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1. Key Observations & Recommendations

Namibia’s presidential and parliamentary elections were conducted from 27 to 30 November 2024. The 2024 election year was 
marked by electioneering from the start as political actors and interests started jockeying for prominence and public attention on 
the electoral information landscape and in media and social media spaces from early on. At the same time that election politics 
was dominating headlines and discussions in social media spaces, a tide of election-related mis- and disinformation was building 
and rolling as the year progressed and the elections drew closer. 

Against this backdrop, the following was observed:

•	 Election-related mis- and disinformation started circulating in Namibian social media and social messaging spaces from early 
in 2024; 

•	 Abuse of social media by disinformation actors and spreaders was continuous throughout 2024 as election-related mis- and 
disinformation campaigns were sustained up to and beyond the polling period;  

•	 While Facebook remained an important platform for the spread of election-related mis- and disinformation, WhatsApp ap-
peared to be the preferred platform for spreading election-related mis- and disinformation;

•	 For the first time in Namibia, Tik Tok also emerged as a significant platform for the spread of election-related content, includ-
ing mis- and disinformation content;

•	 There were concerted and coordinated disinformation campaigns visible across and in various social media spaces;
•	 There were long-running smear campaigns visibly active across platforms against both the ruling and opposition parties and 

their respective candidates, as well as against electoral authorities and the Namibian government;
•	 The smear campaigns included content created by foreign actors, including influencers, and laundered via both domestic and 

foreign online sources and platforms;
•	 Smear campaigns included narrative laundering activities via various online sources and news media manipulation;
•	 Namibian news media compounded the spread of election-related mis- and disinformation with poor reporting practices and 

by mostly engaging in surface-level reporting (primarily event and speech-based) which made them complicit in the narrative 
laundering activities of disinformation actors;

•	 Namibian news media engaged in very little and limited in-house fact checking of political platforms and politicians and rather 
relied on outside fact checking services, such as Namibia Fact Check;

•	 Poor reporting and media mistakes by regional and international news media also contributed to the spread of election-relat-
ed mis- and disinformation;

•	 Artificial intelligence (AI) generated content, including disinformation content, circulated virally in online and social messaging 
spaces from early on in 2024; 

•	 AI-generated content formed part of the smear and narrative laundering campaigns that were visible throughout the election 
year;

•	 The AI-generated content was however more cheap-fake, rather than deep-fake, and thus easily recognisable and detectable;
•	 Electoral management authorities came across as ill-equipped and unprepared to counter election-related mis- and disinfor-

mation that included continuous attacks on electoral integrity;
•	 Political parties, politicians, their supporters and sympathisers were all complicit in the spread of election-related mis- and 

disinformation, primarily via social media and messaging platforms.       

Recommendations
Considering the above, the following recommendations are made: 

For relevant Namibian authorities: 
•	 Initiate, develop, and implement, through multistakeholder and multi-disciplinary consultative and decision-making processes, 

comprehensive civic and political, media and information, and digital literacy frameworks to counter the pervasive exposure to 
and spread of mis- and disinformation online and enhance online information integrity;

•	 Support and collaborate with relevant stakeholders in initiatives aimed at the continuous production and dissemination of 
public interest media and information and digital literacy content, both online and off-line. 

For the Electoral Commission of Namibia (ECN): 
•	 Formalise the implementation of the ‘Principles and Guidelines for the Use of Digital and Social Media in Elections in Africa’, 

which the ECN helped craft, and which are aimed at guiding approaches to the use and impact of digital and social media on 
African elections;

•	 Support and collaborate, through multistakeholder processes, with relevant stakeholders in initiatives aimed at the continuous 
production and dissemination of election-related media and information literacy content.

For the news media:
•	 Create in-house fact checking desks and processes, not only around elections, but as standard editorial practice, in order 

to minimise mistakes and poor reporting and to start to rebuild and regain public trust in journalism and the broader news 
media;

•	 Engage in media and information, and digital, literacy initiatives as part of its educative function, and collaborate with and 
support partners that initiate and engage in such activities. 

For civil society:
•	 Initiate and collaborate with the government, the electoral management body, and the media in initiatives aimed at ensuring 

electoral information integrity;
•	 Meaningfully engage in law and policy making processes that seek to create comprehensive civic and political, media and in-

formation, and digital literacy frameworks to counter the pervasive exposure to and spread of mis- and disinformation online.   
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2. Introduction

Namibia had its presidential and parliamentary elections on 27 November 2024 – with organisational and logistical issues forcing 
an extension of the polling period to 29 and 30 November 2024. For months leading up to election day the electoral information 
landscape had become increasingly polluted with all sorts of politics and election-related mis- and disinformation. 

In some respects it was a repetition of the tide witnessed ahead of and around the November 2019 elections, which saw the 
ruling Swapo Party of Namibia lose its iron-grip two-thirds majority in the National Assembly. The electoral information landscape 
of that year was unlike any seen before, as it was the first time that social media really constituted a large swath of the landscape.1 
And, according to a 2019 mapping study conducted by the Institute for Public Policy Research (IPPR), the two-year period leading 
up to the elections of 2019, suggested that politics and election-related mis- and disinformation would surge markedly as the 
elections drew closer.2 This turned out to be the case.

That said, countries across the continent have had the same experience before and since Namibia’s November 2019 elections.     

In May 2022, the Collaboration on International ICT Policy for East and Southern Africa (CIPESA) released its finding of a 
five-country study into election-related mis- and disinformation. It labelled elections as “disinformation drivers” and noted that 
politics-related disinformation “tends to spike during election periods”.3 

The study also found that across the five African countries, political actors were the main instigators of election and politics-relat-
ed mis- and disinformation, and that they used various tactics in their information manipulation campaigns. 

A more recent CIPESA study – also a multi-country study and conducted in collaboration with the Bertelsmann Stiftung – from 
20244 showed similar findings as the earlier one, echoing that elections were heightened periods of mis- and disinformation circu-
lation and exposure across all the studied countries and similarly flagged government and political actors as primary sources and 
spreaders of political and election-related digital mis- and disinformation.      

The issue of social media platforms’ amplification effect on the spread and reach of digital mis- and disinformation is one that 
has been especially vexing since 2020, when a global tide of health-related digital mis- and disinformation, which has yet to fully 
subside, washed around the world with the Covid-19 pandemic. This tide was labelled a “disinfodemic” by UNESCO in 2020.5      

That was also the year since when politics and elections-related digital mis- and disinformation has really become an affliction of 
pressing global concern. Since 2020 scores of countries have held important elections that have in greater or lesser degrees been 
impacted by politics and elections-related digital mis- and disinformation, as the CIPESA and numerous other studies over the 
last five years indicate. In 2024, seven Southern African Development Community (SADC) member states, among them Namibia, 
conducted important elections. Indications are that the electoral information landscapes of all of these countries were searingly 
marked by politics and election-related digital mis- and disinformation.  

The surging scourge of digital mis- and disinformation led to the adoption of UN General Assembly resolution 76/227, titled 
‘Countering disinformation and promotion and protection of human rights and fundamental freedoms’, in December 2021 that 
positioned the prevalence of digital mis- and disinformation as a multidimensional threat to individuals, communities and socie-
ties.6   

While the topic of digital mis- and disinformation has attracted much study, condemnation and pronouncement, and mitigation 
intervention, the ascendance of artificial intelligence (AI) enabled technologies has raised the threat posed to considerably higher 
levels over recent years. AI has the potential to both deepen the damage wrought by pervasive digital mis- and disinformation 
and to effectively counteract the damaging impacts. Which way this swings was not yet clear by mid-2025. 

