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ABSTRACT

The rise of social media as a source of breaking news has transformed the media landscape in Nigeria. This study investigates audience perception of the credibility of social media platforms such as Facebook, Twitter, and Instagram in delivering breaking news. Employing a descriptive survey design, data were collected from a sample of Nigerian social media users across various demographics. The findings reveal a growing reliance on social media for real-time news updates, although concerns over misinformation, fake news, and lack of regulatory standards persist. While younger audiences show higher trust in social media news content, older users remain skeptical, preferring traditional media outlets. The study concludes that although social media provides fast and convenient access to news, its credibility is still questioned, necessitating media literacy and stronger content verification practices. Recommendations include increased fact-checking mechanisms and public awareness campaigns to improve responsible news consumption on social media.
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CHAPTER ONE
INTRODUCTION
1.1 Background of the Study
The rise of social media has significantly transformed the way information is consumed, shared, and perceived, especially among young people. In Nigeria, the increasing accessibility of the internet and mobile phones has made social media platforms—such as Facebook, Twitter, WhatsApp, and Instagram—key channels through which students, particularly those in higher institutions, access news and other forms of communication. Social media’s role in shaping the perceptions of message credibility has been widely debated, with studies revealing both positive and negative outcomes for users’ trust in the information they receive (Flanagin & Metzger, 2001; Kiousis, 2010).
For students at Kwara State Polytechnic (Kwarapoly), social media platforms are vital for accessing academic resources, interacting with peers, and staying informed about current events. WhatsApp, in particular, has become a dominant source of news and communication among students, enabling them to rapidly share and consume information in group chats and broadcasts (Usman et al., 2022). However, the lack of editorial oversight on these platforms raises concerns about the accuracy, reliability, and credibility of the content that students encounter.
Message credibility, or the perceived trustworthiness of the information being shared, plays a critical role in shaping how students respond to content on social media. While social media platforms are convenient and often timely, they are also prone to the spread of misinformation, rumors, and fake news. The ease with which content can be shared, forwarded, and reposted amplifies the risk of misinformation reaching a wide audience without proper verification. In Nigeria, this issue is particularly relevant, as the country has experienced instances where fake news spread through social media has had significant consequences, such as inciting violence or creating political unrest (Maradun et al., 2021).
Understanding how students at Kwara State Polytechnic assess the credibility of information on social media is crucial for evaluating the broader implications of social media on news consumption. Factors such as the source of the information, the format in which the message is presented, and the students’ own media literacy levels influence how credible they perceive messages to be. Research has shown that individuals tend to trust information that comes from familiar or personal sources, such as friends, family, and peers, over information from unknown or institutional sources (Pierson, 2011). In the context of social media, this can lead to the unchecked spread of unverified messages, as students may place more trust in content shared within their networks than in professionally vetted news outlets.
Despite the critical role of social media in shaping students’ perceptions of credibility, limited research has focused on how students in Nigerian institutions evaluate the trustworthiness of information shared on these platforms. This study seeks to fill this gap by investigating the influence of social media on message credibility among students of Kwara State Polytechnic, Ilorin. The findings will provide valuable insights into how social media shapes the way students engage with information, and it will contribute to the ongoing discussion about the role of social media in modern communication practices.
1.2 Statement of the Problem
Social media has revolutionized communication by providing a platform for fast and easy dissemination of information. However, the credibility of the messages circulating on these platforms remains a major concern. In Nigeria, platforms like WhatsApp, Facebook, and Twitter are widely used by students, especially at Kwara State Polytechnic, to share and consume news. The credibility of these messages is often questioned, as social media is frequently used to spread unverified information, including rumors, misinformation, and fake news (Maikaba & Msughter, 2019). The lack of editorial controls, such as fact-checking and gatekeeping, on these platforms exacerbates the problem.
Despite the pervasive use of social media among students, little is known about how they evaluate the credibility of information they encounter online. This is an important issue, as the spread of misinformation can have a negative impact on students’ academic performance, social interactions, and overall perception of public affairs. With limited media literacy programs addressing these concerns in educational settings, students may not be equipped to critically assess the trustworthiness of the content they encounter on social media.
This study aims to explore how students of Kwara State Polytechnic perceive the credibility of messages on social media and the factors that influence their credibility judgments. By understanding these perceptions, the study seeks to highlight the challenges posed by misinformation and contribute to the development of strategies for improving media literacy and fostering more responsible social media use.
1.3 Research Objectives
The main objectives of this study are:
i. To assess how students of Kwara State Polytechnic perceive the credibility of information on social media.
ii. To identify the factors that influence students’ perception of message credibility on social media platforms.
iii. To explore how students differentiate between credible and non-credible information on social media.
iv. To examine the impact of social media on students’ decision-making and beliefs regarding the information they consume.
v. To evaluate the role of media literacy in shaping students’ ability to assess the credibility of messages on social media.
1.4 Research Question
The following research questions guide this study:
i. How do students of Kwara State Polytechnic perceive the credibility of information on social media?
ii. What factors influence students’ perception of message credibility on social media platforms?
iii. How do students differentiate between credible and non-credible information on social media?
iv. To what extent does social media affect students’ beliefs and decisions based on the information they consume?
v. How does media literacy impact students’ ability to critically evaluate the credibility of messages on social media?
1.5 Significance of the Study
This study is significant both academically and practically:
Academically, it will contribute to the growing body of research on media credibility, particularly in the context of social media and its impact on youth, with a focus on Nigerian students. It will provide insights into the factors that influence students’ trust in information shared on social media platforms and how these factors shape their overall media consumption habits.
