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CHAPTER ONE
INTRODUCTION
1.1	BACKGROUND OF THE STUDY
The way we access news articles and how we generally consume information online has changed. Social media has become the main vehicle for accessing news. Recent Studies shows that Facebook is one of the preferred sources of access to news, especially for the younger generation. However, Facebook, Twitter and WhatsApp are responsible for the proliferation of fake news in the digital universe, increasing its exposure through the creation of segregated groups or recommendation algorithms.
The fake news phenomenon is not new, the deformation of facts, biased information, advertising and information used to discredit beliefs and values have always been part of society: what could be similar, in ancient times, to what is currently called fake news, may have served as a political maneuver even in Roman times in 44BC. In this 21st century the large possibility of impact and spread offered by Social networks.
Sharing fake news on Social media platforms is a global concern for all members of society, including the government, policy makers organizations, businesses and citizen. Fake news is specifically designed to plant a seed of mistrust and exacerbates the existing social and cultural dynamics by misusing political, regional and religious under currents. The circulation of fake news and ate speech poses significant challenges for organization and brands. For example, consumers threatened to boycott Mc Donald's after the fake news regarding its use of ground worm in its burgers became Viral.
   	In Nigeria, the facility of text messaging heralded the emergence of viral fake news. The Ebola -Salt Solution text messages that subtly demanded citizens to bath in and drinks worm salt water to avoid contracting the deadly Ebola Virus in 2014 was probably the first most wide spread of fake news in the country. Consequently, two people died and 20 were hospitalized for excessive, consumption of salt water.
1.2	STATEMENT OF RESEARCH PROBLEM
   	The spread of fake news has resulted in the damaged of the reputation of many nations, government, society, organization and so in the world. It is defined by the New York Times as a false story with the intention to deceive, fake news creates fear and threatens a nation democracy. Fake news is described as a type of yellow Journalism or propaganda is a rising global concern, and for Nigeria which is a multi-ethnic and multi religious country, If not checked could lead to conflict in the country.
   	Over half of the Nigerian population is under 30 years of age and is the most frequent internet users in Nigeria (NIRA, 2019). There has been considerable concern over the authenticity of news sourced from online source, especially social network. In a 2018 study, Watson (2012) revealed that social media is the least trusted news source globally. Unfortunately, many youths tend to believe what they read online and forward it to other users, leading to the spread of fake news. Notwithstanding the spread, the youth continue to subscribe to social media platforms. This development calls for investigation and specifically, the current study tried to figure out the perception and awareness of fake news on Social media.
   	People who uses social media are aware of the existence of fake news, despite their awareness of fake news, majority of people have limited alertness with regards to sensitivity to verifying information before sharing. Some people have negative perception about the extent to which fake news can affect democracy and democratic system of governance.
   	As many virtual news source with doubtful reliability keep, surfacing, the spread of fake news which threaten quality Journalism and media literacy is on the increase in Nigeria. The problem is not only unique to online environments it is also present in the conventional media in spite of the concrete fact checking network prevalent, therefore the problem confronting this study is to examine the audience perception of campaigns against fake news   on social media in Nigeria.
1.3	OBJECTIVES OF THE STUDY
The main objectives of this research are as follows:
1. To assess audience awareness and engagement with campaigns against fake news on social media.
2. To explore the impact of these campaigns on audience attitudes and behaviors on social media platforms.
3. To identify factors that influences the effectiveness of campaigns in changing audience perceptions and behaviors.
4. To provide recommendations for improving and tailoring future campaigns to address fake news  effectively.
5. To determine the perception of audience against fake news   on social media.
1.4	RESEARCH QUESTIONS
The research will address the following research questions:
1. What is the level of audience awareness and engagement with campaigns against fake news   on social media?
2. How do these campaigns influence audience attitudes and behaviors regarding fake news?
3. What factors contribute to the effectiveness of campaigns in changing audience perceptions and behaviors trustworthy online environment?
4. What are the recommendations for improving and tailoring future campaigns to address fake news effectively?
5.    What are the perception of audience against fake news on social media.
1.5	SIGNIFICANCE OF STUDY
   	The study on the audience perception of campaigns against fake news and ate speech on social media will be a immense benefit to other researcher who want to conduct similar research and other research work that are related to this study:
   	This study would also be of immense benefit to the citizens and federal government of Nigeria as it will discuss the perception people have on fake news, the creators and spreader of fake news, the motivation behind sharing of fake news and the role of social media in promoting this culture and also providing a solution in form of suggestion towards combating fake news.


1.6	SCOPE AND LIMITATIONS OF THE STUDY
 	The study focuses on the audience perception of social media on fake news among student of Kwara state polytechnic, Ilorin. However, the scope of this study would be limited specifically to Kwara State Polytechnic Ilorin.
1.7	LIMITATIONS OF THE STUDY 
1. Financial Constraints:
Insufficient fund tends to impede the efficiency of the researcher in sourcing for the relevant materials, literature or information and in the process of data Collection (internets and questionnaire). 
2. Time constraints:
The researcher will simultaneously engage in this study with other academic work. This consequently will cut down on the time devoted for the research work 
1.8	DEFINITION OF KEY TERMS 
1. PERCEPTION; The way in which something is regarded, understand or interpreted.
2. FAKE NEWS; Is described as a type of yellow Journalism or a propaganda that consists of deliberate disinformation spread across the traditional news media and online Social media
3. STUDENTS: refers to individuals registered and recognized as learners in educational institutions like colleges and universities
4. SOCIAL MEDIA; Is the collective of online Communication channels dedicated to community- based input, interaction content-sharing and collaborations. 
5. AUDIENCE; This are people who watch, read, or listen to something i.e Viewers or listeners

