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ABSTRACT
 The advent of social media has revolutionized the way information is disseminated and consumed globally. While it has enabled rapid and widespread communication, it has also facilitated the proliferation of fake news. This study examines the impact of social media on the propagation of fake news, exploring the mechanisms through which false information spreads and its effects on society. Through a comprehensive literature review and analysis of case studies, this research identifies key factors contributing to the spread of fake news, such as the algorithms used by social media platforms, the role of user behavior, and the influence of echo chambers. The findings indicate that social media significantly accelerates the reach and influence of fake news, often leading to misinformation, public panic, and undermining trust in legitimate news sources. The study concludes with recommendations for mitigating the spread of fake news, including improving digital literacy, enhancing algorithmic transparency, and promoting responsible content sharing practices. This research underscores the need for a collaborative effort between social media platforms, policymakers, and users to combat the detrimental effects of fake news on society.
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CHAPTER ONE
INTRODUCTION

1.1 BACKGROUND TO THE STUDY 
The advent of social media has revolutionized the way information is disseminated and consumed, providing unprecedented connectivity and access to a global audience. While this has undoubtedly enhanced communication and information-sharing, it has also given rise to a significant challenge the proliferation of fake news. Fake news refers to misinformation or disinformation presented as legitimate news, often with the intent to deceive or manipulate public opinion. The impact of fake news on society, politics, and individual perceptions is a growing concern, and social media platforms play a pivotal role in its propagation. 
The ease of creating and sharing content on social media platforms contributes to the proliferation of fake news. Anyone with internet access can publish and disseminate information, irrespective of its accuracy. This democratization of information dissemination, while empowering individuals, also poses the risk of misinformation entering the public domain without proper verification. The anonymity afforded by social media platforms also enables the creation and propagation of fake news without accountability. Individuals or entities can create fake accounts or use automated bots to spread misinformation, making it challenging to trace the source and hold responsible parties accountable. This lack of accountability contributes to the persistence of false narratives in the digital space. 
The impact of social media on the propagation of fake news extends beyond individual beliefs to societal consequences. Misinformation can influence public opinion, sway elections, and even incite real-world actions. The potential for misinformation to contribute to social and political instability underscores the need for effective strategies to mitigate its impact. In cascading news and sensitive information, the fundamental principles are embedded in the concepts of truth as well as the theories of accuracy in communication. However, in the past five years or so, social media (SM) has redefined the structure, dimensions, and complexity of the news.
 	The impact of Social Media, specifically on political affairs, has been attracting more interest, as Social Media platforms, notably Twitter, Facebook, and Instagram, enable the broad sharing of information and news (Vosoughi et al., 2018). In addition to providing information, another main purpose of Social Media is to enable people to engage in social interaction, communication, and entertainment (Hwang et al., 2011; Kuem et al., 2017). In particular, many Social Media posts are looking for support, where reposting aims to spread messages via the multiplicative effect. Consequently, this study purpose is to address the research problem and gap which suggest that Social Media platform providers are doing little in tackling the spread and cascading of fake news on Social Media. 
By providing unlimited access to a large amount of information, people can share different beliefs and values. However, the risks and implications of this new resource remain unclear to most of the population. One such risk is fake news (FN). Fake news, although unvetted, has a credible and professional appearance, ensuring that people cannot always distinguish it from true news (TN) (Kumar et al., 2018). The effects of fake news cut across the society, for example, the spread of fake news on Social Media determines how governments, organizations, and people respond to events in the society. Majority of fake news is targeted to a specific sample of the population with the aim of promoting a certain ideology by stimulating strong beliefs and polarizing society. A periodic review of fake news on Social Media is thus required to limit discord and violence by groups or individuals in society. 
Fake news has become a major part of Social Media, raising doubts about information credibility, quality, and verification. Studies investigating the influence of on Social Media have appeared in various fields such as digital media, journalism, and politics; however, in-depth analyses of the impact of fake news on society remain scarce. Furthermore, despite the growing body of research on fake news and Social Media a significant factor in the fight against fake news (Tandoc et al., 2018), an adequate review of the impact of fake news in Social Media on society is also lacking. 

1.2 STATEMENT OF THE PROBLEM 
The rapid spread of fake news through social media platforms has raised critical questions about the reliability of information in the digital age. The ease with which misinformation can be created, shared, and amplified on social media poses a threat to the integrity of public discourse, trust in institutions, and the democratic process itself. Understanding the mechanisms and impact of fake news dissemination on social media is essential for developing effective strategies to mitigate its negative consequences. 
Fake news delays access to factual information for consumers to make informed choices. It delays information consumption and use by receivers. Some published information lacks supporting evidence, causing consumers to subject such information to due diligence before using it. It takes time to verify information that is already in the public domain. The process of verification may affect the way people consume and use news. They lose trust in information obtained through the media. 

1.3 OBJECTIVES OF THE STUDY 
The primary objective of this research is to investigate the impact of social media on the propagation of fake news. Specific objectives include: 
1.	To investigate the ways in which fake news is spreads through social media platforms. 
2.	To identify key factors and features that contribute to the rapid dissemination of false information. 
3.	To understand how fake news on social media may influence public opinion, trust in institutions, and democratic processes. 

1.4 RESEARCH QUESTIONS 
1.	What are the ways in which fake news spreads through social media platforms? 
2.	What are the key factors and features that contribute to the rapid dissemination of false information? 
3.	In what ways does the spread of misinformation on social media influence public opinion and civic engagement? 

1.5 SIGNIFICANCE OF THE STUDY 
This study is significant for several reasons. First, it contributes to the academic understanding of the relationship between social media and fake news, shedding light on the mechanisms and dynamics at play. 
Second, it provides insights for policymakers, social media platforms, and the general public on the risks associated with fake news and the importance of critical information consumption. 
Finally, the study aims to guide the development of interventions and strategies to counteract the negative impact of fake news on society. 

1.6 SCOPE AND LIMITATIONS 
The scope of this study encompasses an examination of the impact of social media on the propagation of fake news in llorin west local government, with a focus on major social media platforms such as Facebook, Twitter, and Instagram. However, due to the vastness of the topic. the study may not cover every aspect comprehensively. Additionally, the dynamic nature of 3social media and the evolving tactics used to spread fake news may present challenges in providing a complete analysis. 