Practically, the study will inform the development of media literacy programs aimed at helping students at Kwara State Polytechnic and similar institutions better navigate social media platforms. By understanding the factors that influence students’ perceptions of message credibility, educational institutions, policymakers, and media organizations can develop strategies to promote responsible social media use, reduce the spread of misinformation, and foster more informed communities.
1.5 Scope and Limitations of the Study
This study is focused on students at Kwara State Polytechnic, Ilorin, Nigeria. It examines their perceptions of message credibility on social media platforms, specifically WhatsApp, Facebook, and Twitter. The study will consider factors such as demographic characteristics (e.g., age, gender, field of study), media literacy, and previous exposure to misinformation.
Limitations of this study include:
The study’s focus on a single institution, which may limit the generalizability of the findings to other universities or regions.
Possible biases in self-reported data, as students may be reluctant to admit to being influenced by misinformation.
Constraints in time and resources, which may limit the depth of the research.
1.7 Definition of Key Terms
i. Message Credibility: The perceived trustworthiness and reliability of information received through social media channels.
ii. Social Media: Digital platforms that allow users to create, share, and engage with content, including Facebook, WhatsApp, Twitter, and Instagram.
iii. Perception: The way students interpret and make judgments about the credibility of messages on social media.
iv. Media Literacy: The ability to access, analyze, evaluate, and create media in various forms, with an emphasis on critical thinking and responsible use.
v. Misinformation: False or inaccurate information spread without malicious intent, often due to misunderstandings or lack of verification.


CHAPTER TWO
LITERATURE REVIEW
2.0 Introduction 
2.1 Conceptual Framework 
The conceptual framework for studying the influence of social media on message credibility among students of Kwara State Polytechnic, Ilorin, focuses on three main concepts: social media, message credibility, and audience perception. Social media platforms, such as Facebook, Twitter, and WhatsApp, are central to the study, as they provide students with fast and accessible information. However, the challenge lies in how students perceive the credibility of the messages shared, especially due to the presence of misinformation and unverified sources.
Message credibility refers to how trustworthy and accurate students consider the information they receive on social media. This perception is influenced by factors such as the source of the message (verified accounts versus anonymous users) and the format of the message (text-based versus visual content). Audience perception shapes how students evaluate these messages, with digital literacy and the ability to cross-check information playing key roles in determining whether a message is credible or not.
Several factors influence this relationship, including platform features (such as algorithms and verification mechanisms), the spread of misinformation, and the level of digital literacy among students. Platforms that fail to provide proper verification or promote sensational content can lead to skepticism. Students who can identify credible sources are more likely to trust the information, while those less digitally literate may struggle to discern credibility.




2.1.1. Concept of Social Media 
Over the years, many scholars have been able to distinctively define and clarify the concept of social media. In their definition and clarification, the concept of social media has been used interchangeably with social networking site. Likewise, in this section, the word will be used interchangeably. In defining social media, Kaplan and Haenlein (2010) gave a general definition of social media in consideration of Web 2.0 and User-Generated Content. According to them social media is a group of internet-based applications that build on the ideological and technological foundations of Web 2.0 and that allows the creation and exchange of User Generated Content. They also went further to describe social media as a group of internet-based applications that build on the ideological and technological foundations of Web 2.0 and that allow the creation and exchange of user-generated content. Nwanton, Odoemalamn, Orji-Egwu, Nwankwo and Nweze (2013)defines social media as those internet-based tools and services that allow users to engage with each other,generate contents, distribute and search for information online.  
Parr (2010) defines social media as the use of electronic and Internet tools for the purpose of sharing and discussing information and experiences with other human beings in more efficient ways. On the other hands, Jantsch (2008) considers social media as the use of technology combined with social interaction to create or co-create value. According to Merriam-Webster dictionary (2017), social media is a form of electronic communication (as websites for social networking and microblogging) through which users create online communities to share information, ideas, personal messages, and other content (as videos) while Dykeman (2008) acknowledged social media as “the means for any person to: publish digital, creative content; provide and obtain real-time feedback via online discussions, commentary and evaluations; and incorporate changes or corrections to the original content” (Dykeman, 2008).  
Bryer and Zavatarro (2011) described social media as technologies that smooth the progress of social interaction, make possible collaboration, and enable deliberation across stakeholders. These technologies now include blogs, wikis, media (audio, photo, video, text) sharing tools, networking platforms, and virtual worlds. Social Media Online (2011) defines social media as primarily internet-and mobile-based tools for sharing and discussing information by users. The term, according to Andreas and Michael (2010), refers to “a group of Internetbased applications that build on the ideological and technological foundations of Web 2.0, and that allow the creation and exchange of user-generated content."  
Drury (2008) describes social media as online resources that people use to share content: video, photos, images, text, ideas, insight, humor, opinion, gossip, news. Safko and Brake (2009) further defined social media as “activities, practices, and behaviors among communities of people who gather online to share information, knowledge, and opinions using conversational media. Kietzmannn, Silverstre, McCarthy andLeylan (2012) describes social media as the platform that employs mobile and web based technology to create highly interactive platforms via which individuals and community share, co-create, discuss and modifies user generated content. Social media, as defined by Bryer and Zavatarro (2011) are technologies that facilitate social interaction, make possible collaboration, and enable deliberation across stakeholders. These technologies now include blogs, wikis, media (audio, photo, video, text) sharing tools, networking platforms, and virtual worlds. Social Media Online (2011) defines social media as primarily internet-and mobile-based tools for sharing and discussing information by users.  
