourable impact when compared
with its disastrous impact. Buttressing his point, he raised the following questions: what are the
specific conditions for the acceptance of misinformation? Why is it tolerated, accepted and
promoted in some circumstances by some individuals and not by others? “Apparently,
misinformation is a contingent form of dysfunction” (Margolin, 2020).

This theory argues that people communicate and disseminate two valuables that are
different kinds of information. The variables are: property information (it describes events, states
and mechanisms associated with “objects”, that is, entities seen to be lacking agency) and character
information (which explains the motivations and perspectives of “agents”, which are individuals
perceived to be capable of making choices) (Adams, et al., . 2023). The theory of Informative
Fiction also argues that distinct communicative forms, more effectively, engender the
communication of each kind of information. More so, this theory doesn’t justify the use of
misinformation. The fact is and will always be that the dissemination and acceptance of inaccurate
property information remains dangerous not minding the benefits or advantages such narratives
may give (Margolin, 2020).

The proposition of this theory is that message construction, essentially, creates a contention
between property information and character information in the sense that character information, to
be functionally effective, is gathered and processed differently from property information. Also,
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character information is disseminated differently from property information. Due to these
differences, erroneous property claims can be used to enhance the communication of factual
character communication and vice versa.

This theory is of the view that property information, that is news or information coming
from political actors (referred to as “objects” in the theory) can either be fake or accurate when
placed side by side with character information (information or news coming from “agents”, that
is supporters of one politician or another). Individuals (those the two kinds of information are
targeted at) perceive an information as an accurate information and of course think and act
alongside it when the motivations, plans and intentions of “agents” is accurate based on their
inclinations but sees such information as inaccurate and refuses to act alongside it when it is
obvious, the motivations, plans and intentions of the “agents” is to intentionally dish out fake news
to the public. Therefore, the intentions of the people disseminating news to the public as dictated
by human inclination determines how fake or accurate an information is.

The theory of informative fiction started with a clear-cut dichotomy between two kinds of
entities: objects and agents. Toulmin (1982), cited Margolin (2020) thus describes the distinction:

“....there exists a type of understanding that we naturally arrive at on the basis of
our  shared dealings with our fellow human agents... and there exists another

type of understanding we naturally attain on the basis of our dealings with
“insensate” physical objects, with which our relations go only in one
direction.

Going by the saying of Toulmin (1982), as cited in Margolin (2020), the moment
individuals see and perceive they have something in common with an entity, they begin thinking
about the entity differently. Therefore, it is safe to say that individuals act on objects and agents
while agents also act back on individuals (Margolin, 2020). Conseqgrently, agents are of their mind
and in this mind of their own lies goals to be achieved, motivating factors and the ability to
decisively and ingeniously plan actions that will include the manipulation of agents in other to
attain their set out goals.

This theory does not maintain that individuals make exact and distinguishable
classifications of objects vs. agents, rather it opines that the degree to which individuals perceive
or see an entity has leaning to agency. This means that the ability of individuals to make choices
or take a stand is dependent on the motivations and plans of agents and the plans and motivations
of the agent influences the decision the individuals make and the kind of information they look out
for (Margolin, 2020). If the motivations and plans of the agent are perceived to be geared towards
misinformation, individuals who do not share in the agent’s motivation and plan will refuse to
think alongside his information and seek for information elsewhere, while individuals who share
in the agent’s motivation and plan think alongside the agent.

In the light of Drew Margolin’s stance; to the degree individuals accept they are
communicating with an object, they are seen and described to be facing execution decisions
because, they are seeking property information (the property information includes information
like; who is this man? What is this thing? How does he behave?). Deciding who to vote for, which
political party to support, how to repair a machine, what to eat and what book to read are all
instances of execution decisions. In the same vein; to the degree individuals accept they are
conversing with an agent, they are seen and described as seeking relational decisions. Here,

43



Mdooter Journal of Communication and Digital Technologies, Volume 1, Issue 1, March 2024

individuals ask themselves questions like: who is this agent? How do they behave? This is because,
they are looking for character information. Instances of such information include; deciding
whether to trust an agent, empower a political leader or rely on another for information.

The theory goes on to explain why the Obidients (Nigerians that supported Mr. Peter Obi
in the Nigeria’s 2023 presidential election) will always term any negative news coming from those
not supporting Mr. Obi as fake news unless it’s proven beyond reasonable doubt and that’s why
the supporters of President Bola Ahmed Tinubu during the election will believe and act alongside
such news while claiming it is an accurate information even when it may in actuality, be fake.