CHAPTER TWO
LITERATURE REVIEW
2.1	CONCEPTUAL FRAMEWORK 
INTRODUCTION 
This chapter present review of relevant literature regarding the fake news phenomenon and audience motivation and awareness on fake news. We consider it is important to refer to fake news historical evolution and definitions, fake news creators, and Fake News spreaders on social media. Moreover, it presents information about the motivation behind the fake news phenomenon as well as examples of famous fake news stories which would help to understand the use of the term fake news within this study.
CONCEPT OF FAKE NEWS: AN OVERVIEW 
  	The term ‘fake news’ is not new. Contemporary discourse, particularly media coverage, seems to define fake news as viral posts based on fake accounts made to look like news reports. According to a recent study by Allcott and Gentzkow (2017), articles that are intentionally and verifiably false, and could mislead readers, are defined as fake news. 
  	A critical literature review regarding fake news conceptualization reveals a broad range of definitions proposed by different scholars and practitioners. For example, Lazer et al, (2018,1094) conceptualize fake news as 'news stories' that were fabricated, but presented as if from legitimate source and promoted on social media to deceive the public for ideological and financial gain. Zhnag and Ghorbami (2019) consider fake news to encompass all kinds of false stories or news that are mainly published and distributed on the Internet, in order to purposely mislead, befool or lure readers for financial, political or other gains. Oremus (2017) defines fake news as information that is designed to be confused with legitimate news and is intentionally false.
 	According to visentin, Pizzi & Pichierri (2019) a good definition of fake news should incorporate the fact that they are intentionally false and fabricated stories (Allcott & Gentzkow 2017; Lazer et al 2018) yet perceivably realistic(I.E Consistent with an individual's previous beliefs). As Albright (2016) points out, fake news has become a buzzword, especially after the 2016 presidential elections in the United States, a democratic exercise marked by loads of misinformation and false news.
  	A simple but well-accurate definition about the term of fake news has been provided by Leonhardt and Thompson (2017) in their article in the New York Times, where they describe fake news as a type of propaganda or yellow and misleading journalism that consists of deliberate misinformation, spread via traditional media outlets (their print or online editions) or online social media. On the other hand, a recent study (Tandoc et al. 2018) elaborates more on this by providing an overview of the various types of fake news. Briefly, the study detects six types of fake news: news satire, news parody, fabrication, manipulation, advertising and propaganda (2018, p. 147). Summarizing these findings, one could describe fake news simply as stories that contain misleading and fake facts which aim at either spreading propaganda and influencing the audience’s political views, or at producing a funny content and making a profit. However, apart from the term ‘fake news’, there are similar or quite similar terms, such as post-truth or disinformation, which are also used in an attempt to cover this complex process of producing misleading information. 
 	(Marten et al, 2018) agreed that when defining fake news. Marten et al (2018,9) propose a broader definition of fake news; " as disinformation that includes all forms of false, inaccurate or misleading information designed, presented and promoted to intentionally cause public harm or profit (e.g commercial click-bait). This broader definition of fake news encompasses deliberate attempt at disinformation and distortion of news (Martens et al 2018). Wardle& Derakhshan 2017; Gelfert 2018, the use to filtered to promote ideologies, confuse, saw discontent and create polarization (Marten et al 2018).
 	A narrow definition of fake news proposed by Allcott and Gentzkow(2017,213) conceptualizes false news as " intentionally and verifiably wrong or false news produced for the purpose of earning money and/or promoting ideologies". They consider fake news to be "news articles that are intentionally and verifiably false and could mislead readers" (Allcott and Gentzkow 2017,213) Allcott & Gentzkow (2017) explain that there is a market for verifiably false news because;
1- It is cheaper to produce false news than to generate accurate 
2- It is costly for consumers to distinguish between accurate and fake news and
3- Consumers may enjoy reading fake news because it confirms their belief. Based on the various definitions described above, it is clear that the term of fake news is in practice used broadly is in practice used broadly to cover any misleading and inaccurate information produced and delivered online as a news story with different motivations and purposes.
HISTORICAL EVOLUTION OF FAKE NEWS 
Fake news is not a new phenomenon (Gelfert 2018; McGonagle 2017) because the partisan press has always peddled biased opinions and stories lacking factual basis (McGonagle 2017). New technologies, from the telegraph in the 19th century to contemporary social media algorithms, have lead to fake news proliferation (Gelfert 2018). For example, Gelfert (2018) refers to an article written by J. B. Montgomery-McGovern in 1898, in the Arena journal, entitled “An important phase of gutter journalism: Faking”, in order to outline the challenges of fake news in the. In his article, Montgomery-McGovern (1898) complains about “fake journalism”, considered to be “the most sensational stories” published by news organizations (1898, 240) and explains the “stand-for” technique used by “fakers” to deceive: they used a reputable member of the community (e.g., a doctor, dentist, architect, or other professional or business man) who, for money, would corroborate the fake story. 
    	Gelfert (2018) considers nowadays fake news creators eliminated the “middle-men” and address the readers directly, by sharing the sensational stories on social media. Figueira & Oliveira (2017) argue that fake news (i.e., inaccurate, false, or grossly distorted information presented as news in order to deceive the audience) are produced and disseminated on an exponential online scale causing a real impact on brands. In addition, another important aspect to take into account regarding fake news proliferation is the post-truth era. 