The term social media, according to Kaplan andHaenlein (2010) refers to “a group of Internet-based applications that build on the ideological and technological foundations of Web 2.0, and that allow the creation and exchange of user-generated content” (p. 61). Web 2.0 was coined by Darcy DiNucci in 1999 to describe interactive social websites which allow users to interact and collaborate with each other in a social media dialogue. Davis, Canche, Deil-Amen and Rios-Aguilar (2012) refer to social media technology (SMT) as web-based and mobile applications that allow individuals and organizations to create, engage, and share new usergenerated or existing content, in digital environments through multi-way communication. Through this platform, individuals and organizations create profiles, share and exchange information on various activities and interests. An interesting aspect of social media is that, it is not limited to desktop or laptop computers but could be accessed through mobile applications and smart phones making it very accessible and easy to use. Examples of these social media platforms both on the web and mobile application include Facebook, Twitter, YouTube, Whatsapp, Instagram, blogs etc.   
According to Boyd and Ellison (2007), “social networking sites are web-based service platform that enable individuals to create a public or semi-public profile within a bounded system, articulate a list of other users with whom they share a connection, and view and navigate their list of contacts and those made by others within the system” (p. 21). These sites are used to interact with friends, peers and others that are found in groups on these sites. The sharing of information ranges from news, debates, gossips, feelings or statement of mind, opinions, research etc. Curtis (2011) affirms that social media appear in many forms including blogs and microblogs, forums and message boards, social networks, wikis, virtual worlds, social bookmarking and video sharing.  According to Junco (2012), social media are collections of internet websites, services, and practices that support collaboration, community building, participation, and sharing. 
Nwangwa and Omotere (2014) simply regards social media as comprising online applications for social networking sites, social bookmarking and sharing tools, social citation tools, blogging and microblogging tools, virtual worlds, e-conference presentation sharing tools, audio and video tools, e-project management tools, and research and writing collaboration tools; primarily developed to foster user-centered social interaction. Social media can be seen as either web based or application based media of communication that allows registered individual to share ideas, thoughts, opinions, interact and collaborate with other registered users all over the world. The inclusion of application based media of communication is largely due to the ability to make use of social media on mobile gadgets such as Smartphones, Tablets, i-Phones, symbian and Java phones 
The scope of social networking sites as information sources have been discussed by different scholars e.g., (Dugan et al., 2008; Skeels & Grudin, 2009; Steinfield, DiMicco, Ellison, & Lampe, 2009; Morris et al., 2010). They noted that:  
i.Only humans can provide certain types of information such as opinions, advice and recommendations. 
ii.The information sources are personally known to the user to a greater or lesser extent, and are therefore trusted sources and have cognitive authority.  
iii.Users can provide localized (geographically specific) information, and current or time- sensitive information.  
iv.Information provided by users are customized for the requestor.  
v.Social contacts can perform intermediary functions of researching, synthesis and packaging of information. 
vi. Users are able to broadcast a question to a known group of people • Users can obtain emotional and social support. 
It includes web-based and mobile based technologies that are used to turn communication into interactive dialogue among individuals, organizations, and communities. Typical examples of social media platforms include websites such as Facebook, Twitter, Flickr, YouTube and the interactive options on these websites, such as the “re-tweeting” option on Twitter. These instruments are referred to as media because they are tools which can also be used for the storage and dissemination of information. However, unlike the traditional media like Television and Radio, most of the social media tools allow their users to interact as “re–twitting” on Twitter and “comment” options on Facebook illustrate. 
Looking at social media from a more practical point of view, Sweetser and Lariscy (2008) define social media as a “read-write Web, where the online audience moves beyond passive viewing of Web content to actually contributing to the content”. One thing that is common in the definitions of social media reviewed in this work is the view that it is based on user-generated participation. The opportunity to enjoy user-to-user interaction distinguishes social media from the traditional media which is characterized by top-down news dissemination arrangement (Clark &Aufderheide, 2009).Another attribute of the social media which distinguishes it from the traditional media is the choice it accords its users. Choice enables people to access the information they like to learn about through the social media, eliminating the gatekeeper role of traditional media. On one hand, the choice offered by social media reduces the shared experience that viewers of particular traditional media channels usually have; on the other hand, it creates a network of individuals with like interests and similar preferences. 
Two primary tools that have enabled people to socialize and connect with each other online are social networking sites and electronic messaging. More than half of America’s teens and young adults send electronic messages and use social networking sites, and more than onethird of all internet users engage in these activities (Jones & Fox, 2009). In Nigeria, internet users are estimated, as at October 2014, at 67,101,452 with 16% growth rate when compared with the 2013 figure, and is 2.30% of the country’s share of the world internet users (Internet Live Stats, 2014). Nigeria is also the third most active African country on twitter (Mejabi&Fagbule, 2014). Most people who use social media tools access them mainly through computers and mobile devices such as phones and Tablet PCs.  
Analysts suggest that majority of phone purchases in the coming years will be more for using online networks rather than making phone calls (Baekdal, 2008). Politicians in Nigeria are joining the online community to communicate with their audiences because they believe they are a key demographic who shape and influence perception. Thus, phone communication is now tending toward one-to-many sharing rather than the usual one-to-one conversation. Nevertheless, there is no comprehensive knowledge of their activities as well as how this form of media can impact on citizen’s mobilization and participation in Nigeria electoral process.
2.1.2. History of Social Media 
To understand social media we need to explore its history.  The Internet started out as a massive Bulletin Board System (BBS) that allowed users to exchange software, data, messages, and news with each other (Kaplan &Haenlein, 2010). In 1979, Duke University graduate students Tom Truscott and Jim Ellis teamed up with the idea of networked communication over computers for exchange of information. This idea was executed in 1980 (Kaplan and Haenlein, 2010) and “Usenet” was launched worldwide, which was the first genuine attempt at social networking. Various discussion groups were held covering a wide variety of topics from humanities, sciences, business, politics, computers, and other areas. The discussion forums on these websites were called “newsgroups” (Goldsborough, 2005).  