That said, during the months-long run-up to Namibia’s 2024 elections, Namibian social media and social messaging platform 
users were continuously exposed to politics and election-related digital mis- and disinformation.  

Against this backdrop, this report spotlights some of what Namibians were exposed to in 2024, ahead of, around and after the 27 
November elections day, and offers realistic recommendations to counter election-related digital mis- and disinformation around 
future elections.  

1. 	 Institute for Public Policy Research. Tracking Disinformation: Social Media and Namibia’s 2019 Elections. 2020. 
	 https://ippr.org.na/wp-content/uploads/2020/02/Tracking-Disinformation-web.pdf
2. 	 Institute for Public Policy Research. Fake News and Namibian Elections. 2019. https://ippr.org.na/wp-content/uploads/2019/09/fake-news-web.pdf 
3. 	 Collaboration on International ICT Policy for East and Southern Africa. Disinformation Pathways and Effects: Case Studies from Five African Countries. 2022. 		
	 https://cipesa.org/wp-content/files/briefs/Disinformation_Pathways_and_Effects_Case_Studies_from_Five_African_Countries_Report.pdf 
4. 	 Bertelsmann Stiftung. A Tapestry of Actors, Attitudes, and Impact: Countering Disinformation in Africa. 2024. 
	 https://www.bertelsmann-stiftung.de/en/publications/publication/did/a-tapestry-of-actors-attitudes-and-impact-countering-disinformation-in-africa 
5. 	UNESCO. Disinfodemic: Deciphering Covid-19 Disinformation. 2020. https://unesdoc.unesco.org/ark:/48223/pf0000374416 
6. 	UN General Assembly. Countering Disinformation and Promotion and Protection of Human Rights and Fundamental Freedoms. 2021. 
	 https://digitallibrary.un.org/record/3954983?ln=en&v=pdf
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How did political campaigns use social media? 

Most Namibian political parties, politicians and associated political actors still appear quite unfamiliar with how social media can 
be used to aid them in their messaging and communication around elections. This is evident from their use, or lack thereof, of 
social media platforms to communicate and engage with supporters and voters. 

Most Namibian political parties and politicians, even quite prominent ones, don’t have very 
high profile social media pages or profiles, with the exception of a few. And even those who 
do have huge followings and high engagement on social media do not necessarily use these 
to spotlight their policy proposals and commitments to voters, but rather to attack their 
opponents or to react to attacks from opponents. Politically partisan or associated social media 
pages and profiles were also posting and spreading political and election-related propaganda 
and mis- and disinformation via various platforms. 

The political parties, those with functioning social media pages or profiles, mainly also used 
these to post and spread photos and short videoclips of campaign rallies and graphics of 
party slogans.  

While a lot of election-related discussion, debate, propagandising and mis- and disinforming was happening via open online 
platforms, such as Facebook or X (Twitter), indications are that it was especially or primarily in WhatsApp spaces and groups 
where election-related political discussion and information sharing, including the posting of mis- and disinformation content, 
was taking place.  
  

  

There was very little ac-
tual engagement with the 
political and socio-economic 
agendas and programmes, 
as captured in election man-
ifestos, evident in how polit-
ical parties, politicians, and 
those associated with such 
parties and candidates used 
their social media accounts.    

Namibian political parties, including the ruling 
Swapo Party, do not have large presences or 
followings on social media. This screenshot image 
taken before the November 2024 elections shows 
that at the time the Swapo Party, the largest and 
most popular political party, had less than 4,000 
followers on X (Twitter). Some other political parties 
did not even have official social media pages or 
accounts, or even websites. 

What sort of abuse of social media did we see from political actors? 

As stated, it was only some politicians who overtly used their online and social media profiles and pages to directly attack opposing 
parties or political opponents. It was rather partisan actors or profiles that appeared to favour or support specific political causes 
or agendas, as clearly illustrated by the obvious slanting or bias of the information they posted or shared, that were disseminating 
divisive social media content.   

Information manipulation tactics and methods were used by a variety of clearly partisan actors online to push or promote 
election or politics related mis- and disinformation. The most visible information manipulation campaigns clearly stemmed from 
among and were supported by ruling Swapo Party allied actors and, on the other side, Independent Patriots for Change (IPC) 
allied actors or interests.

Social media has become important for political communication and messaging, especially during electoral periods. 
However, often political actors (politicians and parties) use social media to engage in negative campaigning, by employ-
ing smears and spreading fake news or to intimidate and incite. This section looks at how Namibian political actors, 
including politically connected or associated interests or entities, used social media in the run-up to, during and after 
the 27 November 2024 presidential and parliamentary elections.

3. Countering #Elections2024 Mis- & Disinformation

3.1 Political abuse of social media and the 2024 elections
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What is information manipulation? 

Information manipulation has numerous similar definitions. 

In short, information manipulation can be said to be the coordinated and sustained produc-
tion, distribution and / or promotion of messaging or information that is false, misleading, 
propagandised or harmful in order to influence sentiment or perception of an individual, 
organisation or entity. Information manipulation campaigns use traditional and / or social 
media platforms to spread such false, misleading, propagandised or harmful messaging or 
information. 

It is worth emphasising the last point, that information manipulation involves the deliberate 
weaponisation of media in order to engage in an influence campaign.

The most visible or prominent tactics used in these election-related information manipulation campaigns were: 

•	 Narrative laundering;
•	 Smear campaigns; and
•	 Political propaganda.

This project focused on monitoring the use or deployment of the first two tactics by the various actors concerned. 

The primary methods or ways in which these tactics were deployed were:

•	 Use of fake or manipulated images or voice messages and / or misleading videos or graphics across social media and 
messaging platforms;

•	 Narrative laundering via traditional and social media pages or channels;
•	 Mimicking news media;
•	 The use of foreign influencers and / or disseminating of mis- and disinformation via foreign channels;
•	 The use of artificial intelligence (AI) tools to generate social media content;
•	 Trolling or swarming on social media.

Aside from these, it should be noted that media mistakes and bad reporting also significantly contributed to polluting the elec-
toral information landscape in the run-up to and beyond the 27 November 2024 elections.

Screenshot of an AI generated video-clip 
that was aimed at discouraging people 
to vote for Panduleni Itula and the Inde-
pendent Patriots for Change (IPC). The 
video-clip started circulating online and 
in WhatsApp spaces in early 2024. The 
video-clip was used in a smear campaign 
targeting Itula, accusing him of being a 
British agent.   
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What is narrative laundering? 

Narrative laundering is a disinformation technique used to make false or misleading information appear credible and widely 
accepted. It works by strategically spreading a narrative through multiple sources until it gains legitimacy. Here’s how it typically 
unfolds:

1.	 Placement – The false or misleading information is first introduced, often through obscure or unreliable sources.
2.	 Layering – The narrative is then amplified by multiple accounts, websites, or influencers, making it seem more widespread.
3.	 Integration – Eventually, the narrative is picked up by more credible sources or mainstream platforms, giving it an appear-

ance of legitimacy.

This technique is commonly used in political propaganda, conspiracy theories, and misinformation campaigns to manipulate 
public perception. It exploits psychological biases, such as the tendency to believe repeated information, even if it’s false.

Narrative laundering works by weaving layers of lies around truths. The aim of those engaging in narrative laundering is to sow 
confusion and to undermine trust in targeted political candidates or parties.

‘Deep Intelligence’ gained prominence in the months ahead of the November 2024 elections 
and primarily targeted the Swapo Party with a narrative of corruption and its candidate for 
the presidential election, Netumbo Nandi-Ndaitwah, with narratives of being a foreign puppet 
and a traitor to her party. Various accounts, such as the one above, regularly spread the ‘Deep 
Intelligence’ disinformation.
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Which actors did we see abuse social media? 