1.7 DEFINITION OF KEY TERMS 
v Fake News: False or misleading information presented as genuine news, often created and disseminated with the intent to deceive. 
v Social Media: Online platforms and websites that enable users to create, share, and exchange content, fostering virtual communities and interactions. 
v Filter Bubble: A state of intellectual isolation resulting from personalized online content algorithms that selectively expose individuals to information that aligns with their pre-existing beliefs. 
v Confirmation Bias: The tendency of individuals to interpret and favor information that confirms their pre-existing beliefs or values, leading to a reinforcement of existing perspectives. 
v Algorithmic Amplification: The process by which social media algorithms prioritize and promote certain content based on user engagement, potentially amplifying the reach and impact of fake news. 
v Viral Spread: The rapid dissemination of information, including fake news, through social media networks, often facilitated by users sharing and resharing content. 
v Digital Literacy: The ability to critically evaluate comprehend, and use digital information effectively, including recognizing and discerning between reliable and unreliable sources. 
v Cognitive Dissonance: The mental discomfort or conflict experienced when individuals are confronted with information that contradicts their existing beliefs, potentially leading to a rejection of the conflicting information. 
v Information Ecosystem: The complex network of interactions, influences, and dynamics shaping the flow of information, including how fake news proliferates within the context of social media platforms and their user communities.




















CHAPTER TWO 
LITERATURE REVIEW 
2.1 CONCEPTUAL FRAMEWORK 
2.1.1 SOCIAL MEDIA AND ITS USERS 
Social media refers to online platforms and websites that enable users to create, share, and exchange content with others. These platforms are designed to facilitate social interaction and communication in various forms, such as text, images, videos, and links. Users can typically create profiles, connect with other users, and engage in a wide range of activities, including posting updates, commenting on others’ content, and participating in online communities.
Popular social media platforms include Facebook, Twitter, Instagram, LinkedIn. Snapchat, Pinterest, and many others. Each platform has its own features and characteristics, catering to different types of content and communication styles. Social media has become a pervasive part of modern communication, providing a means for people to connect with friends and family, share experiences, stay informed about current events, and even participate in online activism or business promotion. 
While social media can have positive impacts on communication and community building, it also comes with challenges, such as concerns about privacy, the spread of misinformation, and the potential for negative social interactions. The impact of social media on society is a subject of ongoing research and discussion. 
Social media have emerged as a term frequently used (and variously defined) to describe different types of communication platforms and electronic ways of interacting. This research will utilize the definition of social media developed by Bryer and Savatarro as being “technologies that facilitate social interaction, make possible collaboration and enable deliberation across stakeholders” (Bryer, & Zavattaro, 2018). Utilizing this definition, social media includes such tools as electronic blogs, audio/video tools (e.g. Youtube), internet chat rooms, cellular and computer treating including other social networking sites what all of the previous tools can and do facilitate interaction between and among users to various degree. 
This research is primarily concerned with the use of social media through social networking site. In terms of daily use of all social media collectively one study argued that those born between 1965-1979 (”Generation X’) consumed approximately 13 hours per day; 1980-1989 (Net-Generation’) consumed approximately 19 hours of social media per day; and these born 5between 1990-1999 (Y Generation’) consumed approximately 20 hours of social media per day (Rosen, 2011). These figures represent self-reported collective use of all forms of social media include Television, cell phone usage, Internet usage, computer tablets, laptops, music ipads, texting video game and social networking site. 
Just as the term social media has obtained a fairly broad meaning. It generally refers to internet based locations that allow individual and group to interact. Social media specifically refer to those internet based services that promote online social interaction between two or more persons within a bounded system for the purpose of friendship, meeting other persons, and/or exchanging information; contains a functionality that lets users create public or semi- public personal profile pages that contain information of their own choosing; serves as a mechanism to communicate with other users according to some specific criteria (Zwart, Lindsay, Henderson, 2011). 
Sites such as Facebook, my space, LinkedIn and Twitter are good example of mass social media that meet the previously stated criteria. The use of social media has grown significantly since 2004 which they are main student of higher institution. In terms of membership on daily usage, more recent estimate shows facebook as having over 750million users worldwide: Linkedin over 100 million members. Twitter having over 177 million tweet per day and Youtube having over 3 billion views each day, in addition it has been found that women more than men tend to utilize social media site to communicate and exchange information. In conclusion various types of social media have greater affect our lives because media has the power to influence our thoughts, this influence is sometimes positive and sometime negative.

 2.1.2 ADVANTAGES AND DISADVANTAGES OF SOCIAL MEDIA
Social media has become an integral part of our daily lives, offering numerous advantages and disadvantages. It’s important to note that the impact of social media can vary depending on individual experiences and perspectives. Here are some general advantages and disadvantages: 
ADVANTAGES 
1. Connectivity: Social media allows people to connect with friends, family, and acquaintances, regardless of geographical distances. It enables the maintenance of relationships and the forging of new ones.
2. Information and News: Social media platforms serve as a quick and efficient way to disseminate information and news. Users can stay updated on current events, trends, and developments in real-time. 
3. Networking and Professional Opportunities: Social media is a valuable tool for professional networking. Platforms like LinkedIn facilitate job searches, career development, and the exchange of ideas within professional communities. 
4. Educational Resources: Social media provides access to educational content and resources. Many organizations and individuals share valuable information, tutorials, and educational materials, contributing to informal learning. 
5. Business Promotion: Social media is an effective platform for businesses to promote their products and services. It allows for targeted advertising, customer engagement, and brand building. 

DISADVANTAGES OF SOCIAL MEDIA 
1. Privacy Concerns: Social media platforms often collect and share user data, raising concerns about privacy. Users may unintentionally share personal information that could be exploited by malicious entities. 
2. Cyberbullying and Harassment: The anonymity provided by social media can lead to cyberbullying and online harassment. Individuals may experience negative psychological effects due to online abuse. 
3. Addiction and Time Wasting: Excessive use of social media can lead to addiction and time wastage. People may spend significant amounts of time scrolling through feeds, potentially impacting productivity and mental well-being. 
4. Spread of Misinformation: False information can spread rapidly on social media platforms, leading to the dissemination of misinformation and fake news. This can have serious consequences for individuals and society as a whole. 
5. Comparisons and Mental Health Issues: Constant exposure to curated and idealized representations of others’ lives on social media can contribute to feelings of inadequacy and lower self-esteem. This may lead to mental health issues such as anxiety and depression.

2.1.3 CONCEPT OF FAKE NEWS 
The problem of fake news has existed since news began to circulate widely after the printing press was invented in 1439 (Biyani, Tsioutsiouliklis, & Blackmer, 2016). In recent years, fake news has reached a broader audience with the help of social media and has caused more serious social harm. Fake news detection has been widely studied by both academic communities and the industry. However, there is still no agreement on the definition of fake news among many existing studies. Therefore, we first discuss and compare several definitions of fake news that are adopted in existing studies. Then, we give our definition of fake news that will be adopted in the rest of this research. 
Fake news was exclusively used in the satire context. Balmas et al. (2014) found that fake news is meant to perceived as unrealistic, while traditional news content is meant to be perceived as realistic. Cohen et al. (2017) provided a broad definition of fake news, Le., fake news is everything from malicious stories to political propaganda. They pointed out that many articles are written by journalists who write articles using web searches but with no actual verification. Willnat et al. (2014) found that 53.8% of journalists use microblogs (ex. Twitter) to gather information and report from news stories. 
In a recent study of fake news in the 2016 election (Allcott & Gentzkow, 2017). it is defined as a news article that is intentionally and verifiably false and could mislead readers. This definition has been widely adopted in several existing studies. Based on the two key features of fake news under this definition, i.e., authenticity and intent, a recent survey paper on the topic of fake news detection (Shu et al., 2017) provides a more concise definition of fake news, ie., fake news is a news article that is intentionally and verifiably false. Under this definition, fake news must include information that can be verified as false and must be intentionally created to mislead readers. 
Nowadays, the fast development of social media and Web2.0 enables fake news to be shared over millions of times and generates a huge amount of advertising revenue. Considering this impact, Klein et al. (2017) define fake news as the online publication of intentionally or knowingly false statements of fact. Several previous studies regard fake news as a particular news article being intentionally deceptive (fake, fabricated, staged news, or a hoax). 