By 1992, Internet became one of the most popular networking tools, which linked researchers and educators. Marc Andreessen headed a team at NSF centers which successfully developed a browser to develop NCA Mosaic or popularly known as Mosaic. In less than 18 months of its introduction, Mosaic became the browser of choice for almost over a million users. This set off an exponential growth in the area of decentralizing information and connecting people and led to the development of Microsoft’s Internet Explorer (Andreessen, 1993).  
Founded in October 1998 by Bruce Ableson and Susan Ableson, “Open Diary” was the next attempt at social networking. This website brought together people from various fields who wrote diaries or blogs, as we now call them, on a common platform to share their views and perspectives on various topics (Kaplan and Haenlein, 2010). As the Internet matured and became more widely available in the late 1990’s, there was an explosion of Social Media websites.  
In 1999, social media websites like Blogger and Faceparty appeared, and post-2000, Wikipedia, Picasa, Friendster, Flickr and other sites were created. The number of active monthly users each of these social media sites generates is given below. The social networking site Facebook is currently one of the leaders in social media, with video sharing site YouTube a close second. Growth of social networking, a revolution in social networking came with the advent of newer social networking websites, based on Web 2.0. In 2002, Friendster used the concept of degrees of separation. It promoted the idea of social networking by creating rich bonds among people who knew each other directly or via certain friends and provided a common platform for them for social interaction. With the success of Friendster, many other social networking sites followed. LinkedIn, launched in 2003, created a professional platform for work-based interaction. It is more than a mere playground for teenagers and classmates. LinkedIn is a serious platform for working people who want to connect with other professionals and to expand their contact networks. As of January 2014, LinkedIn reported 300 million registered users on its website (https://www.linkedin.com/about-us). MySpace, which was also launched in 2003, has almost 10 times fewer (36 million as on October 2013) monthly active users than LinkedIn.  However, Facebook, launched in 2004 for Harvard students and opened to the general public in 2006, is currently the most frequented social networking website. As of September 2014, Facebook claims 1.35 billion active users (https://newsroom.fb.com/company-info/). To put this number in perspective, if Facebook was a country it would be the second most populous nation, second only to China.
2.1.3 Classification of Social Media  
 Just as much as multiplicity in social media definitions, there are also diverse classes of applications and platforms that symbolize social media.  Therefore, it is necessary to summarize some general types of social media in order to set boundaries between what belongs to social media and what is not. According to Mayfield (2008), there are basically seven kinds of social media, including social networks, blogs, wikis, podcasts, forums, content communities and microblogging. Kaplan and Haenlein (2010) propose a similar classification of social media which includes collaborative projects, blogs and microblogs, content communities, social networking sites, virtual game worlds, virtual social worlds. In this study, the classification by Mayfield will be considered as the criterion in evaluating whether a platform belongs to social media or not.  
i.Social Network Sites (SNSs)  
 Social network sites or social network services allow people to establish personal webpages and then connect with friends for the purpose of sharing information and communication (Mayfield, 2008). Just like the majority of social media applications and platforms, the bonds made on social network sites are primarily based on user’s social networks in real life and users are encouraged to provide real personal information. In that sense, social networks sites along with other social media tools merely provide platforms for real world friends to communicate in the virtual world. Nevertheless, social network sites nowadays are far more than just platforms rather it has gradually been integrated into people’s daily life.  
 The original version of social network sites dated back to 1995 where community such as classmates.com tried to help people find back their old friends and school mates by having people’s email addresses linked to each other. It was not until early 2000s, with the development of user profile functions, social network sites entered the second stage and the new generation of social network sites emerged and became popular soon (Taprial&Kanwar, 2012). The best examples are Friendster in 2002 and MySpace in 2003.  The real fever of social media sites started with the birth of Facebook founded by Mark Zuckerberg and his colleagues in 2004.  By the end of December 2013, it had 1.23 billion active users monthly worldwide. Almost all the basic functions of social network sites can be found in Facebook and it keeps delighting people with new features and innovation (e.g. timeline, maps).  
ii.Blogs  
The term ‘blog’ appeared as both noun and verb in 1999 which is shortened form of ‘Web log’ (Andrew, 2009). Blogs are online journals and it is most often arranged in the chronological order containing text, data, images and other media objects recorded and retrievable through a web browser. There are number of features that distinguish blogs from portal website and other general websites. Blogs tend to write in a personal tone and conversational style. There is usually a topic before bloggers start to write. Blogs are flexible and extensive in the way that bloggers can create links and make references from other sources which enable both readers and bloggers track back while they are reading blogs. Blogs also allow comments and subscription which promote online interaction and form of community groups. Bloggers and wikis are the most two popular blog platforms.   
iii.Wikis  
 Wikis are websites that allows people to add, modify or delete contents in collaboration with others (Mayfield, 2008). Usually a wiki is supported by a database that keeps track of all changes, allowing users to compare changes and also revert to previous version. All previous contributions are stored permanently and all actions are visible and reversible in wikis (Andrew, 2009). Different from the traditional printed encyclopaedias, the open-access authoring environments of wiki causes the content to be divergent without a standard style or format.  This means wikis require rigorous version control afforded by the system (Emigh& Herring, 2005). The most popular wiki is Wikipedia, an online encyclopaedia that was started in 2001. It has now more than 4.5 million articles in English alone as well as articles in other nine languages (Mayfield, 2008).   
iv.Podcasts  
The definition of podcast by Merriam-Webster dictionary is a program (as of music or talk) made available in digital format for automatic download (Merriam-Webster.com, 2017). Audio and video files are published on the internet that allows users to subscribe to. The feature of subscription truly represents the sociability and community characteristics of social media. 