It was clear that actors associated with or supporting various political parties or causes were behind much of the election-related 
mis- and disinformation that was circulating across social media and messaging platforms before, during and after the 27 Novem-
ber 2024 elections. These actors fell into the following categories:

•	 Partisan social media accounts;
•	 Partisan social media influencers;
•	 Politically-affiliated actors in social media and closed messaging groups;
•	 Politicians and politically affiliated individuals;
•	 Foreign partisan social media accounts and influencers;
•	 Foreign actors (ab)using traditional media (online). 

An X (Twitter) account going by the handle @ali_naka regularly posted 
content in support of the Independent Patriots for Change (IPC) ahead 
of and after the November 2024 elections. Ali Naka was the most prom-
inent of foreign social media influencer accounts that posted politically 
partisan content. 

Which platforms / media were favoured by disinformation actors?  

Election-related mis- and disinformation were primarily spread and visible via social media platforms, but also circulated in 
closed messaging groups, such as WhatsApp groups. TikTok also became a platform that was used to spread lies and propa-
ganda. Some of the election-related mis- and disinformation made it into traditional media reporting or was spread via more 
traditional (if partisan) media platforms, whether online or offline. 

According to what Namibia Fact Check observed, much of the mis- and disinformation was spreading in WhatsApp spaces, 
such as politics discussion groups or political party supporter groups. While it’s impossible to categorically state that WhatsApp 
was the main channel for mis- and disinformation, indications are that that was indeed the case, as WhatsApp is the most widely 
used and prevalent social media or messaging platform in use in Namibia. 

The most popular platforms / media for spreading election-related mis- and disinformation were: 

•	 WhatsApp;
•	 Facebook;
•	 X (Twitter);
•	 TikTok.
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What is a political smear campaign? 

Smear campaigns have long been part of political campaigning and messaging. In the always-connected age, smear campaigns 
can be deployed and amplified rapidly via social media and messaging platforms, ensuring that at very little cost smear messag-
ing can reach wide audiences. 

But, what exactly is a smear campaign?

A political smear campaign is a deliberate effort to damage the reputation, credibility, or character of a political figure, party, or 
group. It typically involves spreading false or misleading information, rumours, or accusations to undermine public trust in the 
target. 

According to various online sources, there are two broad aims of a political smear campaign:

•	 First, to undermine support for a targeted candidate or party by attacking their reputation and credibility;
•	 Second, to distract from their message or platform and to silence them.

Here are some common tactics used in smear campaigns:

1.	 Personal Attacks: These focus on the target’s character, lifestyle, or past actions, often exaggerating or fabricating 
details.

2.	 Misinformation: False or distorted information is disseminated to create doubt or suspicion.
3.	 Selective Editing: Statements or actions are taken out of context to portray the target negatively.
4.	 Amplification: The narrative is spread widely through social media, news outlets, or influencers to gain traction.

Smear campaigns are often used during elections or political conflicts to sway public opinion. While they can be effective, they 
also raise ethical concerns about the integrity of political discourse.

The prominent case study smear campaigns that were visible in social media spaces ahead of the November 2024 elections were: 

•	 A long-running smear campaign targeting Panduleni Itula, leader of the Independent Patriots for Change (IPC), that 
appeared in early 2024 and continued right up to and beyond the elections of late November;

•	 The smear campaign aimed at the then ruling Swapo Party presidential candidate, Netumbo Nandi-Ndaitwah, and that 
focused on her health and fitness, but that also made other damaging allegations against her character and loyalty to the 
party;

•	 A campaign aimed at undermining the credibility of the Electoral Commission of Namibia (ECN) and the elections, 
alleging that the ECN was working with the ruling party, the Chinese, and the Zimbabwean ruling party, Zanu PF, to rig the 
elections in favour of the Swapo Party. 

3.2 The political smear campaigns
Political smear campaigns were deployed online ahead of the November 2024 elections. These campaigns were aimed 
at undermining the reputations, credibility and trust in particular candidates, parties and entities, including the electoral 
management body and the elections.
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The smear campaigns

While there were a number of smear campaigns active on the electoral information landscape before and around the 27 Novem-
ber 2024 elections, the consistent and sustained attacks on the Independent Patriots for Change (IPC) and its leader, Panduleni 
Itula, were arguably the most visible. Also quite visible were the attacks on the ruling Swapo Party candidate for the presidential 
election, Netumbo Nandi-Ndaitwah. 

Screenshot of a ‘cheap-fake’ AI-generated video that started 
circulating online and that painted Panduleni Itula as an “op-
portunist and con artist politician”, a British citizen, and even 
an apartheid regime agent.

The Itula-IPC smear campaign  

By all indications this was the longest running campaign, with 
the attacks sustained through most of the election year. This 
campaign mainly laundered two narratives, namely: 

1.	 That Panduleni Itula was a British citizen and ‘puppet’;
2.	 That the IPC was a front for foreign (British) interests and 

a security threat. 

In May 2024 this fake letter that was claimed to be penned by 
a UK member of parliament, Sarah Champion, was circulating 
online to reinforce the smear that the IPC and Itula were funded 
by the British government.  
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Screenshot of a 
‘Deep Intelligence’ 
post that circulat-
ed throughout the 
latter half of 2024 
in various social 
media spaces, por-
traying Netumbo 
Nandi-Ndaitwah 
as a “CIA asset”, 
who was “advanc-
ing gay rights with 
the Americans”. 

The Nandi-Ndaitwah smear campaign

During the second-half of 2024 a smear campaign started to become visible and gained prominence by targeting the ruling 
Swapo Party candidate for the Namibian presidency, Netumbo Nandi-Ndaitwah. The campaign also mainly laundered two narra-
tives: 

1.	 That Nandi-Ndaitwah was a traitor within the ruling party;
2.	 That she was too old and unhealthy to become president. 

Screenshot of a fake Zimbabwean police media re-
lease that circulated online in July 2024 and formed 
the basis of a report published by Ghanaian diaspora 
focused GhanaWeb that amplified a false claim that 
a secret IPC military training camp was raided in 
Zimbabwe and that IPC members were arrested. 
The aim was to portray the party as a security threat. 
The disinformation incident led to the Zimbabwean 
police having to issue a statement to refute the claim 
of such a raid having taken place and such a camp 
having been found in the country.  

Screenshot of 
another ‘Deep 
Intel l igence” 
post that circu-
lated through-
out late 2024 
in social media 
spaces and 
that cast Nan-
di-Ndaitwah as 
a “former apart-
heid undercov-
er agent”, as 
part of the nar-
rative that she 
could not be 
trusted and was 
a traitor. 

 Screenshot of an image that 
appeared in various social 
media spaces around mid-
2024 and that was aimed 
at cementing the narrative 
that the IPC was foreign (UK) 
funded and controlled and 
a front for regime change in 
Namibia.  
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Screenshot of a post by the partisan X account titled ‘The 
Windhoek Times’ which also promoted the narrative that 
Nandi-Ndaitwah was “UNFIT TO LEAD” following her ‘col-
lapse’ at a rally in late October 2024. 

Screenshot of an AI-generated 
‘cheap-fake’ video that suppos-
edly showed the ‘collapse’ of 
Nandi-Ndaitwah at a party rally 
at Otjiwarongo, Otjozondjupa 
Region, at the end of October 
2024. This video, that circulated 
online and in WhatsApp spac-
es through November 2024, 
emerged almost immediately 
after the supposed ‘collapse’ 
occurred and formed part of 
the narrative campaign that 
painted Nandi-Ndaitwah as too 
unwell, unhealthy, and old to be 
Namibia’s president.   