2.1.4 FAKE NEWS ON SOCIAL MEDIA
In this subsection, we will discuss some unique characteristics of fake news on social media, which make them spread more wildly and rapidly than in traditional news media. Malicious Accounts on Social Media On social media, there are plenty of malicious accounts that actively spread fake news. Some of them are controlled by robots instead of real humans. A social bot refers to a social media account that is controlled by a computer algorithm to automatically produce content and interact with humans (or other bot users) on social media (Ferrara, Varol, Davis, Menczer, & Flammini, 2016). Due to the low cost of creating social media accounts, a massive amount of social bots can be easily created with the specific purpose of spreading fake news on social media. One study showed that the 2016 U.S. presidential election was distorted by a massive amount of online social bots (Bessi & Ferrara, 2016). 
About 19 million social bot accounts on Twitter posted tweets in support of either Trump or Clinton in the single week before election dayl. Besides social bots, trolls, i.e., real human users who actively post biased or false information on social media or online discussion forums in order to emotionally manipulate the online public, are another group of users who tend to spread fake news. They are often paid so that they have a strong incentive to spread fake news or other misinformation as widely as they can. For instance, there was evidence that showed 1,000 paid Russian trolls spread fake news on Hillary Clinton2. The effect of trolling is to trigger people’s inner negative emotions, such as anger and fear, resulting in doubt, distrust, and irrational behavior (Shu et al., 2017). 
Another type of malicious account is cyborg account. Cyborg accounts have mixed functions of real human accounts and social bots. A cyborg account is usually registered by a human but set an automated computer program that responds to human input quickly. This type of accounts is also widely used in spreading fake news (Chu, Gianvecchio, Wang, & Jajodia, 2012). To deal with malicious accounts. Twitter deleted tens of millions of suspicious accounts in the cull, which up to 6 percent of all its registered accounts. Change of Roles Social media has changed people’s roles in consuming and disseminating news. From a traditional communication theory’s point of view (Shannon & Weaver, 1963), news is released by a source and goes through a media to reach its consumers. However, the interactive property of social media brings a fundamental shift in communication, i.e., receivers become the new “sources”. On social media, information consumers themselves become information creators and distributors once they share the information with their friends or followers (shown in Figure 2.35). 

2.1.5 EFFECT OF FAKE NEWS ON THE SOCIETY 
Character assassination, branding, public relations, news management, propaganda and deception are all tools of the trade. Personalities or narratives that do not agree with the projected narrative are labelled as being fake, subversive, conspiracy theories or any number of other labels that are intended to belittle the sender and not to engage in the content of the message. Character assassination is defined as being the deliberate destruction of an individual’s reputation. Character assassins target the private lives, behaviour, values, and identity of their victims. Biographical details are altered or fabricated. Intimate features are made public Achievements are questioned. Good intentions are doubted. The goal is to attack the moral standing of the target in the eye of the public, and to provoke a negative emotional response towards the object of character assassination, Ultimately it is about shaping minds and hearts in order for the public to be more inclined to do what is offered or suggested by the communicator of fake news, 
These situations are very much framed as being a crisis, which on the one hand is something that is a threat. It is a threat to values and norms, it is creating a situation of uncertainty and it requires urgency to rectify. That brings me to another aspect of a crisis, which involves a political call and mobilization in order to resolve the identified source of crisis. It is often described as being something that requires unity of thought and action against a rather poorly defined threat that is promoted as being an existential threat of course, this requires managing and controlling the information flows around the said crisis, because if these information channels are not adequately controlled, it will adversely impact upon the operational aspects of the event. To shape perceptions of processes and events, a reality of diametrically opposed set of political forces are created and projected. This is done in a scripted form, where good and bad sides are seen to exist in an existential struggle that will decide the shape of the political and social world to come. 
The good side consists of the global Liberal Political Order21 and its leadership in global processes and events. There is the general public, which the political order speaks for and acts on their behalf, which can act as a form of victim in need of rescue at times. Enter the bad side, which are those that seek to challenge and/or topple the Liberal Order (by perception and not necessarily actual reality). It should be noted that fake news is not a recent phenomenon, it has been around for some time. News was noted by the father of modern public relations. Edward Bernays, as being not accidental in its timing of nature. In fact he saw news as a means for engineering consent. 
The measure of effect of fake news is found in the credibility of the messenger and the level of resonance with the intended target audience, which relies on a combination of timing and personal relevance to the target audience. That audience must also have ability to access that information or news. An excellent example of fake news being used as a means of character assassination and to instill fear in dissenters was seen in 2016 when the Washington Post ran an article quoting extensively a front group named Prop or Not, claiming that they were a nonpartisan group of researcherst (they were forced to publish a significant retraction afterwards). The story denounced some 200 different media outlets as being pro Putinl or anti Clintonl without sufficient due diligence in fact-checking. This led to claims that the Washington Post running intelligence agency propaganda in order to maintain information dominance by instigating a New MeCarthyism. 

2.1.6 FAKE NEWS DISSEMINATION ON SOCIAL MEDIA 
Social media is a global village involving several participants, this environment allows information to be shared from one person to another at the speed of light. It allows people to contribute and express their opinions on various issues with ease. It is known for minimum restriction on information sharing, low cost, and very easy access. The platform could be regarded as the home of hate speech, malice, and fake news, because common people can create their own content, which in many cases are not entirely true. Fake news is defined as cautious spread of false information in the form of news articles and stories with the intent of destroying an image. 
According to (Gentzkow, 2017) it is news articles that are intentionally and verifiably false, and could mislead readers. This expresses the fact that fake news could be news articles published and are set on being false. The spread of false information has become synonymous with the term fake news (Cooke, 2017). In contemporary modern age, social media platforms have become major sources of information, people almost no longer refer to traditional media to confirm information. Indeed, some information found in the traditional media originates from the social media. The urge to search for news on social media is almost like an addiction. People are ready to feed this addiction by publishing fake news stories and post on social media, mostly to generate a high flow of online traffic, So many social media users are quick to believe what they watch or hear without much thought. 
This has become very convenient for people who use this flaw to spread fake news on social media, knowing that social media users are unlikely to confirm the information received. People used this high flow of traffic to create wealth for themselves. Since the audience is very convincing, they go on to share the information from one social media platform to another. Fake news can spread faster than real news (Langin, 2018). It has a wider coverage and wider audience (Vousoughi, 2018). Fake news uses a lot of devices and tools to attract audience. In the case of social media, catchy headlines and captions are used to attract audience’s attention. Social media articles use many exaggerated titles to sell their fake news 