FAKE NEWS IN THE POST-TRUTH ERA 
 Although fake news is not new, the scale of the problem has grown exponentially in the last years and it should be analyzed in the post-truth era context. The term “post-truth” was first used in 1992 by Tesich to describe a mostly political environment in which debate is framed by appealing to emotion, with repeated assertions of half-truths and outright lies whose factual re-buttals are ignored. Since 1992, scholars have argued that we are living in the post-truth era, in which:
 (1) Emotions and personal beliefs are more important than facts, 
(2) The truth of the story no longer matters,
 (3) There is a mistrust in authority, and 
(4) An appeal to negative emotions, such as fear or anxieties (Laybats & Tredinnick 2016). 
Rochlin (2017) argues that in the post-truth era facts and evidence have been replaced with personal belief and emotion. Fake news no longer stand for factless or slanderous news, but rather news that are considered to attack a person‟s pre-existing beliefs (Rochlin, 2017). 
A key aspect to take into consideration is the nature of the news and what people accept as news rather than facts (Rochlin 2017). Rochlin (2017) argues that nowadays the society has shifted towards a belief and emotion-based market. In this context, from a marketing communication perspective, brands can thrive in an emotionally based market, but can also be affected by fake news. 
Fake news stories that spread via social media intertwine with journalism and become primary sources of information because they are considered by people to be real news (Rochlin 2017).
FAKE NEWS CREATORS AND SPREADERS 
     	Society, government, organization, influential personality and other members of any giving state can be affected by fake news when creators succeed in spreading of fake content on social media about them. Thus, understanding the spreading mechanisms of fake news on social media becomes crucial in order to prepare effective reactive communication strategies (Fârte & Obadă 2018). 
Zhang & Ghorbani (2019) consider important to identify the fake news creators and spreaders because they could be non-human or real human beings. Non-human creators of fake news are usually social bots and cyborgs. Ferrara, Varol, Davis, Menczer & Flammini (2016) explain that social bots are computer algorithms designed to exhibit human-like behaviors, that automatically produce content and interact with humans on social media. Ferrara et al. (2016) argue that many bots are designed specifically to distribute rumors, spam, malware, misinformation, slander, or even just noise - and can be creators / spreaders of fake news. Chu, Gianvecchio, Wang, & Jajodia (2012) define cyborgs as either bot-assisted humans or as human-assisted bots. Chu et al. (2012) explain the operating mechanisms after being registered by a human, the cyborg account can post content and participate with the social community. Zhang & Ghorbani (2019) argue that similar to social bots, malicious cyborg accounts can disseminate, fast and easily, fake news that may result in damaging the social belief and trust. However, scholars and practitioners studying the fake news phenomenon developed different tools to counteract non-human creators and spreaders of fake news.  It is more difficult to counteract human creators and spreaders of fake news than non-human representatives. Zhang & Ghorbani (2019) consider real humans as crucial sources of fake news diffusion. Social bots and cyborgs are only the carriers of fake news on social media; those automatic accounts are programmed by humans to spread false messages (Zhang & Ghorbani, 2019). Zhang & Ghorbani (2019) conclude that regardless of the manner in which fake news are spread, manually or automatically, real humans are the ultimate fake news creators. 
   	Thus, this study considered it essential to better understand why human users share fake news about society, government, organization, influential personality etc. on social media platform. According to zhang & Ghorbani 2019, fake news is intentionally created and spread by human users to society, government, organization, influential personality and so on. In this study, however it is believed that without a wide spreading of fake news on social media the phenomenon would cease to exist and there won’t be any negative consequences on it. 
  	In this study it is important to understand the human user behavior of sharing fake news on social media. Zhang & Ghorbani (2019) explain that some legitimate users (i.e., real humans) can also contribute to fake news distribution by becoming sources. These “second hand” spreaders of fake news can post and share content in certain groups and act as influencers for a “third hand” generation of fake news spreaders and so on.
THE MOTIVATION BEHIND FAKE NEWS 
  	After presenting an overview of the term of fake news and historical evolution of fake news so as to understand the perception people have on fake news and to the extent to which people are aware about this phenomenon. During the process of conducting a research on this study, it is observing that some people do participate in the distributing of fake news not because they have the intention of sharing fake information, but to inform others especially people they know about what they learnt and this is evident as we can that people don't verify information before they share with the love of caring for their love one's.
  	According to Allcott and Gentzkow (2017), there appear to be two main motivations for providing fake news. The first is pecuniary: news articles and posts that become viral on social media can draw significant advertising revenue when users click on the original website. Based on this conclusion, it comes as no surprise that pecuniary appears to have been the main motivation for most of the producers whose identities have been revealed (Subramanian, 2017). For example, the teenagers in Veles produced stories favoring both Trump and Clinton that earned them tens of thousands of dollars, while Paul Horner produced pro-Trump stories for profit, despite claiming to be personally opposed to Trump (Dewey, 2016). These examples reveal the fact that making a profit is a strong motivation among the producers of fake news circulated online, who prefer to generate and share misleading articles in order to collect more clicks by potential users and earn money through the advertising. 
The second motivation, as Allcott and Gentzkow describe (2017) in their study about the spread of fake news during the US presidential elections, is ideological. In fact, some fake news providers seek to advance specific political points of views and distribute their propaganda by using misleading facts and data within their articles. For instance, the man who ran endingthefed.com, claimed that he started the site mainly to help Donald Trump’s campaign (Townsend, 2016), while some other providers of right-wing fake news said they actually identify themselves as left-wing and wanted to embarrass those on the Right by showing that they would credulously circulate false stories (Dewey, 2016; Sydell, 2016). 
  	Summarizing the above, two main motivations are behind the production of fake news: financial and ideological. On one hand, outrageous and fake stories that go viral – precisely because they are outrageous – provide content producers with clicks that are convertible to advertising revenue. On the other hand, some other fake news providers produce fake news to promote ideas or people that they favor, often by discrediting others. 
EXAMPLES OF WELL-KNOWN FAKE NEWS 
In order to better understand what fake news is, the motivations behind its generation and online circulation, audience awareness about it, as well as the impact it might have on the audiences. We consider that it is important to look at a few well-known examples of fake news in Nigeria as well as some part of the world. The origin of fake news date back to before the printing press was invented. Burkhardt (2017, p. 5) explains that rumor and false stories have probably been around as long as humans have lived in groups where power matters. As she describes in her study, until the printing press was invented, news was usually transferred from person to person via word of mouth and the ability to have an impact on what people know was an asset that has been prized for many centuries. However, a significant difference between the ‘old’ fake news and the fake news in the social media era, is the fact that stories can now be distributed with high speed, in real-time, reach a huge audience and therefore might influence a lot of people. For instance, as Allcott and Gentzkow point out, an individual user with no track record or reputation can in some cases reach as many readers as Fox News, CNN, or the New York Time. In Nigeria, the facility of text messaging heralded the emergence of viral fake news. The Ebola-Salt solution text messages that subtly demanded citizens to bathe in and drinks worm salt water to avoid contracting the deadly Ebola Virus in 2014, was probably the first most wide spread of fake in the country. Consequently, two people died and 20 were hospitalized for excessive consumption of salt water. One historical example of fake news is ‘Great Moon Hoax’ of 1835, in which the New York Sun published a series of articles about the discovery of life on the moon. The discovery was falsely attributed by the newspaper to Sir John Herschel, one of the most famous astronomers of that time. 
The newspaper’s circulation increased dramatically due to the fake story and after a while it was discovered that the story was nothing more than a hoax. Another recent example for a fake news source is the endingthefed.com website, that was responsible for four of the ten most popular fake news stories on Facebook about the US election and was run by a 24-year-old man (Townsend, 2016). A US company called Disinfomedia owns many fake news sites, including NationalReport.net, USAToday.com.co, and WashingtonPost.com.com and its owner claims to employ between 20 and 25 writers (Sydell, 2016). 