The ECN smear campaign

Through the second-half of 2024, with the elections approaching, election-focused mis- and disinformation actors also started 
targeting the Electoral Commission of Namibia (ECN) with smears. The main narrative being laundered was: 

•	 That the ECN would rig the elections in favour of the ruling Swapo Party. 

Screenshot of a fake ‘letter’ that circulated 
virally online in October and November 
2024. The ‘letter’ was claimed to have 
been issued by the Swapo Party secretary 
general, Sophia Shaningwa, and instructed 
ECN legal adviser, Heidi Jacobs, to “deliver 
the elections” for the ruling party. The letter 
stated that Jacobs would be paid for en-
suring the elections were “delivered”. The 
ECN had to issue a statement to refute the 
authenticity of the letter and to defend the 
integrity of its senior official. 

For more on this, read Namibia Fact Check’s report.

https://namibiafactcheck.org.na/report/post-election-check-1-fake-swapo-letter-to-ecn-keeps-circulating/
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On election day, 27 November 2024, some social media accounts 
were spreading election-related mis- and disinformation. This is 
a screenshot of a post by an X influencer account titled ‘African’ 
that insinuated that a ballot box had been tampered with. This 
fed into a widespread narrative that election materials shortages 
and the mishandling of electoral processes at various voting 
points across the country throughout the day was evidence of 
an ECN attempt to rig the elections.

Screenshot of an X post by the partisan ‘The Windhoek Times’ account 
that repeated the by then viral claim that the ECN, the ruling Swapo 
Party and the Zimbabwean ruling party, Zanu-PF, were involved in 
an attempt to rig the Namibian elections. The post circulated in the 
immediate wake of the 27 November 2024 polling day. 
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How do media mistakes and poor report-
ing fuel election mis- & disinformation?

Media	mistakes	and	poor	reporting	can	significantly	
contribute	to	the	spread	of	misinformation	and	disinfor-
mation,	eroding	public	trust	and	distorting	narratives.

Here’s	how:

1. Inaccurate Reporting Creates Confusion

When	journalists	fail	to	verify	facts	or	misinterpret	data,	
errors	can	quickly	spread.	For	example,	Namibia Fact 
Check	has	repeatedly	highlighted	instances	where	
Namibian	media	misreported	government	announce-
ments,	leading	to	public	confusion.	These	mistakes	can	
be	exploited	by	bad	actors	to	push	false	narratives.	For	
instance,	in	November	2024,	New Era	reported	on	its	
front	page	that	the	Swapo	Party	“intends	creating		5 000	
jobs	in	five	years”,	based	on	statements	made	by	the	
party’s	then	presidential	election	candidate,	Netumbo	
Nandi-Ndaitwah,	at	a	campaign	rally.	Nandi-Ndaitwah	
had	actually	said	that	the	party	would	create “more than 
500 000 jobs in five years”.

  









In November 2024, New Era inaccurately reported off the front page 
that the Swapo Party promised to create “5 000 jobs in five years.

For more on this, read Namibia Fact Check’s report.

In November 2024, New Era reporting off 
the front page amplified false or unproven 
claims that the opposition Independent 
Patriots for Change (IPC) was funded by 
the British government. 

3.3 Poor journalism fueling election mis- & disinformation
Poor reporting and media mistakes contributed to the spread of false information by amplifying smear campaigns and 
participating in narrative laundering in the run-up to and beyond the November 2024 presidential and parliamentary 
elections in Namibia.

https://namibiafactcheck.org.na/report/no-5-000-jobs-in-five-years-is-not-what-nandi-ndaitwah-said/


16 17

3. Lack of Context Distorts Reality

Poor reporting often omits crucial context, making 
stories misleading. For instance, in October 2024, The 
Namibian reported that Popular Democratic Move-
ment (PDM) leader McHenry Venaani had blamed the 
Swapo Party secretary general, Sophia Shaningwa, 
for the wind blowing over a tent at the party’s rally at 
Outapi, Omusati Region. The report failed to make it 
clear that Venaani’s remark was said as a joke, but rath-
er presented it as a serious-toned accusation. Without 
proper framing, misinformation thrives. 

This article published by The Namibian portrayed 
statements made by PDM leader McHenry Venaani 
as serious when he was actually joking, presenting 
his statements in a misleading light.

4. Weak Fact-Checking Enables Disinformation

When media outlets fail to fact-check claims before publishing, they risk spreading falsehoods. Namibia Fact Check has docu-
mented cases where news media fumbled basic reporting, allowing misinformation about political party platforms to circulate. 
For example, in November 2024 most news media reported on statements about job creation made by the Swapo Party’s pres-
idential candidate, Netumbo Nandi-Ndaitwah, during various campaign stops. The media simply reported what Nandi-Ndait-
wah said without verifying her statements against commitments listed in the party’s election manifesto, which differed from the 
candidate’s statements. Basic fact checking would have revealed that Nandi-Ndaitwah was stating a figure which did not appear 
in the party’s manifesto.     

Prominent news media 
got it wrong when they 
simply reported what a 
presidential candidate 
said about her party’s 
job creation intentions, 
instead of verifying her 
statements with what 
was actually in the party’s 
election manifesto. 

For more on this, read Na-
mibia Fact Check’s report.

https://namibiafactcheck.org.na/report/no-the-swapo-manifesto-does-not-talk-about-creating-500000-jobs/
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5. Public Distrust in Media Grows

Repeated mistakes erode confidence in journalism. A 2019 Afrobarometer survey found that 62% of Namibians viewed the media 
as sources of fake news and journalists as untrustworthy, and 64% supported government restrictions on false information. This 
distrust makes audiences more vulnerable to disinformation campaigns.

In August 2024, following the Popular Democratic Movement (PDM) elective congress The Namibian reported about the party’s “recycled” 
leadership, including inviting readers to comment on the party’s “recycled” leadership via social media. In the post above, the newspaper 
falsely claimed that all of the party’s leadership was aged over 50. Poor reporting on basic matters of fact is why there appears to be 
deteriorating trust in Namibia’s mainstream news media and journalists. 
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International media also made mistakes

It wasn’t just Namibian media and journalists that were engaging in bad reporting ahead of and around Namibia’s November 
2025 elections. Some media reporting from the SADC region, as well as international media, also carried mistakes, spreading 
falsehoods about aspects of Namibia’s elections.  

Following are some examples of poor reporting by regional and international media.  

1. The Newzroom Afrika ‘polls’

HEAD: How can the news media and journalists improve?

News media and journalists can do the following:

● Strengthening fact-checking processes;
● Providing clearer context in reporting;
● Avoiding sensationalism and misleading headlines;
● Holding journalists accountable for errors.

Pg. 4 (& 5)

HEAD: International media also made mistakes

It wasn’t just Namibian media and journalists that were engaging in bad reporting ahead of
and around Namibia’s November 2025 elections. Some media reporting from the SADC
region, as well as international media, also carried mistakes, spreading falsehoods about
aspects of Namibia’s elections.

Following are some examples of poor reporting by regional and international media.

1. The Newzroom Afrika ‘polls’

Above is a screenshot of the original headline and introductory text of a Newzroom Afrika
report on Youtube from early November 2024 that falsely stated that there were “polls”
pointing to the ruling Swapo Party losing its majority in the 27 November 2024 elections.

Above is a screenshot of the original headline and introductory text of a Newzroom Afrika report on Youtube from early Novem-
ber 2024 that falsely stated that there were “polls” pointing to the ruling Swapo Party losing its majority in the 27 November 2024 
elections. 

Following Namibia Fact Check’s questioning of the “polls” being referred to, the South Africa-based Newzroom Afrika changed 
the headline and introductory text (image below). However, in his introductory statement, the anchor still refers to “polls” indicat-
ing that the Swapo Party was going to lose the elections. 