2.1.7 ROLE OF THE NIGERIAN AUDIENCE IN THE DISSEMINATION OF FAKE NEWS 
The presence of Nigerians on the internet is quite large. As at 2019, 113.3 million Nigerians use the internet (Statista, 2019). A section of this population includes users of the social media who constitute a major part of active internet users in Nigeria. This is prompted by easy access to electronic devices and internet connection at a relatively affordable rate. On the social media platforms, some Nigerians have more than one account. Thus, it could be said that the Nigerian audience have an established presence on social media which enables the rapid spread of information. Propagandists and people with different purposes take advantage of this quick circulation of information to spread fake news. Social media is the major carrier of fake news. The new information age has created a vital surrounding with loads of information, a large part of which is reliable, with the more significant chunk unverifiable.
According to Ogbette (2019), it was discovered that in Nigeria most people do not always confirm the source of a piece of information before believing and sharing it. In some cases, such information may turn out to be fake. This could be tied to the overwhelming amount of information on the internet (BBC, 2019). The average Nigerian social media user is presented with a lot of information every day. This user has other things to attend to and therefore has limited or no time to confirm every information he receives. As such, the user would likely spread information he deems important without proper confirmation. With a sense of protection and care for loved ones and friends, he forwards the fake news to them. They in turn forward it to family and friends who continue the cycle until it becomes common knowledge. The messages also contain instructions, which could be slightly coercive. 
These instructions state the benefits of spreading the messages and the consequences of not doing so. This encourages the average user to help in spreading fake news. The urgency some of these messages present also make some people to immediately respond and take whatever action presented. Audiences are required to forward the received message to others around them. Regarding trending societal issues that are yet to be resolved by the appropriate authorities, fake news spreads faster. Fake news showing the brevity of the issue, a statement made by a public figure on the issue, or regarding a proposed solution gets to the audience easily as they are anxious to be informed about such an issue and for a resolution to be made 

2.2 THEORETICAL FRAMEWORK
 2.2.1 PROPAGANDA THEORY
Laswell and Blumenstock (1939) define propaganda as controlling attitudes by manipulating symbols words, and word substitutes like pictures and gestures. Propaganda is aimed at evoking desired emotions by the propagandist while at the same time suppressing emotions that are likely to stifle the desired goals. “(T)he problem of the propagandist is to multiply all the suggestions favorable to the attitudes which he wishes to produce and strengthen, and to restrict all suggestions which are unfavorable to them” (Lasswell, 1927, p. 630).
Herman and Chomsky (1988) introduce the propaganda model focusing on the inequality of wealth and power and its multilevel effects on mass-media interests and choices. The model traces the routes by which money and power can filter out the news fit to print or broadcast, marginalize dissent, and allow the government and dominant private interests to get their messages across to the public (Herman & Chomsky, 1988, p.2). Propaganda is promotion which is veiled in one way or another as to its origin or sources, secondly, the interests involved, thirdly, the methods employed, fourth, the content spread, and fifth, the results accruing to the victims anyone, any two, any three, any four, or all five.” Cull et al. (2017), in a critical view of government and private media, extrapolates that the purpose of propaganda is not to inform but sway. 
This theory informs the study of the working and use of propaganda both in legacy media and social media. It informs the circumstances, nature, and causes of social and traditional media propaganda. The theory further highlights the potential users of propaganda and the generaltilting of news and information for individual or group interests. Laswell acknowledged that technological changes exacerbate propaganda. Communication channels have created a homogenous society across political, social, and economic classes, with individuals engaging one another in argument and persuasion. 

2.2.2 INFORMATION CASCADE THEORY 
Information cascade theory suggests that individuals tend to rely on the actions of others when making decisions, especially in the absence of complete information. In the context of social media, users may be more likely to believe and share information if they see others in their network doing the same. This can contribute to the rapid spread of fake news. 
Information cascade theory is one of the explanations for human behavior, precisely the decision-making process. Hoch and Kunreuther (2004) note that information cascades arise in situations of uncertainty when information is insufficient or difficult to interpret. For this reason, people tend to trust others’ experiences if they separately come to the same solution. For example, most tourists choose restaurants to visit based on reviews on the Internet. The positive experience of many people demonstrates its quality, and it is impossible to get additional accurate information before visiting this restaurant. However, information cascades are often based on very little information and can, therefore, be detrimental to decision making (Hoch & Kunreuther, 2004). At the same time, in contrast to herding, information cascades are based on strong beliefs, so a person may not perceive signs that say the opposite to his or her vision (CFA Institute, 2017). For example, a large investor’s purchase of shares can encourage other investors to make similar investments, even if the profitability of this choice is questionable. Thus, the informational cascade can be beneficial or harmful for decision-making, depending on the context. 


 2.3 EMPIRICAL REVIEW
A study by Yerlikaya and Aslan (2020) focused on the impact of social media and fake news on democracy and elections in different countries. It found that social media platforms can be used to manipulate and influence voters’ preferences through the dissemination of false or misleading content. Social media platforms can also pose a threat to democracy by enabling populist and far-right actors to spread their messages and agendas without accountability or regulation. In addition, social media platforms can have both positive and negative effects on democratization and social movements, depending on the context and the actors involved. Social media was investigated as a source of false information and disinformation in research by Hilary and Dumebi (2021). Although fake news has been around for a while, it was discovered that technological developments have made it easier for it to spread swiftly. 
Misinformation and disinformation are easily created and disseminated on websites like Facebook, Twitter, and YouTube. Del Vicario et al. (2016) showed via a large-scale quantitative study of Facebook that news pertaining to different narratives generates homogenous and polarized groups with comparable information consumption habits. Theydiscover that, whereas consumers of conspiracy theories and scientific tales exhibit comparable content consumption tendencies, cascade dynamics are different. The main factor in content dispersion is selective exposure to it, which causes homogenous groups to develop. Indeed, each chamber has its own unique cascade dynamics, and homogeneity seems to be the main force behind the dissemination of contents. 
A study by Shao et al. (2018) was about the role of social bots in spreading fake news online, especially during the 2016 U.S. presidential election. It used two tools, Hoaxy and Botometer, to track and analyze millions of tweets that shared links to claims and factchecks. It found that social bots are significantly more active and influential than humans in spreading fake news. According to the study, bots use various strategies to manipulate the online information ecosystem, such as targeting influential users, posting early, and disguising their locations. It was found that humans are vulnerable to bot manipulation and tend to retweet bots who post false news. In addition, the authors found that successful sources of fake news are heavily supported by bots on both ends of the political spectrum. Hattori (2021) studied the spread of fake news during the 2018 presidential elections in Brazil. 
It examines how different social media platforms and websites were used as sources and distribution channels of disinformation. The study identified 58 websites that consistently produced and disseminated fake news, mostly with a right-wing bias. These websites had a high concentration of web traffic and were more popular than some mainstream news outlets. The study also analyzed 58 fake news stories that circulated on Facebook, Twitter, and WhatsApp. It found that these stories were mostly related to four narratives: anti-left/anti-workers, anti corruption, pro-military intervention, and religious conservatism. The study also found that Facebook was the most relevant platform for the distribution of fake news, followed by Twitter. WhatsApp, however, had a major impact on closed groups, where fake news was more likely to be believed and shared due to cognitive and social factors.
Sharma and Goyal (2018) examined the Bharatiya Janata Party’s (BJP) use of Twitter and its effects on media coverage and public perception in India. The BJP is the country’s biggest political party. The official BJP Twitter account mostly posts micro or positive agenda tweets rather than propaganda. There is a marked lack of bias or negativity in the press coverage of these tweets. The media does not prepare the tweets from the BJP account, as these interpretations  demonstrate. Most of the tweets from the official BJP account are either neutral or favorable, and they were prepared for  the news. Political hegemony has no impact on the news-priming of tweets. The research by Shin et al. (2018) discovered that, whereas false rumours(misinformation) often resurface after their initial dissemination, correct rumours(facts) do not. 
