MEANING OF SOCIAL MEDIA 
Social media are specialized media primarily used to promote or enhance social interaction It is a computer-based technology that facilitate the sharing of ideas thoughts and information through the building of virtual networks and communities. Social media are by-product of information and communication technology (ICT) used among diverse and heterogeneous people to link up or connect with one another. They transcend geographical location and time, which are barriers often associated with other forms of communication.
TYPES OF SOCIAL MEDIA
1. Facebook
2. Whatsapp 
3. Twitter 
4. Linked- in
5. Youtube 
6. Instagram 
Facebook: This an online social networking websites, where people can create profiles, share information such as photos and quotes about themselves, and respond or link to the information posted by others.
Whatsapp: Whatsapp is a free mobile messaging application, massively used for international messaging video calls. Its let's users make free voice calls, face-to-face video calls or text message by using wired internet connection or connecting device to WiFi. Users avoid SMS and data usage mobile carriers fees that are typically associated with texting and voice or video messaging.
Twitter: Twitter is an American micro-blogging and social networking services on which users post and internet with message known as "Tweets".
Linkedin: Linked-in is a business and employment oriented online service, that operate via websites and mobile apps. It allows the users to connect, share and learn.
Youtube: YouTube is a video sharing service that allows users to watch videos posted by other users and upload videos of their own.
Instagram: Instagram is an online photo sharing service. It allows users to apply different types of photo, filters to pictures with a single click, then share them with others.
IMPLICATIONS OF SOCIAL MEDIA
I. Spreading of Untrue Information
  The cry of "fake news" has become common place and consumer confidence in even traditional media outlets has been significantly eroded. Unfortunately, false, misleading, or confusing on online can harm ones brand reputations, upset even loyal customers and can dissuade people from even considering the purchase of ones products or services.
II. Unreliable Health Information
   Online rumours can get started about the safety of certain foods, products, ingredients or treatment that have little basis. Unfortunately, social media users may continue to spread this misinformation, which may cause audience to avoid purchasing, or even considering the products or services.
III. Mental health
Many mental health professionals are deeply concerned about the impact that social media as on mental health some believed that the constant distraction of social media contribute to the shortened attention spans. In addition, many people who regularly use social media reports high level of stress.
IV. Damage to professional image
A major risk associated with the use of social media is the posting of unprofessional contents that can reflects unfavourably on helps, people and afflicted institutions. social media convey information about a person's personality, values and priority and the first impression generated by this content can be lasting. Perception may be based on any of the information featured in a social media profile, such as photos, nicknames, post and comments liked or shared as well as the friends, causes organization, games and media that a person follows.
SOCIAL MEDIA AND FAKE NEWS 
Prominent media outlets have invested significantly in developing and improving digital journalism, publishing content for their online environments and expanding their networks through social media and the Internet. Information sharing, networking, and communication are among the key motivations behind the use of social media (Ahn et al., 2007) and, as a result, social media is emerging as one of the key platforms for information dissemination (Xiang and Gretzel, 2010). The technological advances associated with the emergence of social media have increased the spread of information and democratized its consumption globally. According to Burkhardt (2017), the dissemination of information allows ideas to be shared and formerly inaccessible regions to be connected. It also allows users to make choices about the received information and provides a platform for many points of view. Over the past two decades, media organizations have invested in building their online presence, with the later use of social media platforms playing a significant role. In fact, they use social media like Facebook or Twitter, to distribute their content, share their information and build a network of audiences and engage with them. On the other hand, users benefit from the technological advances social media offer since they have acquired access to multiple sources of information and the way they consume news has also changed significantly. 
The new digital landscape for information dissemination and sharing, in combination with the pressure that media organizations face in an omnipresent media environment, have placed considerable changes on news organizations as they are currently structured (Silverman, 2015). As Kellner (2003) underlined, pressures – economic, technological, political, and social – combined with the need to be constantly present, to report with equal speed and alacrity, and to gain followers in the process, has led to a landscape where fake news is almost everywhere, even in prominent media outlets. It is clear that the new technological advances associated with social media (for example the free and real-time distribution of news and information) have also provided a fertile environment for the online misinformation to grow. Burkhardt (2017) argues that in a largely unregulated medium, supported and driven by advertising, the incentive for good is often outweighed by the incentive for revenue, and this has a major impact on how the medium develops over time. Discussing the new technological advances associated with social media, Burkhardt described the proliferation of fake news as one of their outcomes. In fact, she points out that while the existence of fake news is not new, the speed at which it travels and the global reach of the technology that can spread it, are unprecedented (2017, p. 8). Based on the above, fake news exists in the same context as real news on the social media and the problem seems to be distinguishing between what is fake and what is real. In fact, according to Burkhardt (2017), while the fake news is not a new phenomenon, the means by which it is spread has changed in both speed and magnitude: social media platforms like Facebook, Twitter and Instagram are fertile ground for the rapid spread of fake news. Moreover, the same author points out that algorithms known as bots are increasingly being deployed to manipulate information to disrupt social media communication and to gain users’ attention. 
2.2	THEORETICAL FRAME WORK
     In fake news literature we can identify different theories (i.e Selective exposure theory, uses and gratifications theory, social comparison theory, rational choice theory or self-determination theory and so on) proposed by scholars to explain various aspects of social media users' behaviours. Therefore, the following theories are examining in relation to this research study
Uses and Gratification Theory
Based on the fact that this lies in the field of mass media and communication studies, the uses and Gratification Theory (UGT) was employed as part of its theoretical frame work. UGT is a popular approach to understand mass communication. This theory places more focus on the consumer, or audience, instead of the actual message itself by asking what people do with media rather than what media does to people (Leung and Wei, 2000). UGT was first proposedly Katzin1959 and consecutive relevant studies were conducted by Katz, Blumer and Gueritch in 1974 (Hun-Feandchi Hua, 2017) . Based on the definition provided in Hui-Fei and Chi-Hua’s recent study, UGT states that the audience selects media based on personal needs and knows which media can satisfy their needs. In other words, whether an audience uses a medium is determined by the latter´s usefulness in providing information and is influenced by the audience’s motives. 
This theory assumes that members of the audience are not passive but instead they implement an active role in interpreting and integrating media into their own lives.  UGT is a framework that explains how and why people actively seek out for specific types of media (Phua et al, 2017). According to UGT, people receive gratifications through media, which satisfy their informational, social, and leisure needs. Studies applying UGT have found that the individual differences of members of the audience 
– including media self-efficacy, habitual behavior, prior attitudes, and self-regulation.
– serve to moderate their media selections (e.g., Humphreys, Von Pape and Karnowski, 2013; LaRose and Estin, 2004). These media selections, in turn, lead to enhanced knowledge, social interaction, diversion, escapism.
The relevance of this theory to the study is hinged on the fact that audience are active users as they implement an active role in interpreting and integrating media into their own lives. As an active user, audience uses social media platform and the Internet to expand their knowledge and identify fake news distributed online. Audience achieve gratification through media, which satisfies their informational, social and leisure need (Katz 1959; Katz, etc. al. 1974). The audience selects media based on personal needs and knows which media can satisfy it, moreover, individual as an active and not passive audience; they interpret and integrate media into their lives. Social media users' behaviours (such as sharing fake news) reflects their previous interests without being easily affected.
   	Using this theory to explain this study, audience have a free will use the media and how it will affect them as audience are active respondents and have full control over the effects of media on them as effect can be chosen by the audience themselves, therefore fake news does not have direct influence on media users (audience) as they have full control over the effects of media on them.
2.3	EMPIRICAL REVIEW 
The term fake news is a general term recently made popular primarily by political events. Allcott & Gentzkow (2017) evaluated a study on fake news headlines. They adopted survey design in carrying out their study. In their finding they found out that republicans were more likely to believe fake news stories than democrats in addition, the same study also find out that people who spend less time with social media have less education, are younger and are more likely to rate fake news headlines as true. Therefore, people who are less educated would not be able to identify fake news and would perceive any information as true die to lack of knowledge. So people who see fake news are uneducated people who see fake news as true. Researches observe that news readers believed fake news headlines 75% of that time, they suggested that even when aware of fake news people tend to underestimate it's impacts on themselves and exaggerate there effect on others.   
  	Several Studies have provided some insight into the factors that lead people to accept fake news. According to Taber & Lodge (2006) in which they Carried out a study on political misperceptions, which is a concept that has some similarity with fake news, Suggest that fake news is more easily accepted by people who are highly partisan and by individuals with prior options on an issues. 
   	Some research has focused on how people combat encounters with false or misleading information for example, how people accept "pseudo-propound bullshit“, which was conceptualized as Statements that appear to have deep truths but that are either false or lacking in any Substance. In this research, the authors found people who engaged in a deeper reflection of the statements were more likely to reject them as true, but individuals with less critically reflective capacities were more accepting of such Statement.
  	Another contemporary studies on fake news by Fan Yang, Michael Horning (2020) on how third person perceptions off fake news discouraged news readers from sharing "RealNews" on social media. In their findings it was reveals that publics still hold dear the value of press freedom even though they are also, at the same time, concerned by fake news, as a result, they may be less inclined to sharing news on social media, which could ultimately sap public debate on real news across various
Social media Platforms. This research concludes that effective action, should be undertaken continuously and systematically to detect, debunk and eradicate fake news on social media. George Mauridis (2018) conducted a study on fake news and social media, discussing and evaluating how Greek users identify and curb misinformation online. In this research work online survey was used which was conducted on the members the Elinika Hoaxes Facebook group. This research work by George on fake news shows that people have a set of methods and techniques to Identify fake news and counter their spread. This enables us Know that people are aware of fake news and they have ways in which they Identify fake news. In this study the researcher find out that when they read news online they search on the web for the any relevant materials in order to identify whether data presented are true or not. The researcher was also able to find out that audience combat fake news by when users come across fake news on social media they do confirm the validity of the news by searching on media outlet's the background and identity of the Journalist. This study also adopted the UGT Similar to the theory which the used in today’s study in which researcher assume/view that users adopt a more active role in which they counter the spread of fake news as they decided media effect on them and not the media.
Going by the review of the related study, we conclude that audience are aware of fake news on social media and as a result the have different methodologies they used to counter fake news.