For more on this, read Namibia Fact Check’s report.

Following Namibia Fact Check’s questioning of the “polls” being referred to, the South
Africa-based Newzroom Afrika changed the headline and introductory text to the following.
However, in his introductory statement, the anchor still refers to “polls” indicating that the
Swapo Party was going to lose the elections.

For more on this, read Namibia Fact Check’s report.

2. The ECN’s “$60 million” ballot printing tender

On 13 November 2024, the Paris, France, based The Africa Report published an article titled
‘Is Namibia poll at risk from ballot papers printed by firm linked to Zimbabwe ex-convict’. The
introduction (see image below) of the report falsely stated that the Electoral Commission of
Namibia (ECN) had contracted a South African company to print Namibia’s ballot papers at a
cost of US$60 million. In reality the ballot paper printing contract cost about N$6.3 million,
which was about US$330,000 at the exchange rate at the time.

https://namibiafactcheck.org.na/report/no-no-polls-suggest-swapo-to-lose-elections/
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2. The ECN’s “$60 million” ballot printing tender

On 13 November 2024, the Paris, France, based The Africa Report published an article titled ‘Is Namibia poll at risk from ballot 
papers printed by firm linked to Zimbabwe ex-convict’. The introduction (see image below) of the report falsely stated that the 
Electoral Commission of Namibia (ECN) had contracted a South African company to print Namibia’s ballot papers at a cost of 
US$60 million. In reality the ballot paper printing contract cost about N$6.3 million, which was about US$330,000 at the exchange 
rate at the time. 

The report went viral in Namibian social media spaces and the figure was repeated by various Zimbabwe-focused social media 
pages, such as ZimCelebs (image below).

ZimCelebs’ headline repeated the false “US$60 million” claim.
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The ZimLive article (above) appears to have been the source of the “US$60 million” ballot paper printing tender claim.

In the wake of Namibia Fact Check’s questioning of the origin of the “US$60 million” ballot paper printing tender claim, The 
Africa Report changed its introduction of the article to the following, without acknowledging its mistake.   

When questioned by Namibia Fact Check about where he had come across the “US$60
million” figure, The Africa Report journalist pointed to an 18 October 2024 report by another
Zimbabwe-focused online news outlet, ZimLive, as the source of the figure.

The ZimLive article appears to have been the source of the “US$60 million” ballot paper
printing tender claim.

In the wake of Namibia Fact Check’s questioning of the origin of the “US$60 million” ballot
paper printing tender claim, The Africa Report changed its introduction of the article to the
following, without acknowledging its mistake.

Even award-winning investigative journalist, Hopewell 
Chin’ono, with large followings on various social media 
platforms, repeated the false “US$60 million” ballot 
paper printing tender claim (image right).

When questioned by Namibia Fact Check about where 
he had come across the “US$60 million” figure, The 
Africa Report journalist pointed to an 18 October 2024 
report by another Zimbabwe-focused online news outlet, 
ZimLive, as the source of the figure (image below).

For more on this claim, read 
Namibia Fact Check’s report.

https://namibiafactcheck.org.na/report/no-no-evidence-ecn-spent-60m-to-print-ballot-papers/
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3. The Economist’s errors

In early December 2024, days after the announcement of the results of 
Namibia’s late November elections, The Economist published an arti-
cle (see image right) providing an overview of the recently concluded 
Namibian elections for an international audience. However, the article, 
titled ‘SWAPO hangs on’, contained a number of mistakes.  

First, the article claimed that a “two-thirds-threshold” was needed in 
Namibia’s parliament to pass laws and, secondly, that Swapo would 
need “to cosy up to opposition parties” to pass laws. Both of these 
statements are false, as a simple majority is needed to pass laws in the 
National Assembly and thus Swapo will not need to cosy up to oppo-
sition parties to pass laws. Third, the article stated that Swapo’s per-
centage from previous elections “dropped from 87% to 65%”, which 
was a reference to the party’s 2014 and 2019 election vote-share. 

However, Swapo did not get 87% of the vote in 2014, but rather 80%. 
Fourth, the article stated that from 2025 the “daily minimum wage for 
farm workers will be ten Namibian dollars (55 American cents)”. This is 
false, because as from 2025, the hourly minimum wage of farm work-
ers is N$10 (ten Namibia dollars), not the daily minimum wage. 

These basic errors undermine the credibility of The Economist brand, 
and underscores the criticisms of how the Western media have tended 
to report on Africa for the longest time.    

How can the news media and journalists improve?

News media and journalists can do the following:

•	 Strengthening fact-checking processes;
•	 Providing clearer context in reporting;
•	 Avoiding sensationalism and misleading headlines;
•	 Holding journalists accountable for errors.
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Screenshot of the first of three ‘articles’ by Bayethe Msimang 
published by IOL in early November 2024.

 

1. Disinformation & Propaganda 

In early November 2024, weeks away from the 27 November 2024 elections day, the first in 
a series of ‘articles’ published by South Africa’s Independent Online (IOL) and written by 
someone named Bayethe Msimang started circulating in social media and WhatsApp spaces 
attacking the Independent Patriots for Change (IPC). Two ‘articles’ appeared before the 
elections and one immediately afterwards, on 1 December 2024. The ‘articles’ were highly 
speculative and contained falsehoods and repeated narratives similar to narrative laundering 
attempts from earlier that year that primarily painted the IPC as a foreign-funded and 
controlled party. The articles also pushed the narrative that Namibia’s opposition parties 
were weak, disorganised and dysfunctional. The ‘articles’ were clearly an attempt to spread 
disinformation and propaganda.      

 

Screenshot of the first of three ‘articles’ by Bayethe Msimang published by IOL in early 
November 2024. 

1. Disinformation & Propaganda

In early November 2024, weeks away from the 27 November 2024 elections day, the first in a series of ‘articles’ published by 
South Africa’s Independent Online (IOL) and written by someone named Bayethe Msimang started circulating in social media 
and WhatsApp spaces attacking the Independent Patriots for Change (IPC). Two ‘articles’ appeared before the elections and 
one immediately afterwards, on 1 December 2024. The ‘articles’ were highly speculative and contained falsehoods and repeated 
narratives similar to narrative laundering attempts from earlier in the year that primarily painted the IPC as a foreign-funded and 
controlled party. The articles also pushed the narrative that Namibia’s opposition parties were weak, disorganised and dysfunc-
tional. The ‘articles’ were clearly an attempt to spread disinformation and propaganda.  

What is a foreign influence campaign? 

A foreign influence campaign is a coordinated effort by a foreign entity, often a government or affiliated organisation, in collabo-
ration with and / or in the interest of a local partner or entity to shape public opinion, policy decisions, or electoral outcomes in a 
country. These campaigns are usually covert (such as disinformation operations or cyber interference). 

Key characteristics of foreign influence campaigns include:

•	 Disinformation & Propaganda: Spreading misleading or false narratives to manipulate public perception.
•	 Financial Influence: Funding political groups, think tanks, or media outlets to push specific agendas.
•	 Social Media Manipulation: Using bots, fake accounts, or influencers to amplify certain viewpoints.

While some forms of foreign influence, like cultural exchanges or diplomatic engagement, are legitimate, malign influence cam-
paigns aim to undermine democratic processes, sow division, or advance strategic interests through deceptive means.

In the run-up to Namibia’s November 2024 presidential and parliamentary elections speculation was rife that foreign interests 
or entities were trying to manipulate Namibian public perceptions of certain politicians and / or political parties. However, while 
such speculation and allegations have circulated and swirled, it is unclear whether what was witnessed on the electoral informa-
tion landscape was orchestrated by foreign interests or entities or by Namibian political interests using foreign channels. Suffice 
to say, as the following examples indicate, foreign actors were definitely active in trying to influence Namibian voters, especially 
online, ahead of the elections of late-November 2024. 