CHAPTER THREE 
RESEARCH METHODOLOGY 
3.0 INTRODUCTION
This chapter focuses on the methods used to collect data for this study. The following are addressed and explained as they pertain to this study! Research design, research method. population of the study, sample size, sampling method, operationalizations of concepts and measurement of variables, instruments for collecting data, validity and reliability tests, data collection process, data analysis method and ethical considerations. Survey method, the oldest research method, as define by Kerlinger is the process of collecting data from a population or a sample drawn from a population or a sample drawn from a population with the purpose of investing relative incidences, occurrence or inter relationship among the variables of a natural phenomenal. Undeniable, the best method of studying this perception remains the survey research method. 

3.1 RESEARCH DESIGN
Creswell (2009) defines research design as a blueprint for conducting the study, showing how all of the major component of the research project ( including the sample, instruments, procedures, and data analysis) will work together. According to Kerlinger (1973) research design is the plan and structure of investigation conceived so as to obtain answers to research questions.
Research design is a blueprint of a scientific study. It includes research methodologies, tools and techniques to conduct the research. It helps to identify and address the problem that may rise during the process of research and analysis. A research design also called a research strategy, is a plan to answer a set of questions (MC Combes, 2019). 
This research focused on following the descriptive research design in order to complete the dissertation. This has been selected since this research design enables the researcher understand and follow a systematic discussion of theoretical ideas and its application (MC Combes, 2019).
In relation to the above definitions, this study is a descriptive design because it is concerned with the impact of social media on the propagation of fake news in Ilorin west local government. This research method is consider more valid and reliable since it involve the use of statistical analysis. (De Vaus, 2005). 

3.2 POPULATION OF THE STUDY
A population of the study refers to the entire group of individuals, objects, or event that a researcher is interested in understanding or describing. It is the broader group from which a sample us drawn.
Babbie (2007) a population is the aggregate individuals, objects, or event that a researcher is interested in understanding or describing. The universe of this study is impact of social media on the propagation of fake news in Ilorin west local government, the  population is made up of staff of Ilorin west local government area of kwara state. Universe of this study is impact of social media on the propagation of fake news in Ilorin west local government. The population is made up of staff of Ilorin west local government area of kwara state.
3.3 SAMPLE SIZE AND SAMPLING TECHNIQUES 
A sample size refers to the number of participants or observations included in a study. This number is usually represented. A sample size can be refer to a picked or chosen group under research area which reasonably embodies the entire population of attraction or concern i.e a sample of population which has the attributes that are necessary to the study analysis or scrutiny. On the other hand, sampling technique is the method you employ while choosing a sample from a population. For example, you could selected every 2nd person, everyone in a particular age group, and so on. You must carefully consider your study before choosing on appropriate sampling technique. It has a significant effect on your result. 
The sampling size for the study was one hundred (100) and to mitigate the effect of poorly filled on answered instrument, total of two hundred questionnaire will be printed and administered. The one hundred (100) respondents were selected from the staffs of llorin west local government area of Kwara State, they were been selected so as to have representative sample from the entire population. 

3.4 INSTRUMENT OF DATA COLLECTION 
The term data collection tools refer to the tools/ devices used to gather data, such as a paper questionnaires or system for computer assisted interviews. Tools used to gather data include case studies, checklists, interviews, occasionally observation, surveys and questionnaires.
The instrument that was used in collecting data for the research is the structured questionnaires. The questionnaire was designed in a bid to elicit information from the respondents as regards the research in question. 
The questionnaire was divided into two part/section. A part contains items intended to collect data on demographic characteristics of the respondents while part B and C contain items designed to obtain data on the research topic. 

3.5 VALIDITY AND RELIABILITY OF THE INSTRUMENT 
Reliability and validity are both about how well a method measures something. Reliability refers to the consistency of a measure (weather the results can be reproduced under the same conditions), Validity refers to the accuracy of a measure (whether the results really do represent what they are supposes to measured). 
Main concern of reliability is precision and accuracy, which are important in research measurement. According to Amusan (2004, P. 70) a measurement is said to be reliable if it measures consistently. Under varying conditions and at different times a person performance or trait. Its further states that it reflects the consistency or trustworthy of that instrument. 
Therefore, to ensure reliability of the research instruments a pilot study would be carried out by administering 100 of the research instrument to staffs of Ilorin west local government to get feedback on their understanding of the question and possible adjustment to be where necessary. 

3.6 DATA COLLECTION METHOD 
Data collection methods techniques and procedures used to gather information for research purpose. This method can range from simple self reported survey to more complex experiments and involve either quantitative or qualitative approaches to data gathering (Crewell J. W. 2013). The administered of questionnaire was coined out personally by the researcher, the questionnaire was sought permission of the lecturer and administration of the questionnaire, the questionnaire contained questions which help the researcher to get the right or view of the subject or respondents. The researcher personally collected the questionnaire immediately the respondents were through with the question.

3.7 METHOD OF DATA ANALYSIS 
Data analysis is the process of systematically applying statistical and/ or logical techniques to describe and illustrate, condense and recap and evaluate data. In terms of quantitative research approach, the data analysis method also follow a quantified approach whereby raw numeric data is statistically analyzed for making sense of the data and its comprehension unlike in research, which follow a qualitative research approach. Qualitative research approaches usually adopt an un-statistical approach for the analysis of the data since the data collected could hardly be quantified. Issa (2004) gives further explanation on data analysis that the last segment of chapter three is developed to explain the data that will acquire for the administration of the instrument on the respondents, that is when data has been collect how he intend to set out and analyze the collected data.


















CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS

4.1  DATA PRESENTATION
This chapter focus on presentation uses on data observe from the questionnaire would be considered.
The analysis is bases on the response of the respondent which would incline us to raise together with reliable information impact of social media on the propagation of fake news in Ilorin west local government.
SECTION A: BIO DATA OF RESPONDENTS
Table 1: sex of respondents
	Respondent
	Frequency
	Percentage

	Male 
	49
	49%

	Female
	51
	51%

	Total
	100
	100%


Source: Research survey 2025
The table above shows that 49 (49%) of the respondent are male which 51 (51%) of the respondent are female.

Table 2: Age of respondents
	Respondent
	Frequency
	Percentage

	15-20 years
	17
	17%

	20-30 years
	65
	65%

	30 above
	18
	18%

	Total
	100
	100%


Source: Research survey 2025
The take above shows that 17 (17%) are between the age 15-20, 65 (65%) are between the age 20-30, while 18 (18%) are between the age 30 and above.

Table 3: Marital status
	Respondent
	Frequency
	Percentage

	Single 
	69
	69%

	Married
	24
	24%

	Othera
	7
	7%

	Total
	100
	100%


Source: Research survey 2025
The table above shows that 69 (69%) of the respondent are single 24 (24%) of the respondent are married while 7 (7%) of the respondent are others.

Table 4: occupation of the respondent
	Respondent
	Frequency
	Percentage

	Self employed 
	48
	48%

	Unemployed
	45
	45%

	Civil servant
	7
	7%

	Total
	100
	100%


Source: Research survey 2025
The table above shows that 48 (48%) of the respondent are self employed 45 (45%) of the respondent are unemployed while 7 (7%) of the respondent are civil servant.

Section B: Research question
Table 5: How often do you use social media platform
	Respondent
	Frequency
	Percentage

	Very often
	50
	50%

	Often
	33
	33%

	Average
	11
	11%

	Not often
	5
	5%

	Not very often
	1
	1%

	Total
	100
	100%


Source: Research survey 2025
The table above  shows that 50 (50%) of the respondent are ‘very often’ use social media platform, 33 (33%) of the respondent are ‘often’ use social media platform, 11 (11%) of the respondent are ‘average’ use of social media platform, 5 (5%) of the respondent are ‘not often’ use of social media platform,  1 (1%) of the respondent ‘Not very often’ use of social media platform, 

Table 6: which social media platform do you use regularly?
	Respondent
	Frequency
	Percentage

	WhatsApp
	55
	55%

	Facebook
	9
	9%

	Twitter
	18
	18%

	YouTube
	4
	4%

	 others
	14
	14%

	Total
	100
	100%


Source: Research survey 2025
The table above shows that 55 (55%) of the respondent make use of WhatsApp, 9 (9%) of the respondent make use of Facebook, 18 (18%) of the respondent use twitter,  4 (4%) of the respondent make use of YouTube, While 14 (14%) of the respondent make use of other.

Table 7: How often do you share news articles on social media?
	Respondent
	Frequency
	Percentage

	Very often
	7
	7%

	Often
	20
	20%

	Average
	30
	30%

	Not often
	38
	38%

	Not very often
	5
	5%

	Total
	100
	100%


Source: Research survey 2025
The table above shows that, 7 (7%) of the respondent do share article on social media if ‘very often’,  20 (20%) of the respondent do share article on social media if ‘often’, 30 (30%) of the respondent do share article on social media if ‘average’,  38 (38%) of the respondent do share article on social media if ‘not often’, 5 (5%) of the respondent do share article on social media if ‘not very often’.

Table 8: Have you ever personally been affected by the spread of the fake news on social media?
	Respondent
	Frequency
	Percentage

	Yes
	45
	45%

	No
	55
	55%

	Total
	100
	100%


Source: Research survey 2025
The table above shows that, 45 (45%) of the respondent have been affected by the spread of fake news on social media while 55 (55%) of the respondent have not been affected by the spread of fake news on social media.


Table 9: information share on social media is generally trustworthy.
	Respondents
	Frequency
	Percentage

	Strongly agree
	1
	1%

	Agree
	33
	33%

	Disagree
	28
	28%

	Strongly disagree
	8
	8%

	Neutral
	30
	30%

	Total
	100
	100%


Source: Research survey 2025
The table above shows that 1 (1%) of the respondents strongly agree that information share in social media is generally trustworthy, 33 (33%) of the respondent agreed, 28 (28%) of the respondent disagree, 8 (8%) of the respondent are strongly disagree while 30 (30%) of the respondent are neutral.

Table 10: social media contribute to the rapid spread of misinformation and fake news.
	Respondents
	Frequency
	Percentage

	Strongly agree
	5
	5%

	Agree
	65
	65%

	Disagree
	6
	6%

	Strongly disagree
	3
	3%

	Neutral
	21
	21%

	Total
	100
	100%


Source: Research survey 2025
The table above shows that, 5 (5%) of the respondents strongly agreed that social media contribute to the rapid spread of misinformation and fake news, 65 (65%) of the respondents agreed, 6 (6%) of the respondents disagree, 3 (3%) of the respondents are strongly disagree. While 21 (21%) of the respondents are neutral.






Table 11; social media algorithm contribute to the echo chamber effect promoting the spread of biased information.
	Respondents
	Frequency
	Percentage

	Strongly agree
	1
	1%

	Agree
	53
	53%

	Disagree
	14
	14%

	Strongly disagree
	3
	3%

	Neutral
	29
	29%

	Total
	100
	100%


Source: Research survey 2025
The table above shows that, 1 (1%) of the respondents strongly agreed that social media algorithms contribute to the echo chamber effect promoting the spread of biased information, 53 (53%) of the respondents agreed, 14 (14%) of the respondents disagree, 3 (3%) of the respondent strongly disagree while 29 (29%) of the respondent are neutral.

Table 12:  social media play significant role in shaping public opinion.
	Respondents
	Frequency
	Percentage

	Strongly agree
	6
	6%

	Agree
	35
	35%

	Disagree
	30
	30%

	Strongly disagree
	4
	4%

	Neutral
	25
	25%

	Total
	100
	100%


Source: Research survey 2025
The table above shows that, 6 (6%) of the respondents strongly agreed that social media play significant role in shaping public opinion, 35 (35%) of the respondents agreed, 30 (30%) of the respondents disagree, 4 (4%) of the respondents are strongly disagree. While 25 (25%) of the respondents are neutral.





Table 13: users are responsible for for verifying the accuracy of information before sharing it on social media.
	Respondents
	Frequency
	Percentage

	Strongly agree
	9
	9%

	Agree
	38
	38%

	Disagree
	24
	24%

	Strongly disagree
	5
	5%

	Neutral
	24
	24%

	Total
	100
	100%


Source: Research survey 2025
The table above shows that, 9 (9%) of the respondents strongly agreed that users are responsible for verifying the accuracy of information before sharing it on social media, 38 (38%) of the respondents agreed, 24 (24%) of the respondents disagree, 5 (5%) of the respondents are strongly disagree. While 24 (24%) of the respondents are neutral.