People have long been able to upload video and audio files on the internet, but with the subscription feature, each individual is doing their own marketing by notifying subscribers as soon as they have updates.  
This enables everyone to build their own audiences and communities which is the basic formation of social media. Apple’s iTunes is the most widely used podcast platform around the world. The podcast can be either listened to on the computer or downloaded onto mobile devices with iTunes application.  
v.Forums  
The internet forum is also known as community bulletin board or message board. The formation of forum starts with a group of people who share the same interests or would like to discuss a specific topic. Forum can be considered as the longest form of online social media. Not surprisingly, forum has a strong sense of community with one or several administrators serve the role as moderators that regulate improper posts on the forums. The discussion on the forum is called thread in which different forums members participate for the purpose of online debate, enquiring advice or seeking help, etc. The threads do not necessarily started by the administrator and unlike blogs which is owned and managed by the bloggers, threads are started by any members in the forums who want to discuss and share something with others (Mayfield, 2008).  
vi.Content Communities  
Content communities can be regarded as a combination of social network sites and podcasts. It shares some common features from these two social media forms. However, content community has a particular focus on sharing a certain type of content such as photo, video, music and bookmarks (Mayfield, 2008). Examples of popular content communities are Flickr, Instagram (both focusing on sharing photography), YouTube (world’s largest video sharing service), delicio.us (bookmarks)  
vii.Microblogs  
Literally, microblogs are supposed to be mini versions of blogs. However, microblog is more than just a blog. It combines the basic elements of blogs with the functions of instant messaging and social networking from other social media platforms. Twitter is no doubt the dominant player in the mirco-blog field with over 200 million active users. Tweets are the messages send by users through various platforms including twitter websites, mobile device applications and SMS.  Messages are limited to 140 characters which is the most obvious feature of ‘micro’ blog.  Different users treat twitter for different purpose but the fundamental aim is to simply keep in touch with own networks and share thoughts or start conversation even though nowadays following celebrities have become a trend.  
2.1.4  Characteristics of Social Media  
 With the mature of Web 2.0 technology, social media has reached almost everyone around the world as long as you have electronic devices connected to Internet.  It has already been integrated into part of our daily life. Nevertheless, when people are discussing the widelycirculated term social media, very few have truly understood the essence of social media. Understanding the characteristics of social media is not only important for individuals but also crucial for students.  
 Even though thousands of articles and blog posts have been discussing social media from different aspects, there is quite little theoretical literature which systematically describes the properties of social media. To my delight, several articles still give great description of social media characteristics. Mayfield (2008) pointed out five fundamental characteristics that shared by almost all social media platforms: participation, openness, conversation, community and connectedness. Taprial and Kanwar (2012) identify five properties that are more powerful and distinguish the social media from the traditional media. They are accessibility, speed, interactivity, longevity and reach.  
 Based on the literature on social media, nine characteristics of social media can be summarized as follow:  
i.Community   
Community in social media share same features with other online and virtual communities, which are formed based on people who share the same interests or background. However, there are differences in which the network formed in social media is often an extension of the network in the real world and trust in social media network is usually higher than other communities.  
ii.Connectedness  
Social connectedness is defined as interpersonal, community, and general social ties (Teixeira, 1992). From Mayfield’s point of view, connectedness is closer to integration in the sense that sites, resources, and people are connected through links and shared by users on various social media platforms.   
iii.Openness  
Almost all the social media platforms are free to join and anyone can use social media as medium to create, edit, communicate, consumer and comment contents (Mayfield, 2008). Social media creates an atmosphere that encourages participation and sharing information.  
iv.Speed  
One of the advantages of online social network compared with real life network is the communication and spread speed.  In contrast of traditional WOM, where opinions may disappear into thin air, online WOM spreads consistently results in viral effect.  Contents published on social media platforms are instantaneous and are available to everyone in your network as soon as they are published. (Taprial&Kanwar, 2012)  
v.Accessibility  
Like the traditional media which relies on technology and platforms to function, the same applies to social media which is the product of web 2.0 technologies and user generated content.  The development of different electronic devices, anyone can access social media anywhere and anytime as long as it is connected to internet.  
vi.Participation  
Burgoon et al. (2000) defines participation as the extent to which two or more parties are actively engaged in the interaction in contrast to lurking, passively observing or monologues. As mentioned before, social media encourages participation and feedbacks. One party creates content and shares on the platform to arouse the interest of the other party so that they will actively contribute and give feedbacks. From this point of view, the line between media and audience becomes blurred as everyone can become creators, communicators, readers and consumers of contents on the platforms and each individual’s identity is shifting all the time (Mayfield, 2008).  
vii.Conversation  
Traditional media communicates in one way in which content is created by media and distributed to audience while social media is based on user-generated content which means everyone becomes the source for communication. This means two-way or multi-way communication is formed in the social media which aims at fostering interaction among users and other parties. 
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Figure 2.1: Social Media Characteristics
2.1.5. Advantages of Social Media 
Social media has many advantages for both individuals and groups. These advantages include:
*   Creating strong connections with others
*   Making customers happier and more loyal to the company
*   Providing feedbacks and insights.
*   Making and sharing things that people have created
*   Enhancing brand awareness
*   Teaching and providing fun experiences to people all around the world.
This means that social media is important for people who want to connect with others, learn, and have an impact on their desired audience (Asemah, Nwaoboli & Nwoko, 2022). Social networking is one of the main activities that people do on social media. It involves connecting with other users. Social networking can help find new Friends and customers.