The examples discussed in this section, along with others, indicate that foreign influence campaigns around elections and politics 
have become an issue that Namibians should be concerned about. 

3.4 Was there foreign influence in the 2024 elections?
The electoral landscape was alive with claims, suspicions and speculation that foreign interests were meddling or at-
tempting to do so, on behalf of local political actors, in the presidential and parliamentary elections of November 2024. 
Was there any truth to such perceptions and claims and is there something to be concerned about for the future?
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Screenshot of the second of three ‘articles’ published by 
IOL, and authored by Bayethe Msimang, just a week before 
the 27 November elections day. 

Screenshot of the last ‘article’, published by IOL on 1 Decem-
ber 2024, written by Bayethe Msimang about the Namibian 
elections. 

 

Screenshot of the second of three ‘articles’ published by IOL, and authored by Bayethe 
Msimang, just a week before the 27 November elections day.  

 

 

Screenshot of the last ‘article’, published by IOL on 1 December 2024, written by Bayethe 
Msimang about the Namibian elections.  

 

Screenshot of the second of three ‘articles’ published by IOL, and authored by Bayethe 
Msimang, just a week before the 27 November elections day.  

 

 

Screenshot of the last ‘article’, published by IOL on 1 December 2024, written by Bayethe 
Msimang about the Namibian elections.  

  

2. Financial Influence 

Just over four months before the elections, on 15 July 2024, The Namibian newspaper 
received a request from a Lagos, Nigeria, based public relations agency for the publication 
of “sponsored news stories” (image below). In an email exchange with The Namibian, the 
PR agency attached an example of the “sponsored news stories” they would submit for 
publication by the newspaper. The sample article that was attached was a report based on a 
fake letter suggesting that the Independent Patriots for Change (IPC) was funded by the 
British government. Ultimately, during correspondence with the PR firm, The Namibian 
declined to publish the offered “sponsored news stories”. Based on the correspondence, it 
was clear that the Nigerian PR firm was offering to pay for the placement of the ‘articles’ in 
the newspaper and on its website, thereby exercising financial influence over a significant 
news media entity.     

 

Screenshot (above) of an email received by The Namibian, enquiring about “publishing 
sponsored news stories” in the newspaper, from a Lagos, Nigeria, based public relations firm 
on 15 July 2024.  

2. Financial Influence

Just over four months before the elections, on 15 July 2024, The Namibian newspaper received a request from a Lagos, Nige-
ria, based public relations agency for the publication of “sponsored news stories” (image below). In an email exchange with 
The Namibian, the PR agency attached an example of the “sponsored news stories” they would submit for publication by the 
newspaper. The sample article that was attached was a report based on a fake letter suggesting that the Independent Patriots for 
Change (IPC) was funded by the British government. Ultimately, during correspondence with the PR firm, The Namibian declined 
to publish the offered “sponsored news stories”. Based on the correspondence, it was clear that the Nigerian PR firm was offer-
ing to pay for the placement of the ‘articles’ in the newspaper and on its website, thereby exercising financial influence over a 
significant news media entity.    

Screenshot (left) of an email received by The 
Namibian, enquiring about “publishing spon-
sored news stories” in the newspaper, from 
a Lagos, Nigeria, based public relations firm 
on 15 July 2024. 
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Screenshot of an article on the GhanaWeb website that repeats the claim that the Independent 
Patriots for Change (IPC) elections campaign was funded by the British government. The claim 
centred around a ‘letter’ that supposedly came from a British parliamentarian, as well as insinuat-
ing that IPC leader Panduleni Itula might be a British agent or puppet. The GhanaWeb article was 
almost identical to the text submitted by a Nigerian PR firm to The Namibian on the same date for 
publication by the newspaper.   

On the same day that The Namibian newspaper received the email request for the publication of “sponsored news stories” from 
the Nigerian PR firm, Ghanaian news aggregation website GhanaWeb published a report that was almost word-for-word similar 
to the ‘article’ that the Nigerian PR firm was requesting The Namibian to publish. This points to a coordinated influence cam-
paign using foreign-based entities and news and online channels to spread specific political narratives.   

 

Screenshot of an article on the GhanaWeb website that repeats the claim that the 
Independent Patriots for Change (IPC) elections campaign was funded by the British 
government. The claim centred around a ‘letter’ that supposedly came from a British 
parliamentarian, as well as insinuating that IPC leader Panduleni Itula might be a British 
agent or puppet. The GhanaWeb article was almost identical to the text submitted by a 
Nigerian PR firm to The Namibian on the same date for publication by the newspaper.    

 

For more on this, read the Namibia Fact Check report on this.  

 

Screenshot of a Word document showing the introduction of an ‘article’ submitted by a 
Nigerian public relations firm for publication in The Namibian in July 2024. The PR firm 
states in its correspondence that it wanted to submit four (4) articles “on a monthly basis” to 
the newspaper for publication in the run-up to the 27 November 2024 elections.  

On the same day that The Namibian newspaper received the email request for the 
publication of “sponsored news stories” from the Nigerian PR firm, Ghanaian news 
aggregation website GhanaWeb published a report that was almost word-for-word similar to 
the ‘article’ that the Nigerian PR firm was requesting The Namibian to publish. This points to 
a coordinated influence campaign using foreign-based entities and news and online 
channels to spread specific political narratives.    

Screenshot of a Word document showing the 
introduction of an ‘article’ submitted by a Nige-
rian public relations firm for publication in The 
Namibian in July 2024. The PR firm states in its 
correspondence that it wanted to submit four (4) 
articles “on a monthly basis” to the newspaper 
for publication in the run-up to the 27 November 
2024 elections.

https://namibiafactcheck.org.na/news-item/when-namibian-election-disinformation-goes-international/
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Screenshot (left) ... of a WhatsApp mes-
sage received by Namibia Fact Check 
alerting it to another article published by 
GhanaWeb, this time about the IPC being 
implicated in the existence of a secret 
military training camp in Zimbabwe that 
had been raided by Zimbabwean police. 
The ‘article’ appeared a few days after the 
one about the circulating ‘letter’ showing 
the IPC was receiving funding from the 
British government. According to the fake 
“Press Statement” in the image, over 50 
Namibians were arrested and the IPC was 
identified as being behind the secret military 
training camp. Upon enquiry by Namibia 
Fact Check, through Zimbabwean media 
intermediaries, the Zimbabwean police 
stated that the “Press Statement” was fake 
and that no such camp had been found. The 
disinformation had thus become a minor 
diplomatic incident. The GhanaWeb arti-
cle quickly disappeared from the website 
shortly after this, so the link in the image 
is no longer active. 

 

Screenshot of an article on the GhanaWeb website that repeats the claim that the 
Independent Patriots for Change (IPC) elections campaign was funded by the British 
government. The claim centred around a ‘letter’ that supposedly came from a British 
parliamentarian, as well as insinuating that IPC leader Panduleni Itula might be a British 
agent or puppet. The GhanaWeb article was almost identical to the text submitted by a 
Nigerian PR firm to The Namibian on the same date for publication by the newspaper.    

 

3. Social Media Manipulation

During the electoral campaigning phase ahead of the 27 November 2024 parliamentary and presidential elections various polit-
ical parties, actors or associated interests engaged in social media manipulation, and one of the ways in which they did this was 
by co-opting social media influencers to promote content favourable to one or other political party or candidate.
Arguably the highest profile social media influencer active on the Namibian electoral information landscape ahead of and around 
the elections was Ali Naka, whose X (Twitter) handle is “African”, who was messaging on behalf of or in favour of the Independent 
Patriots for Change (IPC). Ali Naka has become prominent for posting in support of many African political causes and against the 
Zimbabwean ruling party, Zanu PF, and the Zimbabwean government. Ali Naka’s activities on the Namibian electoral information 
landscape are examples of an influencer account amplifying certain political viewpoints and messages.  
 