Table 14: government should implement strict regulation on social media platform to prevent the spread of fake news . 
	Respondents
	Frequency
	Percentage

	Strongly agree
	4
	4%

	Agree
	63
	63%

	Disagree
	11
	11%

	Strongly disagree
	4
	4%

	Neutral
	18
	18%

	Total
	100
	100%


Source: Research survey 2025
The table above shows that, 4 (4%) of the respondents strongly agreed that government should implement strict regulation on social media platform to prevent the spread of fake news, 63 (63%) of the respondents agreed, 11 (11%) of the respondents disagree, 4 (4%) of the respondents are strongly disagree. While 18 (18%) of the respondents are neutral. 




Table 15: The prevalence of fake news on social media has a significant negative impact on the society.
	Respondents
	Frequency
	Percentage

	Strongly agree
	8
	8%

	Agree
	57
	57%

	Disagree
	2
	2%

	Strongly disagree
	8
	8%

	Neutral
	25
	25%

	Total
	100
	100%


Source: Research survey 2025
The table above shows that, 8 (8%) of the respondents strongly agreed that the prevalence of fake news on social media has a significant negative impact on the society, 57 (57%) of the respondents agreed, 2 (2%) of the respondents disagree, 8 (8%) of the respondents are strongly disagree. While 25 (25%) of the respondents are neutral. 

Table 16: social media companies should be held responsible for curbing the spread of fake news on their platform.
	Respondents
	Frequency
	Percentage

	Strongly agree
	3
	3%

	Agree
	48
	48%

	Disagree
	21
	21%

	Strongly disagree
	5
	5%

	Neutral
	23
	23%

	Total
	100
	100%


Source: Research survey 2025
The table above shows that, 3 (3%) of the respondents strongly agreed that Social media companies should be held responsible for curbing the spread of fake news on their platform, 48 (48%) of the respondents agreed, 21 (21%) of the respondents disagree, 5 (5%) of the respondents are strongly disagree. While 23 (23%) of the respondents are neutral. 




Table 17: fake news undermine trust in legitimate need sources on social media.
	Respondents
	Frequency
	Percentage

	Strongly agree
	0
	0%

	Agree
	54
	54%

	Disagree
	15
	15%

	Strongly disagree
	5
	5%

	Neutral
	26
	26%

	Total
	100
	100%


Source: Research survey 2025
The table above shows that, 0 (0%) of the respondents strongly agreed that Fake news undermine trust in legitimate news sources on social media, 54 (54%) of the respondents agreed, 15 (16%) of the respondents disagree, 5 (5%) of the respondents are strongly disagree. While 26 (26%) of the respondents are neutral. 

Table 18: social media platform effectively help user distinguish between real news and fake.
	Respondents
	Frequency
	Percentage

	Strongly agree
	2
	2%

	Agree
	64
	64%

	Disagree
	14
	14%

	Strongly disagree
	5
	5%

	Neutral
	15
	15%

	Total
	100
	100%


Source: Research survey 2025
 The table above shows that, 2 (2%) of the respondents strongly agreed that social media platform effectively help user distinguish between real news and fake, 64 (64%) of the respondents agreed, 14 (14%) of the respondents disagree, 5 (5%) of the respondents are strongly disagree. While 15 (15%) of the respondents are neutral. 

Table 19: the responsibility to combat fake news lies more with individual users than with social media platform.
	Respondents
	Frequency
	Percentage

	Strongly agree
	5
	5%

	Agree
	52
	52%

	Disagree
	12
	12%

	Strongly disagree
	4
	4%

	Neutral
	27
	27%

	Total
	100
	100%


Source: Research survey 2025
The table above shows that, 5 (5%) of the respondents strongly agreed that the responsibility to combat fake news lies more with individual users than with social media platform, 52 (52%) of the respondents agreed, 12 (12%) of the respondents disagree, 4 (4%) of the respondents are strongly disagree. While 27 (27%) of the respondents are neutral. 

Table 20: people tend to believe fake news more when they encounter it on social media.
	Respondents
	Frequency
	Percentage

	Strongly agree
	2
	2%

	Agree
	61
	61%

	Disagree
	9
	9%

	Strongly disagree
	0
	0%

	Neutral
	28
	28%

	Total
	100
	100%


Source: Research survey 2025
The table above shows that, 2 (2%) of the respondents strongly agreed that  peoole tend to believe fake news more when they encounter it on social media, 61 (61%) of the respondents agreed, 9 (9%) of the respondents disagree, 0 (0%) of the respondents are strongly disagree. While 28 (28%) of the respondents are neutral. 

4.2 ANALYSIS OF RESEARCH QUESTIONS
Research question 1 what are the ways in which fake news spreads through social media platform? 
In the research question, question 6 state that spreading of fake news can be through the social media platform and the table shows that 55 (55%) spread news through whatsapp; 9 (9%) make uses of facebooks to spread news; 18 (18%) make uses of twitter to spread news while 14 (14%) also spreads news on youtube.
Research question 2: What are the key factors and features that contribute to the rapid dissemination of false information?
 In the research question, question 11, shows that, social media algorithms contribute to the repaid, echo chamber, effect, promoting the spread of biased information. It can be deducted that 1 (1%) respondents strongly agree that social media contribute to the rapid dissemination, 29 (29%) respondent neutral with it that social media algorithms contribute to the echo chamber effect, promoting the spread of false information. 
Research question 3: In what way does he spread of misinformation on social media influence public opinion and civil engagement? 
In research question, table 12 shows that, social media play significant role in shaping public opinion, it can be deducted that 6 (6%) respondent strongly agree that social media plays a significant role in shaping public opinion; 35 (35%) respondent agree; 30 (30%) disagree; 4 (4%) strongly disagree; while 25 (25%) respondents neutral that social media plays a significant role in shaping public opinion. 

4.3 DISCUSSION OF FINDINGS
 The analysis of the research question which is used to source the question and also the research which was based on the “Impact of social media on the propagation of fake news in Ilorin west local government” 
The research review in section A of the research questionnaire which comprise of Age, sex, marital status and occupation of the respondents. The section brought the data that aids the research purpose close and open question are use in the likely scale and mostly used in the end of questionnaire. 
The purpose of this study is to examine the Impact of Social Media on the Propagation of Fake News. A case study which cover Nigeria as a whole and targeted on Ilorin west local government area of Kwara state only, the result obtained from the statistical analysis of the study were presented in this chapter to answer the research questions raised in the study, frequency and percentage statistical tools was used which the data was run with statistical percentage for social science. Thus, this study holds three main features which are significant for the perceptions of the society: the contents of the news, the intentions of the news, and the verification of the news. 
Impact of Social Media on the Propagation of Fake News thus, most of the respondents strongly agree that social media contribute to spreading of false information. The Impact of Social Media on the Propagation of Fake News thus, most of the respondents strongly agreed that Users are responsible for verifying the accuracy of information before sharing it on social media. The Impact of Social Media on the Propagation of Fake News thus, most of the respondents agreed that Governments should implement stricter regulations on social media platforms to prevent the spread of fake news..


