2.1.6. Types of Social Media Platforms 
Some popular example of social media networking sites includes: Facebookm, WhatSapp, Twitter, Instagram, Tiktok, Snapchat, YouTube, LinkedIn, Reddit, Quoral
· Facebook: According to Asemah and Edegoh (2010) is a social networking sites which allows participant to create a profile search and receive friends request. It also gives participant the ability to upload profile pictures, tag pictures and comments on pictures of friends. Facebook is one of the most known and widely used social media platform in the world. Facebook has been able to develop a range of features and ols to enhance the user's experiences such as messenger, which allows people to chat with each other, video call anytime they wish to. Facebook is one of the fast developing social networking site, it is a way for people to keep in touch with each other. Young people tend to prefer Facebook as a source of news and information rather than listening to radio or watching television (Asemah and Edegoh, 2013).
· WhatsApp: Whatsapp is a mobile messaging application permitting users to receive and send messages, make voice calls and upload videos with iPhones, BlackBerry, Android, Windows Phone and Nokia (Hindu, 2011; Barhoumi, 2015). WhatSapp network is not only used for social interaction, but also it is used as an instructional and educational material or as a platform (Roblyer et al, 2010).
· Twitter: Twitter is a website where people send messages called tweets. These tweets can contain words, videos, pictures, or web addresses. To use Twitter, you must have internet and a smartphone to get on the app or website. Twitter has a special tool that allows you to look for and track specific topics and people from anywhere in the world.
· Instagram: Instagram is a website that lets people share and change pictures with others. The app started in 2010 and it allows people take pictures, improve them, and show them to other people. We can think of this as a different type of social media, where people communicate with each other using pictures (Jin et al., 2015). This app is all about sharing photos and videos with the people who follow you. It also has various methods to make videos and photos better. Because of this, many people who enjoy taking photos have become interested in using Instagram.
· Tiktok: Tiktok is a new website where people can share videos and it has become really famous. It's a website or app where you can watch very short videos that are only 60 seconds or less. TikTok is well-known for its widespread dance challenges and entertaining videos. You can mostly use it on mobile phones, but you can still watch TikTok videos on the web app. The platform allows users to have fun with their content by adding filters, stickers, voice recordings, sound effects, and background music.
· Snapchat: Snapchat is a well-known app that lots of people use. According to Ingram (2015) Snapchat has reached around 6 billion video views a day that is too close to the Facebook. Snapchat is extremely famous and has become one of the largest social media platforms globally. "It's an application where you can share pictures and videos with your friends. "Snapchat makes it simple to talk with your loved ones and friends. It also has a feature called Live Stories where you can look at and learn about different places in the world. Life becomes much more fun when you use Snapchat. The app also has a "story" feature that allows users to easily share pictures. You can tell stories to your friends on Snapchat, but they will go away after one day. That is the greatest part about Snapchat. People tell each other about fun things they do, games they play, and good times they have. Snapchat lets you send private messages to your loved ones. It feels more like sharing with a close friend than just sending a normal message. It also lets users chat with their friends and family.
· YouTube: YouTube is a website where you can watch videos that are live or videos that have already been recorded. Lots of people who make videos on YouTube get paid by putting ads in their videos. The platform has many different channels that talk about specific things like music, games, and comedy. YouTube was created in 2005 as a website that allows users to upload, watch, and share videos for free. Right now, YouTube is the third most popular website, and many people from around the world use it. Each day, more than 2 billion people watch YouTube videos and every minute, 35 hours of video are uploaded. People can create their own channels on this website. They can upload and share videos, leave comments, rate videos, and discover more videos to watch. This website is a space where people come together and have conversations with each other. According to Downes (2008), YouTube has made the Internet more fun and engaging. It is well-liked because it has lots of different videos to watch and a wide range of content to choose from. YouTube lets individuals share their own personal or amateur videos, along with advertisements and high-quality professional videos.
· Linkedin: Linkedin is a website where people who work in the same field can make connections with each other. It's a useful website where you can create and promote your personal brand, showcase your talents and achievements, and look for job opportunities. Linkedin is currently a very popular and profitable social media platform on the internet these days. It was created in 2003 as a website for experts to communicate online, even if they are not at the same location. After becoming a public company in May 2011, Linkedin includes some new things like a newsfeed, user content, and the ability to follow professionals. These changes made it easier for people to participate and stay longer on the website. The network has over 260 million people using it in 200 different countries. Linkedin is a useful tool for undergraduate students to find work experiences, employment opportunities, and build relationships with professionals in their field of study. Users make a profile on the website, like a resume, where they can show their different abilities. The website uses numbers and studying information to help people find and make friends or join groups that are important to them.
2.1.7 Social media and credibility 
“The  effectiveness  of  communication  is  largely  determined  by  the  credibility  of  its  source,”  Hovland and  Weiss  (1951)  cited  by  (Hellmueller  &  Trilling,  2012,  p.1).  The social media are the only communication channels which arrogate to the audience, the powers of message producers as well as consumers. This is contrary to  what  is  obtainable  in  the  conventional  media  sphere  where  the  message  producers  are  often  quite  different from their consumers. The result of the users being content producers is captured by Abbasi & Liu (2012, p.1) who report that:
Using  social  media,  people  easily  can  communicate  and  publish  whatever  they  like.  As  a result,  people  are  able  to  create  huge  amounts  of  data.  For example, users on Twitter create 340 million tweets every day.  Users on YouTube upload 72 hours of video every minute.  In wordpress.com  alone,  bloggers  submit  500,000  new  posts  and  these  posts  receive  more  than  400,000 comments every day. 