 

Screenshot of an X (Twitter) post by foreign social media influencer Ali Naka, which online 
sources say is Zimbabwean, attacking another Zimbabwean X user. In the post, Ali Naka 
repeated the unproven claim that the Zimbabwean ruling party, Zanu PF, was influencing 
Namibia’s elections and was even engaged in rigging the elections with the Electoral 
Commission of Namibia (ECN). Ali Naka used his account, which has almost half a million 
followers on X, to repeatedly message on behalf of the IPC or to amplify IPC messages in 
the run-up to and beyond the elections.     

Screenshot (right)  of an X (Twitter) post by foreign social media 
influencer Ali Naka, which online sources say is Zimbabwean, at-
tacking another Zimbabwean X user. In the post, Ali Naka repeated 
the unproven claim that the Zimbabwean ruling party, Zanu PF, was 
influencing Namibia’s elections and was even engaged in rigging the 
elections with the Electoral Commission of Namibia (ECN). Ali Naka 
used his account, which has almost half a million followers on X, to 
repeatedly message on behalf of the IPC or to amplify IPC messages 
in the run-up to and beyond the elections.    

Screenshot of an X (Twitter) post by social media influ-
encer Ali Naka following the November 2024 elections 
promoting an IPC event. 

 

Screenshot of an X (Twitter) post by social media influencer Ali Naka following the 
November 2024 elections promoting an IPC event.  

 
 
 
 

Some of the information in this document was gathered and compiled using Microsoft’s AI 
app Copilot. 
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How are AI tools used to spread mis- and disinformation?

Artificial intelligence (AI) tools can be used to spread mis- and disinformation in several ways:

•	 Fakes and synthetic media: AI-generated videos, images, and audio can create realistic but false representations of 
events or individuals, making it difficult to distinguish truth from fabrication.

•	 Automated disinformation campaigns: AI can be used to generate misleading articles, social media posts, and comments 
at scale, amplifying false narratives and manipulating public opinion.

•	 Targeted manipulation: AI-driven algorithms can personalise disinformation for specific audiences, exploiting biases and 
reinforcing misinformation.

•	 AI-powered bots: Automated accounts can flood online spaces with misleading content, making false claims appear more 
credible through repetition.

However, AI is also being used to combat misinformation by detecting patterns, analysing language, and moderating content. 
For instance, Namibia Fact Check partnered with British fact checking service Full Fact to use their Full Fact AI tool to identify 
and monitor elections-related mis- and disinformation across various social media platforms. 

The challenge lies in balancing AI’s potential for both harm and protection.

The following are examples of elections-related AI-generated content that circulated in social media and messaging platform 
spaces throughout 2024. 

“Elections and generative AI have a special connection. This is because the actors involved in elections always pursue 
specific goals: to either win power for their allies or themselves or to influence a foreign country’s political landscape. GAI 

enables such actors to create “unreality,” and it’s becoming a weapon in information warfare and influence operations. 
Such campaigns are mostly coordinated, concerted, evaluated, measured and funded by political or foreign actors.”

- Generative AI is the ultimate disinformation amplifier

Screenshot of the headline and arti-
cle image of a Namibia Fact Check 
article from 3 May 2024 cautioning 
about the emergence of AI-generat-
ed content on the Namibian political 
information landscape. 

Screenshot of the headline and article image of a Namibia Fact Check article from 3 May 
2024 cautioning about the emergence of AI-generated content on the Namibian political 
information landscape. 

 

Deepfakes vs Cheapfakes 

Deepfakes and cheapfakes are both forms of manipulated media, but they differ in how 
they are created: 

● Deepfakes: These are generated using AI and machine learning techniques to 
create highly realistic fake videos, images, or audio. Deepfake technology can 
swap faces, mimic voices, and fabricate events that never happened. They require 
sophisticated algorithms and computing power to produce convincing results. 

● Cheapfakes: These are manipulated using simpler, low-tech tools and methods 
like basic video editing, speeding up or slowing down footage, or cropping and 
recontextualizing clips. Unlike deepfakes, cheapfakes don’t rely on AI. For 
example, a video of a politician might be slowed down to make them appear drunk 
or confused. 

Politics and elections related AI-generated content

AI-generated election-related content started circulating in social media and messaging platform spaces in early 2024. The Na-
mibian electoral information landscape was lucky in that deepfake disinformation content was not an issue this time, but cheap-
fake AI-generated content nevertheless made prominent appearances throughout the year. This clearly shows that disinforma-
tion actors were experimenting with AI tools to produce information manipulation and social media content. This suggests that 
deepfake-type content could become a serious issue in Namibian political and electoral information spaces down the line.     

Namibia Fact Check had already cautioned about the spectre of AI-generated content on the electoral information landscape 
in early May 2024 following the viral circulation of two AI cheapfake video clips in Namibian WhatsApp and other social media 
spaces in April 2024.

3.5 AI and the 2024 elections
Election-related mis- and disinformation content took many forms on social media and messaging platforms ahead of 
and around the presidential and parliamentary elections of November 2024. AI-generated content formed an important 
part of disinformation campaigns in these spaces throughout the year

https://akademie.dw.com/en/generative-ai-is-the-ultimate-disinformation-amplifier/a-68593890
https://namibiafactcheck.org.na/news-item/ai-deepfakes-coming-for-namibian-elections/
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Deepfakes vs Cheapfakes

Deepfakes and cheapfakes are both forms of manipulated media, but they differ in how
they are created:

•	 Deepfakes: These are generated using AI and machine learning techniques to create highly realistic fake videos, 
images, or audio. Deepfake technology can swap faces, mimic voices, and fabricate events that never happened. 
They require sophisticated algorithms and computing power to produce convincing results.

•	 Cheapfakes: These are manipulated using simpler, low-tech tools and methods like basic video editing, speeding 
up or slowing down footage, or cropping and recontextualizing clips. Unlike deepfakes, cheapfakes don’t rely on 
AI. For example, a video of a politician might be slowed down to make them appear drunk or confused.

Both types of fakes can be used for misinformation, but deepfakes tend to be more advanced and harder to detect.

This information was generated with a prompt using Microsoft’s Copilot.

What we saw?

In April 2024, a cheapfake video clip, generated using a free online image and voice generating AI tool, of former US president 
Joe Biden circulated virally in Namibian WhatsApp spaces, especially. The AI tool allows users to generate short videos of a US 
celebrity saying something that the user prompts. In this instance, US president Biden was commenting on the then recent oil 
finds off the Namibian coast and expressing support for the ruling Swapo Party and its then presidential election candidate, 
Netumbo Nandi-Ndaitwah

Screenshot of the AI-generated video clip in which a voice generator mimicking former 
US president Joe Biden was prompted to express support for the ruling Swapo Party 
and its presidential election candidate.

Both types of fakes can be used for misinformation, but deepfakes tend to be more 
advanced and harder to detect. 

This information was generated with a prompt using Microsoft’s Copilot. 

 

What we saw?  

In April 2024, a cheapfake video clip, generated using a free online image and voice 
generating AI tool, of former US president Joe Biden circulated virally in Namibian WhatsApp 
spaces, especially. The AI tool allows users to generate short videos of a US celebrity saying 
something that the user prompts. In this instance, US president Biden was commenting on 
the then recent oil finds off the Namibian coast and expressing support for the ruling Swapo 
Party and its then presidential election candidate, Netumbo Nandi-Ndaitwah.  