CHAPTER FIVE 
SUMMARY, CONCLUSION AND RECOMMENDATIONS 
5.1 SUMMARY
The impact of social media on the propagation of fake news in Ilorin west local Government is a pressing concern. Studies have shown that social media platform can facilitate the spread of misinformation, contributing to societal panic, conflict escalation anf and political hostility in Nigeria. Factors contributing to fake news propagation include the civil obligation to inform others, media control and interpersonal trust, youth unemployment and lack of stringent verification processes. Fake news can have various negative consequence, such as political hostility, death and conflict escalation causing social unrest and societal panic.
This research work is based on “ Impact of Social Media on the Propagation of Fake News in Ilorin west local government”. This research work is divided into five main chapters from chapter one to chapter five of this study clearly reviewing some steps and approach for easy presentation of the contents. 
Chapter one of this study is based on the background of the study which emphasize on Impact of Social Media on the Propagation of Fake News, statement of the problem, Research objectives, Research Question, Significant of the Study, Scope of the study and Definitions of terms. 
Chapter two of this research work contains conceptual framework, theoretical framework in which the research make use of propaganda theory, information cascade theory and it also contains the Empirical review which is the related study of other researchers. 
Chapter three of this research work however, contains Research methodology which is adopted by researcher, Research design which is survey research method, population of the study the population is made up staffs of Ilorin west local government, sample techniques also contains method of data collection which researcher adopted.
Chapter four of this research work also contains how the data gathered was analyzed for proper comprehension; it also contains how data were presented and the discussion of the research findings. 
Chapter five of this research work also clearly examined and summarized the whole chapter one to chapter five. It contains conclusion and recommendation presented by the researchers. 

5.2 CONCLUSION
In conclusion, the impact of social media on the propagation of fake news in Ilorin West Local Government is both profound and far-reaching. While platforms like WhatsApp, Facebook, and Twitter have revolutionized communication and information sharing, they have also become fertile ground for the spread of false and misleading content. This has led to increased misinformation, erosion of trust in credible news sources, and potential social tension within the community.
However, addressing this challenge is not insurmountable. Through increased media literacy, community engagement, strengthened fact-checking efforts, and responsible journalism, Ilorin West can combat the dangers posed by fake news. By fostering a culture of critical thinking and informed dialogue, the local government and its people can work together to ensure that truth prevails over misinformation in the digital age.

5.3 RECOMMENDATIONS
1. Legal framework could be established to ensure that platform take proactive measure against misinformation.
2. Social media platform can introduce features that remind to check the credibility.
3. Encourage training program for journalists and citizen report focusing on ethical reporting standards.
4. Organize forums and discussion involving community leaders religious figures and youth groups to foster a collective approach in combating fake news.
5. Implement educational program a community center and schools to teach resident hie to critically evaluate information sources.
6. Engage with social media companies to develop localized content moderation strategies that address the specific needs of Ilorin west.
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RESEARCH QUESTIONNAIRE

INSTITUTE OF INFORMATION AND COMMUNICATION TECHNOLOGY DEPARTMENT OF MASS COCOMMUNICATION
KWARA STATE POLYTECHNIC, ILORIN, KWARA STATE, NIGERIA
 QUESTIONNAIRE

 Dear Respondent, 

REQUEST FOR COMPLETION OF QUESTIONNAIRE 
This questionnaire is designed to raise relevant information on the Impact of Social Media on the Propagation of Fake News in Ilorin West Local Government. I will be glad, if you respond to this research questions as your response will be of immense benefit to the success of this research study. All information supplied shall be used mainly for academic and education purpose only thanks. 

INSTRUCTION: Please tick [] the answer you consider appropriate questionnaire will be in two section A, B, and C 
SECTION A 
1. Sex of respondent: (a) Male [  ] (b) Female [   ] 
2. Age of respondent: (a) 15-20years [  ] (b) 21-30years [  ] (c) 31-40years [  ] 
3. Marital Status: (a) Single [  ] (b) Married [  ] (c) Others [  ] 
4. Occupation: (a) Civil Servant [  ] (b) Self Employed [  ] (c) Unemployed [ ] 

SECTION B 
1. How often do you use social media platform? Very often [ ] Often [  ] Average [  ] Not often [  ] Not very often [  ] 
2. Which social media platforms do you use regularly? Facebook [  ] WhatsApp [ ] Twitter YouTube [  ] Others [  ] 
3. How often do you share news articles on social media? Very often [  ] Often  [ ] Average [  ] Not often [  ] Not very often [  ] 
4. Have you ever personally been affected by the spread if fake news on social media. Yes [  ] No [  ]



SECTION C
 Instruction: Please tick under the column that best fits your opinion of each of the items in section B. the response options are: 
SA Strongly Agree, A = Agree, N = Neutral, D = Disagree, SD = Strongly Disagree

	S/N
	Question
	SA
	A
	N
	D
	SD

	5.
	Information shared on social media is generally trustworthy
	
	
	
	
	

	6.
	Social media contributes to the rapid spread of misinformation and fake news.
	
	
	
	
	

	7.
	Social media algorithms contribute to the echo chamber effect, promoting the spread of biased information. 
	
	
	
	
	

	8.
	Social media platforms plays a significant role in shaping public opinion.
	
	
	
	
	

	9.
	Users are responsible for verifying the accuracy of information before sharing it on social media.
	
	
	
	
	

	10.
	Governments should implement stricter regulations on social media platforms to prevent the spread of fake news. 
	
	
	
	
	

	11.
	The prevalence of fake news on social media has a significant negative impact on society. 
	
	
	
	
	

	12.
	Social media companies should be held responsible for curbing the spread of fake news on their platforms. 
	
	
	
	
	

	13.
	Fake news undermines trust in legitimate news sources on social media. 
	
	
	
	
	

	14.
	Social media platforms effectively help users distinguish between real news and fake news. 
	
	
	
	
	

	15.
	The responsibility to combat fake news lies more with individual users than with social media platforms. 
	
	
	
	
	

	16.
	People tend to believe fake news more when they encounter it on social media. 
	
	
	
	
	

	17.
	Fact checking initiatives on social media platforms effectively curb the spread of fake news.
	
	
	
	
	

	18.
	Social media users employ critical thinking skills to discern between real and fake news. 
	
	
	
	
	

	19.
	Education and awareness campaigns can mitigate the impact of fake news on social media.
	
	
	
	
	

	20.
	Social media platforms are necessary to control the spread of fake news
	
	
	
	
	



*