The Theory of Informative Fiction is based on two assumptions which are not justified
within the theory itself (Margolin, 2020). The first assumption is that the communication is
functional. This means that individuals gather the type of information that believe will help them
to improve their decision making. This doesn’t mean that individuals are perfect in the gathering
of information that improves their decision, they only possess enough functional inclination to
gather, believe and communicate information they think is valuable.

It also assumes individuals look out for information applicable to their own decisions and
beliefs. The individuals disseminate information they think will aid others in making genuine
decisions. This communication may be borne out of self-interest which may include disseminating
a piece of information just to garner political influence and impact the direction of the individual’s
decision.

Therefore, despite the fact that fake news poses a big threat to the way voters perceive a
presidential candidate, people such messages are targeted at, to some extent are with the inclination
to determine what information is accurate and what information is fake.

Research Hypothesis

H1: Exposure to fake news significantly influenced voters’ perception of candidates’
competence during the 2023 general election.

H2: Exposure to fake news significantly influenced voters’ perception of candidates’ political
ideology during the 2023 general election in Nigeria.

H3: Exposure to fake news significantly influenced voters’ perception of candidates’ character.
Methodology

This study investigates what the effects of fake news were on the way and manner voters
viewed and perceived the Nigerian presidential candidates during the build-up of Nigeria's general
elections in 2023. It talks about the reason people create and believe fake news and how such false
information influences them. The study makes use of sample survey method to elicit the views and
responses of people on how fake news influences voter's perception of the presidential candidates
during the 2023 general elections in Nigeria. The use of sample survey research design in this
study is germane because, there is a need to assemble the diverse stances of the respondents as it
concerns how fake news affects the way they perceive the presidential candidates during the build-
up to the 2023 general election in Nigeria.

Data for the study were gotten from the population of Awka metropolis, Anambra state,
Nigeria. Awka is the capital city of Anambra state.

44



Mdooter Journal of Communication and Digital Technologies, Volume 1, Issue 1, March 2024

Making use of the purposive sampling technique, 384 respondents were carefully selected
across Awka metropolis. The use of the purposive sampling technique was necessary because, not
all the residents of Awka metropolis are interested in news concerning the presidential candidates
of Nigeria's 2023 presidential election. Obviously, the youths were more interested in what the
news was saying about the three leading presidential candidates. Hence, the reason the researcher
purposively concentrated more on them in Awka metropolis. Availability sampling technique was
used to administer the questionnaires to the respondents.

The data for this research were collected with the aid of a well-drafted questionnaire
that is into two sections. Section "A" dealt with the demographics of the respondents while section
"B" dealt with questions drafted from the hypothesis of the study. The researcher constructed the
questions in a simple way devoid of ambiguous words and statements. The copies of the
questionnaire were retrieved from the respondents by the researcher himself. Some were filled and
handed over to him on the spot of administration. Validation of the research instrument was done
at the face level by Dr. Gever, Verlumun Celestine of the Department of Mass Communication,
University of Nigeria, Nsukka. To ensure the reliability of the research instrument, the researcher
conducted a pilot test using 50 social media users as respondents in Nsukka. The result of the pilot
test was almost the same as the result of the main test. Data obtained from the respondents were
analysed and presented using mean, standard deviation, frequency and percentage tables.

Results

Out of the 384 questionnaire copies sent out, 376 were completed and returned,
representing a 97 percent response rate. The data completed and collected is presented and
analyzed using mean, standard deviation, frequency and simple percentages. A criterion mean of
3.0 was used as the benchmark for decision-making for each item since a five-point rating scale
was used for the study. Therefore, any item with a mean of 3.0 and above is considered as accepted
by the respondents, while any item with a mean below 3.0 is considered as unaccepted by the
respondents. The data are hereby presented below:

Table 1. Respondents’ Demographic Data

Variables Frequency (n) Percentage (%0)
Gender Male 243 64.6
Female 133 35.3
Total 376 100
132 351
Age 20-30 148 39.3
31-40 66 17.5
41-50 30 7.9
50 and above 376 100
Total 219 58.2
Marital status Single 157 41.7
Married 376 100
Total 93 24.7
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Occupation Employed 0 0
Unemployed 165 43.8
Self-employed 118 31.3
Student 376 100
Total

Information in Table 1 shows that the majority of the respondents are males (64.6%), while
females made up 35.3% of the respondents. Obviously, most of the respondents are young. This is
because the majority of them are between the ages of 31-40 (39.3%), followed by those who are
between the ages 20-30 (35.1%). Moreover, more than the average of the respondents are single
(58.2%), while less than 45% of them are single (41.7%). Finally, the majority of the respondents
are self-employed (43.8%), followed by respondents who are students (31.3%). This shows that
the study is dominated by young male participants who are either married or single. These
respondents are mostly, self-employed and students.