  

Screenshot of the AI-generated video clip in which a voice generator mimicking former US 
president Joe Biden was prompted to express support for the ruling Swapo Party and its 
presidential election candidate.  
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Screenshot of an AI-generated video that circulated in WhatsApp and other 
social media spaces since May 2024. The short video encouraged viewers 
to vote for the ruling Swapo Party, while repeating factual inaccuracies.

In May 2024 more elections-related AI-generated video clips started circulating online and in 
social messaging spaces. Namibia Fact Check commented on some of these videos in an 
article published in early July 2024. 
 

 
Screenshot of an AI-generated video that circulated in WhatsApp and other social media 
spaces since May 2024. The short video encouraged viewers to vote for the ruling Swapo 
Party, while repeating factual inaccuracies.   
 

Screenshot of another AI-generated short video 
that circulated in social media spaces since May 
2024 encouraging viewers not to vote for the In-
dependent Patriots for Change (IPC) by promoting 
the false narratives that the IPC was controlled 
by the British government and that IPC leader 
Panduleni Itula was a British citizen. 

In May 2024 more elections-related AI-generated video clips started circulating online and in social messaging spaces. Namibia 
Fact Check commented on some of these videos in an article published in early July 2024.

 
Screenshot of another AI-generated short video that circulated in social media spaces since 
May 2024 encouraging viewers not to vote for the Independent Patriots for Change (IPC) by 
promoting the false narratives that the IPC was controlled by the British government and that 
IPC leader Panduleni Itula was a British citizen.  
 
In October 2024, AI-generated voice notes purportedly of Landless People’s Movement 
(LPM) leader Bernadus Swartbooi making vulgar and tribalist statements about IPC leader 
Panduleni Itula circulated virally in social media spaces. The virality of the fake voice 
message prompted the LPM to issue a statement later that month distancing itself from the 
viral message and denouncing it as fake.  
 
For more on this, read this Namibia Fact Check report.  
 

In October 2024, AI-generated voice notes purportedly of Landless People’s Movement (LPM) leader Bernadus Swartbooi 
making vulgar and tribalist statements about IPC leader Panduleni Itula circulated virally in social media spaces. The virality of 
the fake voice message prompted the LPM to issue a statement later that month distancing itself from the viral message and 
denouncing it as fake. 

For more on this, read this Namibia Fact Check report. 

 
Screenshot of the AI-generated voice message that was posted by an X (Twitter) account in 
October 2024. It was claimed that the fake voice message was a recording of LPM leader 
Bernadus Swartbooi making insulting and tribalist remarks about IPC leader Panduleni Itula 
in a bar. The voice message circulated virally in Namibian elections discussion forums for a 
while.  
 
The Swartbooi AI-generated fake voice message was followed at the end of October by 
AI-generated images and videos visualising the ‘collapse’ of the then ruling party presidential 
election candidate, Netumbo Nandi-Ndaitwah, at a party rally at Otjiwarongo, Otjozondjupa 
Region, going viral late in the month and into November 2024. 
 
For more on this, read this Namibia Fact Check report.  
 

Screenshot of the AI-gen-
erated voice message that 
was posted by an X (Twitter) 
account in October 2024. It 
was claimed that the fake 
voice message was a record-
ing of LPM leader Bernadus 
Swartbooi making insulting 
and tribalist remarks about 
IPC leader Panduleni Itula 
in a bar. The voice message 
circulated virally in Namibian 
elections discussion forums 
for a while. 

For more on this, read this 
Namibia Fact Check report. 

The Swartbooi AI-generated fake voice message was followed at the end of October by AI-generated images and videos visual-
ising the ‘collapse’ of the then ruling party presidential election candidate, Netumbo Nandi-Ndaitwah, at a party rally at Otji-
warongo, Otjozondjupa Region, going viral late in the month and into November 2024.

https://namibiafactcheck.org.na/news-item/deceptive-ai-content-and-namibian-elections-part-2/
https://namibiafactcheck.org.na/news-item/deceptive-ai-content-and-namibian-elections-part-2/
https://namibiafactcheck.org.na/news-item/election-fake-news-surge-in-october-2024/
https://namibiafactcheck.org.na/news-item/election-fake-news-surge-in-october-2024/
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Screenshot of a post shared by an X (Twitter) account de-
picting the ‘collapse’ of the then ruling party presidential 
election candidate at a party event in late October 2024. The 
viral image was used to push the false narrative that the then 
candidate was unhealthy and too old.  

 
Screenshot of a post shared by an X (Twitter) account depicting the ‘collapse’ of the then 
ruling party presidential election candidate at a party event in late October 2024. The viral 
image was used to push the false narrative that the then candidate was unhealthy and too 
old.   

  
Screenshot of the viral AI-generated video clip depicting the ‘collapse’ of the then ruling party 
presidential election candidate at a party event in late October 2024. The image clearly 
shows that the video was generated using a free online AI tool. The viral video clip formed 
part of a narrative campaign painting the then presidential election candidate as unfit, unwell 
and too elderly.  
 
 
 
 
 
 

Screenshot of the viral AI-generated video 
clip depicting the ‘collapse’ of the then ruling 
party presidential election candidate at a 
party event in late October 2024. The image 
clearly shows that the video was generated 
using a free online AI tool. The viral video clip 
formed part of a narrative campaign painting 
the then presidential election candidate as 
unfit, unwell and too elderly. 
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4. Conclusion

Just like other countries recently, Namibia’s presidential and parliamentary elections of late November 2024 became a magnet 
for political mis- and disinformation. While this was unsurprising, it has to be noted that what was observed was nevertheless 
quite concerning and trending in a rather disturbing direction. 

•	 First, it appears that there were or are actors engaging in continuous, concerted and coordinated digital disinformation 
activities and campaigns, which suggests that there are political interests invested in ensuring that resources are devoted 
to information manipulation on the Namibian electoral landscape. This indicates that, as more and more people, as trends 
suggest, get most of their information via social media and other online sources, digital disinformation is set to become 
an increasingly pressing challenge on Namibian information landscapes. The signs are already there.   

•	 Second, it also appears that relevant Namibian authorities, in this instance and for instance, the Electoral Commission 
of Namibia (ECN), are and have been woefully underprepared and under-capacitated to deal with the rising tide of 
election-related digital disinformation, as witnessed before and around the November 2024 elections. 

•	 Third, it seems certain, given what was observed on the electoral information landscape ahead of, around and after the 
27 November 2024 elections, that foreign actors were or are active on the Namibian electoral information landscape in 
influence campaigns. To what extent such influence campaigns have had an impact on the attitudes of Namibian voters, at 
least those who engage politically online, remains an open question. That said, the fact that foreign actors and interests 
have been co-opted to overtly engage in influence campaigns suggests this is a phenomenon worth prominently flag-
ging in the interest  of future elections and electoral integrity. 

•	 Fourth, the emergent use of artificial intelligence (AI) tools to generate content for online dissemination indicates that 
AI-generated political content, including disinformation content, probably will become a political and electoral headache 
down the line. While the AI-generated disinformation content observed on the Namibian electoral information landscape 
was still rather basic or crude and detectable, it seems clear that disinformation actors were experimenting and proba-
bly will become better and more sophisticated going forward. This means that more sophisticated and hard-to-detect 
AI-generated content, including the use of deep-fakes, will increasingly appear on Namibian political and electoral 
information landscapes, probably sooner than later.

•	 And, finally, the abuse of social media and messaging platforms by political actors and those associated with them is 
something that now deserves and should attract serious multistakeholder, multi-disciplinary consideration and solu-
tion-finding deliberation.         
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