CHAPTER THREE
3.0	RESEARCH METHODOLOGY
	Research methodology simply refers to the practical of any given piece of research. More specifically, it's about how are researcher systematically design a study to ensure valid and reliable results that address the research aims and objectives.
             This chapter covers the methodology adopted in gathering of relevant information needed for actualization of the objectives of the study. The chapter is therefore discuss under the heading of research design, area of the study, population of the study, sample size and sample techniques, instrument for data collection, validation of the instrument, method of data collection and analysis.
3.1	RESEARCH DESIGN 
          According to Agbayewa (2003); "Research design is the plan, structure, strategy and investigation adopted to obtain answers to a research question and control variance"
          Therefore, the researcher will adopt survey research method which will be based on a personally administered questionnaire. The aim of survey is to provide empirical data collected from a population of respondents on which valid conclusions can be made.
3.2      POPULATION OF THE STUDY 
     	Nwodu defined population of the study as the total number of elements within a given environment which the researcher set out of the study.
    	Based on the complex nature of fake news, this project suggests that the researcher should use the students of Kwara State Polytechnic, Ilorin, specifically the student of mass communication. This includes both male and female student of the polytechnic. 
   	This implies that every element, subject, objects, etc. is capable of providing useful and relevant data in explaining a certain phenomenon of a given study
3.3	SAMPLE SIZE AND SAMPLE TECHNIQUES 
    	Sample size are the collection of individuals, subjects, elements, and so forth that a researcher intends to use for their study. Therefore, the portion of a population selected for a study is known as sample size.
   	According to Aborisade (2008), in determining the sample size, it should be noted that the more heterogeneous the population, the more the sample size should be and the homogenous the population, the less the sample size who are the representative of the population. In this research study, the researcher used (100) one hundred students in Mass communication department as a sample size which serves as the representative of the population to draw more light on the project type and the research method.
   	Sampling technique is a scientific process of selecting representatives as a study population. In this research, Non-probability sampling techniques, specifically purposive or judgment sampling is being used.
3.4	RESEARCH INSTRUMENT 
     	Research instruments are said to be different tools or devices used in collecting data. Therefore, in this research, questionnaire is being used as the instrument for data collection. Questionnaire is mostly used in conducting survey and it is as important as the whole research itself. 
   	According to Saadudeen (2015), Questionnaire is used to determine the outcome of a research exercise. This study employs the usage of a close-ended question to formulate its questionnaire.
3.5	VALIDITY AND RELIABILITY OF THE INSTRUMENT 
   	Validity is a way or mechanism of determining that certain instruments, variables or data can measure what they are designed to measure by a researcher. While reliability on the other hand, is concerned with the consistency of an instrument in measuring what it is designed to measure.
   	The instrument (questionnaire) user is valid because it is the most appropriate instrument for data collection in survey study. According to Saadudeen (2015), Questionnaire is the best option when a researcher is interested in studying a very large population as it offers uniformity in coding question.
3.6 	METHOD OF ADMINISTRATION OF THE INSTRUMENT 
The administration of the questionnaire was carried out personally by the researcher, the questionnaire was sought permission of the lecturers and administration of the questionnaire. The questionnaire contained questions which help the researcher to get the right option or view of the subject or respondents. The researcher personally collected the questionnaire immediately the respondents were through with the questions.

3.7	METHOD OF DATA ANALYSIS 
The responses of the questionnaire administered were statistically analyze by researcher using table format. The analysis was what the researchers used to eventually draw up a conclusion on the impact of fake news on social media on fake news among student of Kwara state polytechnic, Ilorin.