Table 2. Descriptive statistics

Mean (X) Std Deviation N Decision
Candidates’ 4.27 0.23 376 Accepted
Competence
Candidates’ 4.32 0.24 376 Accepted
Political 1deology
Candidates’ 4.21 0.23 376 Accepted
Character

Data in Table 2 indicates that fake news influenced voters’ perception of the presidential
candidates during Nigeria’s 2023 general election (X =4.27; SD = 0.23), voters’ perception of a
presidential candidate’s political ideology during the election was affected or influenced by
exposure to fake news (X =4.32; SD = 0.24). Finally, fake news affected how voters viewed a
presidential candidate's character during the elections (X = 4.21; SD = 0.23).

Discussion of Findings

It may not be out of place to say that fake news influences voters perception of presidential
candidates during Nigeria's 2023 general elections and this actually affected the choice of voters.
Obviously, the findings of this research were accepted as none of the three hypothesis were
rejected.

The first hypothesis which states that "exposure to fake news significantly influenced
voters’ perception of candidates’ competence during the 2023 general election", was accepted
because, the mean result (4.27) shows that it is above 3.0 which is an acceptable result when
making use of five point likert scale. This shows that exposure to fake news in Nigeria actually
influenced the way voters perceive the competence of a presidential candidate during the 2023
general elections in Nigeria. This is line with the assertions of Abiodun (2024), Dibia and
Nwachukwu (2023) when they said that fake news or misinformation is of a significant effect in
political communication and civic engagement in Nigeria because, it truncates informed decision-
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making, increases political polarisation and wipes off public trust in political institutions and
candidates.

The second hypothesis which states that "exposure to fake news significantly influenced
voters’ perception of candidates’ political ideology during the 2023 general election in Nigeria”,
was accepted because, the mean result also shows that it is above 3.0 which is an acceptable result
when making use of five point likert scale in analysing data. This finding is in line with the idea
of Wang (2020) when saying that when people doubt the meaning of specific election events, they
often feel uncertain or anxious and the current news, in particular, tend to be highly relevant to
them and this feeling may trigger their lack of a sense-of-control as to what to believe about an
election candidate. The finding here is also in line with the reasons Gupta et al. (2023) gave for
the potency of fake news. According to them, political beliefs and cultural values plays a major
role when considering the extent to which people believe false content shared on the media about
an election candidate.

The third hypothesis which says that "exposure to fake news significantly influenced
voters’ perception of candidates’ character", was also accepted. This is because, the mean result
also shows that it is above 3.0 which is an acceptable result when making use of five point likert
scale in analysing data. The finding here supports the standpoint of Leyva and Beckett (2020)
when they said, when a political news article's source cues are recognised as trustworthy and
congruent with perceiver political predispositions, the higher it is that its information will be
uncritically accepted and vice versa. This is because, people avoid effortful and controlled
reasoning (Leyva & Beckett, 2020; Ugbor et al., 2025). They prefer relying on the superficial
message and they prefer to hold on to their long held belief when confronted with a different one.

Conclusion/Recommendations

The significant influence of fake news on the way and manner voters perceive presidential
candidates during Nigeria's 2023 general elections cannot be overemphasised. Due to the fact that
voters are sometimes, incapable of distinguishing accurate news from fake news, political actors
freely peddle fake news during elections which invariably is detrimental to democratic elections.
From the study, it's evident fake news affects the way voters perceived a presidential candidate’s
competence, political ideology and character.

However, it is imperative to have in existence a special independent body charged with the
responsibility of checking fake news and its peddlers in the media space. Especially, in online
media space. This will aid in curbing the sporadic spread of fake news in guise of propaganda
mostly, during elections in Nigeria. The idea of fact-checking in the media should be taken serious.
Every media information meant for the public during elections in Nigeria should be fact-checked.
If it's far from being objective and accurate as it relates to the political ideologies of election
candidates, it should be publicly marked fake news. Then, political actors should step up their
game by matching words with actions so voters don't get easily convinced when false information
is being targeted at them. This is because voters easily believe fake news targeted at an election
candidate when it is in the character of politicians to turn dubious upon assumption of office.
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