With  the  scenario  above  and the  rapid  popularity  which  the  new  media  or  the  social  networking  sites enjoy,  it  is  only  necessary  that  we  examine  the  users’  views  vis-à-vis  the  credibility  of  the  media  they  control greater  percentage  of  the  production  and  the  consumption  of  the  contents.    In all public communications, the medium is an essential component that cannot be overlooked for any reason. According to (Metzger et al., 2003), cited by Kang (2010, p.3) “it has been suggested that the credibility of the channel/medium of communication influences the selective involvement of the audience with the medium.” To that effect, it becomes quite pertinent to  methodically  find  out  from  Nigerian  users,  their  views  pertaining  to  the  credibility  of  the  particular  social media site they use. 
Media researches have shown over the years that the audience (the user) selectively expose themselves to a particular medium for certain reasons. For instance, Okunna (1999, p.172) states that “in a study by Tan and Tan (1986), they established that using television is a wonderful facilitator of good mental health, a quick and “relatively safe antidote for many of the psychological maladies of the modern life, including stress, boredom, loneliness (and) even depression.” It goes to mean that if the users’ would adjudge  social media sites as credible, it implies that there are contents the sites creditably offer that propel the audience to accord them the status of being credible.
There  are  divergent  social  media  sites  which  are  ubiquitous  and  provide  their  users  the  benefits  of making choices of the site to use. It is needless to note that, that privilege of choice the social media offer to their users have altered their audience status “instead of being passive recipients of messages, publics are now active enough to select communication channels, especially when they care about an issue (Rubin, 2002) cited in Kang (2010,  p.4).  But  the  trustworthiness  of  a  medium  could  determine  the  user’s  choice  of  consumption  of  the content  or  preference  for  another  medium  as  a  substitute,  “in  traditional  media  as  well  as  social  media,  the credibility  of  the  source  has  a  great  effect  on  the  process  of  acquiring  the  content  and  changing  audience attitudes and beliefs.” (Abbasi & Liu, 2012, p.3).
2.1.8  News Source and credibility
From densely populated areas to rural communities, Nigerians have a strong interest in reading, listening to, watching, and discussing news. From breaking live news to daily news summaries, people want to be well informed on what is going on in their town, city, country, and world. Once, a limited number of radio, newspaper, and television options were the most commonly used media to obtain credible news. Nigerians can now choose from dozens of news channels on television and subscribe to newspapers from towns and cities across the nation. Traditional media users now have more options than ever when it comes to obtaining news.
More options to obtain news may be due to technology and related innovations, such as the Internet. The Internet offers the combination of video, audio, and text-based news all on one single website (Thorson, Vraga, & Ekdale, 2010). There are multitudes of websites that offer news in whatever form news seeking person desires. As aforementioned, this includes videos, pictures, text, and audio. The Internet has created a shift in the way in which individuals obtain, share, and use information including news.
Along with news web sites, social media have become increasingly popular and have changed the way individuals communicate all over the world. Smart phones allow users to easily access their social networks any time, any place. Some social media users access several social networks multiple times each day. Additionally, mobile devices have further expanded people’s options as media content is available online through such technology as smart phones (Taneja, Webster, & Malthouse, 2012). Not only are social media beneficial for creating and maintaining social relationships but also, because of their popularity, social media have become a way to access news. News organizations and journalists now participate in sharing the news via social media. Additionally, anyone has the ability to post freely on social networks. “Citizen Journalist” is a term that describes everyday people who share newsworthy information on his or her social networking pages. Twitter and Facebook are perhaps the most common forms of social media used to obtain and share news. With more outlets than ever for news consumption, people have many options to choose from when selecting their news source. People want and need to be informed by news that is credible. Additional news sources have raised concerns about the credibility of new and traditional news sources. Which news outlet is most credible? How do people know the news they are receiving is legitimate and accurate? Do people use a certain source for news because it is their preference? Do people use a certain source for news because they perceive it to be most credible? The purpose of this study is to discover where people say they turn to for their primary sources of news and the credibility people assign to various news sources.
2.1.9 Media Credibility
There is extensive literature in the field of mass communication that has focused on media credibility. The findings of previous studies suggested that some certain types of factors can influence people’s perception of media credibility. Demographic variables were found to be related to the perception of media credibility. Westley and Severin (1964), who initially compared the channel credibility among different media outlets, found that certain demographic variables such as age, education, and gender could influence media’s perceived credibility.
In addition, some scholars suggest that the perception of media credibility is also influenced by media use; specifically, people who often use a certain type of media will perceive the media as more credible than those who don’t use it often (Cobbey, 1980; Greenberg, 1966; Shaw, 1973). Similarly, unfamiliarity with a certain medium has been found to lead to a low level of perceived credibility (Bucy, 2003; Rimmer & Weaver, 1987). However, Wanta and Hu (1994) did not find a significant correlation between the amount of media use and credibility, but they found that medium dependency is related to credibility. Chaffee (1982) argues that interpersonal communication could affect media credibility for the studies that did not find a correlation or found a negative correlation between channel use and credibility. McLeod, Rush, and Friederich (1968) supported these findings and stated that interpersonal communication patterns may explain the limited effects of media use on credibility. Kiousis (2001) found a moderately negative relationship between the amounts of interpersonal communication that respondents devote to discussing news and their perceptions of credibility of television news. However, the author did not find similar results for newspaper and online news credibility. Armstrong and Collins (2009) found that family encouragement could affect perceived local news credibility but not college news credibility.