CHAPTER FOUR
4.0 	DATA PRESENTATION AND ANALYSIS
  	Data presentation is defined as the process of using various graphical formats to visually represent the relationship between two or more data sets so that an informed decision can be made based on them. It also refers to the organization and presentation of data into tables, graphs, charts etc. However, the organization and presentation of data shall be according to questionnaire items and responses, in the (20) twenty questionnaire items developed from the three framed researcher questions, the researcher aimed at using them to provide an answer to his topic problem. 
 	A total of one hundred (100) copies of the questionnaire were produced and distributed to the researcher sample populace. All presentations are done in simple percentage tabular mode, while simple descriptive analysis technique was used to describe what items were contained in the tables.
4.1	DATA ANALYSIS 
  	Data analysis is the most crucial part of any research. Data analysis summaries collected data. It is a process used by researchers for reducing data to a story and interpreting it to derive insights.
  	In this chapter data are organized into tables so that statically and logical conclusion can be gotten frills the collected data and merit will be discussed. In this research work, the simple percentage tabular presentation in presenting the primary data generated from the field. Doing this would enable easy, convenience, clarity and vetted comprehension.                             
The researcher presents all the questionnaire items that would provide answers to the researchers identified problem and all presentations and analysis shall be in conformity with questionnaire items and responses.
QUESTION 1: Distribution of the age of respondents 
Table I
	RESPONSES 
	FREQUENCY 
	PERCENTAGE 

	15-20
	89
	89%

	21-30
	11
	11%

	31-40
	0
	0%

	41 and above 
	0
	0%

	Total 
	100
	100%


Source: Researcher’s Fieldwork, 2025
In the above table 89 respondents on 89% fall between the age bracket of (15-20)years and 11 respondents on 11% fall between the age bracket of (21-30) years. For the age bracket of (31-40) years, we have 0 respondents on 0% and then 0 respondents 0% for the age 41 years and above.
QUESTION 2: Distribution of sex respondents 
	RESPONSES 
	FREQUENCY
	PERCENTAGE 

	Male 
	44
	44%

	Female
	56
	56%

	Total 
	100 
	100% 


Source: Researcher’s Fieldwork, 2025
In the response to the question on the distribution of respondents according to their sex, 44 respondents representing 44% of the population are male while 56 representing 56% are female.
QUESTION 3: Distribution of religion of respondents
	RESPONSES 
	FREQUENCY
	PERCENTAGE (%)

	Islam 
	79
	79%

	Christianity 
	21
	21%

	Total
	100
	100%


Source: Researcher’s Fieldwork, 2025
 	The above table shows the number of respondents religion and from the table 79 (79%) are Muslim, while 21 (21%) of the respondents are Christian.
QUESTION 4: Marital Status 
	RESPONSES 
	FREQUENCY
	PERCENTAGE (%)

	Single 
	92
	92%

	Married 
	8
	8%

	Divorce
	0
	0%

	TOTAL
	100
	100%


Source: Researcher’s Fieldwork, 2025
The table above shows the Marital Status of the respondents. According to the table 92 (92%) are single, 8 (8%) are married while 0 (0%) of the respondents is divorce 




 QUESTION 5: Occupation 
	      RESPONSES 
	       FREQUENCY 
	      PERCENTAGE 

	Civil servants 
	30
	30%

	Students 
	65
	65%

	Traders 
	4
	4%

	Others
	1
	1%

	Total 
	100
	100%


Source: Researcher’s Fieldwork, 2025
Table 5 above shows the occupation of the respondents, according to the table 30(30%) are respondents for civil servant, 65 (65%) are students, 4(4%), of the respondents are traders, while 1 (1%) are others i.e people with their various Occupation. 
QUESTION 6: Which social media platform do you come across fake news the most.
Table I
	RESPONSES
	FREQUENCY 
	PERCENTAGE (%)

	Facebook 
	52
	52%

	WhatsApp   
	28
	28%

	Instagram
	4
	4%

	Twitter 
	16
	16%

	Total
	100
	100%


Source: Researcher’s Fieldwork, 2025
From the table above, 52(52%) of the respondents come across fake news the most on Facebook, 28 (28%) on WhatsApp, 4(4%) on Instagram, while 16(16%) come across it on Twitter.

QUESTION  7:  Fake news can increase private distrust for the media 
Table II
	       RESPONSES 
	FREQUENCY
	PERCENTAGE (%)

	True 
	100
	100%

	False
	0
	0%

	Not sure 
	0
	0%

	Total 
	100
	100%


Source: Researcher’s Fieldwork, 2025
The table above shows how respondents answered the question above 100 (100%) of the respondents agree that fake news can increase public distrust for the media, 0 (0%) of them do not agree, while 0 (0%) of the respondents are not sure. 
QUESTION 8: Which of the social media platforms does fake news spreader make use of the most 
Table III
	RESPONSES 
	FREQUENCY
	PERCENTAGE (%)

	Facebook 
	70
	70%

	WhatsApp  
	21
	21%

	Instagram 
	9
	9%

	Total 
	100
	100%


Source: Researcher’s Fieldwork, 2025
From the tables above, 70 (70%) of the respondents believe that fake news spreader make use of Facebook than other social media platform, 21 (21%) of the respondents believe it is WhatsApp, while 9 (9%) of the respondents believe it is Instagram 

QUESTION 9: How often do you come across fake news on social media?
Table IV
	RESPONSES 
	FREQUENCY
	PERCENTAGES (%)

	Very Often 
	35
	35%

	Quite often
	61
	61%

	Not often
	4
	4%

	Total
	100
	100%


Source: Researcher’s Fieldwork, 2025
From the above table, it shows how the respondents often come across fake news social media, 35 (35%) come across it very often, 61 (61%) quite often, while 4 (4%) are not often.
QUESTION 10: Disinformation is the major purpose of most fake news spread on social media
Table V
	RESPONSES 
	FREQUENCY
	PERCENTAGE(%)

	True
	96
	96%

	False 
	4
	4%

	Not sure
	0
	0%

	Total
	100
	100%


Source: Researcher’s Fieldwork, 2025
From the above table, 96 (96%) of the respondents believe disinformation is the major purpose of most fake news spread on social media,  4 (4%) of the respondents do not believe while 0(0%) of the respondents are not sure.

QUESTIONS 11: Fake news are mostly disinformation 
Table VI
	RESPONSES 
	FREQUENCY
	PERCENTAGE (%)

	Strongly agree 
	82
	82%

	Agree
	18
	18%

	Neutral 
	0
	0%

	Disagree 
	0
	0%

	Strongly disagree 
	0
	0%

	Total
	100
	100%


Source: Researcher’s Fieldwork, 2025
From the table above the respondents strongly agree with 82 (82%) respondents believe that fake news are mostly disinformation, 18 (18%) agree with this point, 0 (0%) are neutral, 0 (0%) disagree with this while 0 (0%) strongly disagree about it.
QUESTION 12: Fake news are created due to poor governance in a state 
Table VII
	RESPONSES 
	FREQUENCY
	Percentage (%)

	Strongly agree 
	42
	42%

	Agree 
	37
	37%

	Neutral
	21
	21%

	Disagree 
	0
	0%

	Strongly disagree 
	0
	0%

	Total
	100
	100%


Source: Researcher’s Fieldwork, 2025
From the above table, the respondents strongly agree with 42 (42%) that fake news are created due to poor governance, 37 (37%) of the respondents agree with this point, 21 (21%) are neutral, 0 (0%) disagree with this, while 0 (0%) of the respondents strongly disagree about it.
QUESTION 13: Fake news can lead to violence and create tension in the state 
Table VIII
	RESPONSES 
	FREQUENCY
	PERCENTAGE(%)

