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disinformation as 
contextual 

taking a global and  
comparative understanding of 

disinformation (Chakravartty 
and Roy 2017)  



digital disinformation 
as cultural production  

(Ong and Cabañes 
2018; 2019a; 2019b) 

hyperextension of the 
creative and digital industries 

into politics  

driven by a mix of profit and 
politics  

rapidly diversifying 



digital disinformation as 
imaginative 

(Cabañes et al, 2019; 
Cabañes, 2020) 

not just about clear-cut “truth” 
and “lies” but also about claims 

embedded within social 
narratives 

anchored on people’s “deep 
stories” that shape their view of 

the political world





chief architects 

ad and PR executives who 
recruit and lead 
disinformation teams 

experienced/bored by 
corporate marketing, they 
see digital political 
operations as a challenge 

moral justifications: 
fictionalisation and 
experimentation 



digital influencers 

anonymous digital 
influencers with social 
media accounts that have 
50K to 2M followers 

moral justifications: 
normalisation and financial 
security 



community-level 
fake account 
operators 

do script-based work to 
create illusions of 
engagement  

moral justifications: career 
and financial insecurity 



when 
disinformation 
reaches the public 

-porous boundaries 
between disinformation 
workers and real supporters 

-tap into fans’ enthusiastic 
zeal



the translation process in disinformation campaigns 





pernicious content driven by profit 



from historical distortion to anti-minority and anti-
migrant racism 



trend watch on disinformation in the Philippines 

the democratisation of disinformation 

the proliferation of digital underground work 

the increasing centrality of micro-media manipulation 

the emergence of new social narratives anchored on people’s “deep stories”