	Strongly agree 
	77
	77%

	Agree 
	20
	20%

	Neutral 
	3
	3%

	Disagree 
	0
	0%

	Strongly disagree 
	0
	0%

	Total 
	100
	100%


Source: Researcher’s Fieldwork, 2025
From the above table 77 (77%) of the respondents strongly agree 20 (20%),agree to it 3 (3%) are neutral, 0 (0%) disagree with it, while 0  (0%) of the respondents strongly disagree about it.
QUESTION 14: Media users participate in sharing of fake news 
Table IX
	RESPONSES 
	FREQUENCY
	PERCENTAGES (%)

	Strongly agree 
	26
	26%

	Agree
	49
	49%

	Neutral 
	0
	0%

	Disagree 
	2
	2%

	Strongly disagree 
	5
	5%

	Total 
	100
	100%


Source: Researcher’s Fieldwork, 2025
Table 14 show how respondents strongly agree with the question above with 26 (26%)respondents 49 (49%);agree to it, 0 ( 0%) are neutral, 2 (2%) disagree with it, while 5 (5%) of the respondents strongly disagree about it.
QUESTION 15: people hardly confirm their news source before believing and sharing of information 
Table X
	RESPONSES 
	FREQUENCY
	PERCENTAGE

	Strongly agree
	66
	66%

	Agree
	32
	32%

	Neutral
	0
	0%

	Disagree
	0
	0%

	Strongly disagree
	2
	2%

	Total
	100
	100%


Source: Researcher’s Fieldwork, 2025
The table above shows how the respondents respond that people hardly confirm their source before believing and sharing of information, 66 (66%) strongly agree, 32 (32%) agrees, 0 (0%) remain neutral, 0 (0%) disagree with this, while 2 (2%) Strongly disagree with this point.




QUESTION 16: Social media platform like WhatsApp and Facebook performs a fertile role in the spread of fake news.
Table XI
	RESPONSES 
	FREQUENCY
	PERCENTAGE

	Strongly agree
	62
	62%

	Agree
	33
	33%

	Neutral
	2
	2%

	Disagree
	0
	0%

	Strongly disagree
	3
	3%

	Total
	100
	100%


Source: Researcher’s Fieldwork, 2025
From the table 16, the respondents strongly agree with 62 (62%) respondents believe that social media platform like WhatsApp and Facebook performs a fertile role in the spread fake news, 33 (33%) respondents agree with this point, 2 (2%) are neutral, 0 (0%) disagree with this, while 3 (3%) Strongly disagree.
QUESTION 17: Social media handles and users of WhatsApp and Facebook do participate in the spread of fake news
Table XII
	RESPONSES 
	FREQUENCY
	PERCENTAGE

	Strongly agree
	39
	39%

	Agree
	54
	54%

	Neutral
	27
	27%

	Disagree
	0
	0%

	Strongly disagree
	0
	0%

	Total
	100
	100%


Source: Researcher’s Fieldwork, 2025
From the table above 39 (39%) of the respondents strongly agree with this question, 54 (54%) of the respondent agree, 27 (27%) remains neutral,0 (0%) disagree with this point while 0 (0%) of the respondents strongly disagree.
QUESTION 18: Social media such as WhatsApp and Facebook has a great ability to be used to spread fake news instantaneously
Table XIII
	RESPONSES 
	FREQUENCY
	PERCENTAGE

	Strongly agree
	50
	50%

	Agree
	21
	21%

	Neutral
	27
	27%

	Disagree
	2
	2%

	Strongly disagree
	0
	0%

	Total
	100
	100%


Source: Researcher’s Fieldwork, 2025
The table 18 above, show how the respondents respond that social medium such as WhatsApp and Facebook has a great ability to be used to spread fake news instantaneously 50 (50%) strongly agree, 21 (21%) agree, 27 (27%) remains neutral, 2 (2%) disagree, while 0 (0%) of the respondents strongly disagree with this point.




QUESTION 19: Social media handles or users of Facebook and WhatsApp  spread news without confirmation.
	RESPONSES 
	FREQUENCY
	PERCENTAGE

	Strongly agree
	65
	65%

	Agree
	10
	10%

	Neutral
	0
	0%

	Disagree
	20
	20%

	Strongly disagree
	5
	5%

	Total
	100
	100%


Source: Researcher’s Fieldwork, 2025
The table above show that responses of the respondents to the question above, 65 (65%) of the respondents strongly agree, 10 (10%) agree, 0 (0%) remains neutral, 20 (20%) disagree, while 5 (5%) of the respondents strongly disagree.
QUESTION 20: Social media like WhatsApp and Facebook are the most effective medium used for spreading of fake news 
Table XV
	RESPONSES 
	FREQUENCY
	PERCENTAGE (%)

	Strongly agree
	90
	90%

	Agree
	10
	10%

	Neutral
	0
	0%

	Disagree strongly
	0
	0%

	Disagree 
	0
	0%

	Total
	100
	100%


Source: Researcher’s Fieldwork, 2020
From the above table, the respondent showed that social media like WhatsApp and Facebook are the most effective medium use for spreading of fake news with 90 (90%) respondents strongly agree, 10 (10%) agree, 0 (0%) remains neutral, 0 (0%) disagree,  while 0 (0%) of the respondents strongly disagree to this point.
4.2	DISCUSSION OF FINDINGS 
The purpose of this study is to examine the Audience perception of social media as platforms for spreading fake news among students of kwara state polytechnic. The result obtained the statistical analysis in this study was used to provide an answer to this research study, as data were presented into tables using simple percentage tabular presentation in the chapter four of this study to provide an answer to the question raised in this study.
This findings confirmed that the perception of audience on fake news is that fake news on social media can increase public distrust for the media, Zhnag and Ghorbami (2019) consider fake news to encompass all kinds of false stories or news that are mainly published and distributed on the Internet, in order to purposely mislead, befool or lure readers for financial, political or other gains. Oremus (2017) also affirm that fake news as information that is designed to be confused with legitimate news and is intentionally false.
It was also discovered that social media handles or users of Facebook and WhatsApp  spread news without confirmation.
  	It was also discovered that audience are aware of fake news on social media as indicated in table 9.
I also noticed how individual consider the purpose and the use of social media as a means to spread fake news. People hardly confirm their source before believing and sharing of information. 
It concluded that the spread of fake news on social media if not combated can lead to violence, create tension and make audience to lose their trust for media, therefore making it difficult for them to believe information that are highly legit.















CHAPTER FIVE
5.1	SUMMARY 
   	The research study is based on "Audience perception of social media as platforms for spreading fake news among students of kwara state polytechnic". This research work is divided into five main chapters from chapter one of this study to chapter five, which clearly reviewed some steps and approach for easy presentation of its contents.
  	Chapter one is based on the background of the study with emphasis on the fake news phenomenon in the 21st century and the large possibility of impact and spread offered by social networks, statement of research problems, research objectives, research question, significant of the study and its operational definition of key terms.
  	Chapter two of this research work explained the conceptual framework, the theoretical framework of the research applied by the researcher which is the uses and gratification theory (UGT) and review of related studies was done to explain the nature of different individual research work.
Chapter three of this research work however contains research methodology adopted in this study, research design, population of the study which are dwellers of Kwara State Polytechnic sample size which is (100), one hundred and sampling technique which is purposive sampling techniques and the instrument used in the research study was questionnaire that was administered amidst the sampling size of the population, it also clearly state validity and reliability of the instrument and along stated the method of data analysis. 
Chapter four of this research work explains how the data were gathered and analyzed for proper comprehension. It also contained how the data were presented and the discussion of the research findings.
Chapter five of this research clearly explained and summarized the whole chapter from one to four and also contain the conclusion and recommendations presented by the researcher.
5.2	CONCLUSION 
The research study aimed at a finding out the impact of fake news on social media among the youth
Fake news is, and has since long been an increasing common part of the media ecosystem. Unintentional fake news and need that is purposely fake have become part of our daily news routine, while social media offers the tools to generate and distribute fake news rapidly.
Based on our findings and the observation drawn from empirical data shows that some users perceive that fake news on social media are caused by many factors of which failure to confirm information source is one of the reason why fake news still exist and spread rampantly in this in 21st century even with the level of exposure of people. Some also perceived that fake news are created by media handles and presented as if it from legitimate source and promoted on social media to deceive the public for ideological and financial gain.
However, most fake news spread on social media especially WhatsApp and facebook is not because users have intention of sharing fake information, but to inform others especially people they know about what they learn in order to show love or care for their love one's.
   	Fake news sometimes circulate on social media due to poor governance in the state and are meant to create tension as high percentage of data collected from the respondent support that fake news spread on social media to create tension and for misinformation.
   	This research concludes that the spread of fake news on social media if not combated can lead to violence, create tension and make audience to lose their trust for media, therefore making it difficult for them to believe information that are highly legit.
5.3	RECOMMENDATIONS 
    	In respect of the findings, the following suggestions have been made to improve the situation 
I. Media users should ensure to confirm information source correctly before they share information as this would help combat fake news 
II. Government should regulate the use of all social media available in a country in order to combat fake news.
IV 	Civil society and human rights group should help create awareness on the spread of fake news on social media social that more Nigeria would always be skeptical about every news item they come across on social media.
V 	Information managers should be very careful with the water they handle news stories, especially those emanating from social media
VI 	Regulatory bodies should impose heavy sanction on people spreading fake news in the country.
VII 	Readers should always access their news from credible source.
VIII  	News consumers should always try to crosscheck information receive on social media from traditional media like The Punch, The Nation, NTA, FRCN and others in order to verifying the authenticity of news.
IX  	News consumers should also be cautions of news they  receive as they are many news sources that cannot be relied upon
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QUESTIONNAIRE

Department of Mass Communication 
Institute of Information and Communication Technology  
Kwara State Polytechnic, 
Ilorin.

Dear Respondent, 
I am the final year student of the above Institution, carrying out a research on “AUDIENCE PERCEPTION OF SOCIAL MEDIA AS PLATFORMS FOR SPREADING FAKE NEWS AMONG STUDENTS OF KWARA STATE POLYTECHNIC”. 
I am happy to inform you that you are one of the respondents selected for the study. Kindly fill the attached questionnaire accurately and being rest assured that information supplied will be treated confidentially. 
SECTION A
PERSONAL DATA
Please tick (√) where appropriate 
1. 	Sex : a. Male { } b. Female { } 
2. 	Age : a. 15-20 { } b. 21- 30 { } (c) 31-40 { }  (d) 41 and above {  }  
3. 	Marital Status  a. Single { } b. Married { }  
4. 	Religion   a. Christian { } (b) Muslim { } (c) Traditional {  }
5. 	Respondents by their occupation   a. Civil servant { } (b) Trader {  } 
(c) Student { } d. Others { }
 
SECTION B
6.	Which social media platform do you come across fake news the most?
(a) Facebook { } (b) Whatapp { } (c) Instagram { } (d) Twitter { }
7.  	Fake news can increase private distrust for the media 
(a) True { } (b) False { } (c) Not sure { } 
8.	Which of the social media platforms does fake news spreader make use of the most 
(a) Facebook { } (b) Whatapp { } (c) Instagram { } (d) Twitter { }
9.	How often do you come across fake news on social media?
(a) Very often { } (b) Quite often { } (c) Not often { } 
10.	Disinformation is the major purpose of most fake news spread on social media
(a) True { } (b) False { } (c) Not sure { } 
11.	Fake news are mostly disinformation 
(a) Strongly agree { } (b) Agree { } (c) Neutral { } (d) Disagree { } 
(e) Strongly disagree {  }
12.	Fake news are created due to poor governance in a state 
(a) Strongly agree { } (b) Agree { } (c) Neutral { } (d) Disagree { } 
(e) Strongly disagree {  }
13.	Fake news can lead to violence and create tension in the state 
(a) Strongly agree { } (b) Agree { } (c) Neutral { } (d) Disagree { } 
(e) Strongly disagree {  }
14.	Media users participate in sharing of fake news 
(a) Strongly agree { } (b) Agree { } (c) Neutral { } (d) Disagree { } 
(e) Strongly disagree {  }
15	People hardly confirm their news source before believing and sharing of information 
(a) Strongly agree { } (b) Agree { } (c) Neutral { } (d) Disagree { } 
(e) Strongly disagree {  }

16.	Social media platform like WhatsApp and Facebook performs a fertile role in the spread of fake news.(a) Strongly agree { } (b) Agree { } (c) Neutral { } 
(d) Disagree { } (e) Strongly disagree {  }
17.	Do you think fake news has a significant presence on social media. (a) Strongly agree{ } (b) Agree { } (c) Neutral { } (d) Disagree { } (e) Strongly disagree {  }
18.	Social medium such as WhatsApp and Facebook has a great ability to be used to spread fake news instantaneously. (a) Strongly agree { } (b) Agree { } (c) Neutral { }                (d) Disagree { } (e) Strongly disagree {  }
19. 	Social media handles or users of Facebook and WhatsApp  spread news without confirmation. (a) Strongly agree { } (b) Agree { } (c) Neutral { } (d) Disagree { } 
(e) Strongly disagree {  }
20.	Social media like WhatsApp and Facebook are the most effective medium used for spreading of fake news. (a) Strongly agree { } (b) Agree { } (c) Neutral { } (d) Disagree { } (e) Strongly disagree {  }
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