The perception of media credibility can also be influenced by different technological features. Previous research has found that audiences considered television relatively more accurate and less biased than other media (Gaziano & McGrath, 1986; Wilson & Howard, 1978). One reason is that television’s visual nature helps increase its credibility ratings (Carter & Greenberg, 1965). Gunther (1988) also argued that television makes its news stories appear more objective than newspapers.  Furthermore, Chang and Lemert (1968) argue that live reports of breaking news give audiences a greater sense of authority and importance of the news stories. People, therefore, are more likely to view television news as being more credible than newspapers stories. In addition, different criteria used by people to judge news credibility can influence media credibility (Newhaven & Nass, 1989). It was found that people usually judge the credibility of television news by an evaluation of the journalists or anchors who deliver the news, but they determine the credibility of print media by evaluating the entire institution with no human face. Therefore, scholars have found that the credibility of television news tends to be rated higher than that of newspapers (Kiousis, 2001).
2.1.10 Internet Credibility
In the past two decades, the increasing popularity of the Internet has attracted a lot of attention from scholars in the area of mass communication. Previous studies have examined several different issues related to credibility: website design features (Johnson & Kaye, 1998, 2000; Shon, Marshall & Musen, 2000), source attributions (Sundar & Nass, 2000, 2001), news story design (Lowrey, 2004) and website genre (Flanagin & Metzger, 2007). Moreover, some other credibility studies have explored issues related to users’ characteristics and behaviours like users’ demographic variables such as age, gender, ethnicity, and income (Bucy, 2003); users’ reliance on online information (Johnson & Kaye, 2000, 2002); users’ behaviours of  online information verification (Flanagin & Metzger, 2000; Rosenthal, 1971); the relationship between users’ web experiences and their perception of online information credibility (Flanagin & Metzger, 2000; 2007);  and the effects of users’ motivations toward certain media and types of information (Mulder, 1980). Many studies have explored the difference between the perceived credibility of web-based information and that of information obtained from traditional media. Previous Internet credibility studies have examined a variety of online information types, and most of them have focused on news information (Kiousis, 2001; Metzger,  Flanagin & Zwarun, 2003; Sundar, 1999).  The research on Internet credibility to date provides mixed conclusions. Some studies have found that the Internet is considered to be more credible than traditional media. Greer (2003) found that Internet users consider news information from online news sites to be more credible than information from conventional media. At the same time, other studies have found Internet-based news to be less credible than other media types. A Roper study for the Freedom Forum found that respondents viewed leading traditional sources as being less biased than web-based information (John & Kaye, 1998).  Other studies have suggested that people typically do not judge online information or traditional media information as being more credible than the other (Flanagin & Metzger, 2000; Johnson & Kaye, 1998; Kiousis, 2001; Metzger et al., 2003).
To further examine the difference of the perceived credibility between the Internet and traditional media, the technological characteristics of the two types of media need to be understood. The Internet shares some advantageous features with television and newspapers (Metzger et al., 2003). The Internet can provide both text and visual elements like pictures and videos, which more easily induces users to believe the information provided online. In addition, similar to television, the Internet can update information quickly or bring live news reports. Unlike newspapers, the Internet is not restricted by time and space constraints, so it can provide a large amount of in-depth news reports. Nevertheless, the Internet also shares some disadvantageous features when compared to television and newspapers. Since the Internet always provides newly updated information very quickly, the chance of making mistakes also increases (Nadarajan & Ang, 1999). Online information is similar to newspapers in that it is not regulated and people enjoy much freedom to express ideas and post information. As a result, people are more likely to doubt its objectivity (Metzger et al., 2003; Nadarajan & Ang, 1999). To conclude, there are no consistent findings for the relative credibility of web-based information compared with traditional media like television.
2.1.11 Source credibility 
Source Credibility has been defined by researchers as “judgments made by a perceiver concerning the believability of a communicator” (O’ Keefe, 1990, pp. 130-131; Wilson & Sherrell, 1993). Scholarly interest in credibility research began in the 1950s with inquiry into the way credibility functions in the persuasion process (Metzger et al., 2003). Previous studies found that higher source prestige increases the likelihood that people will agree with statements (Hovland & Weiss, 1951). Scholars later focused on how source credibility is related to interpersonal influence, and the way an organizational source’s credibility impacted human behavior (Metzger et al.). Empirical researchers who have studied source credibility defined the concept of credibility in different ways. Hovland and his colleagues defined credibility as a communicator’s expertise and trustworthiness (Hovland, Janis, & Kelley, 1953). Expertise refers to a speaker’s qualifications or capabilities to learn about issues or topics, while trustworthiness refers to the perception of a speaker’s motivation to tell the truth about a topic (Hovland, Janis, & Kelley, 1953). This laid a conceptual foundation for future researchers to use factor analysis as a measure of credibility. Some secondary dimensions of credibility include accuracy, fairness, completeness, knowledge, and dynamism. Beyond these, some scholars identified two variables that are directly related to perceived trustworthiness and expertise: similarity and liking of the source (Aune & Kikuchi, 1993; McCroskey, 1966; O’ Keefe, 1990; Widgery & Webster, 1969). Researchers also explored how the effectiveness of these dimensions or factors influences attitude change (Metzger, 2003). Wilson and Sherrell (1993) found that source expertise is the most influential factor. However, Lui and Standing (1989) found that more trustworthy sources have more credibility than sources with more expertise. With regard to blog credibility, researchers have argued that source attributes are important for evaluating information on the Internet (Sundar & Nass, 2000, 20001). In addition, Flanagin & Metzger (2007) also argued that it is essential to differentiate between different online source types; because the results of credibility evaluation by information receivers may be different depending on which source attributes are salient when they are evaluating the given information.
2.2 Theoretical Framework
This research is anchored on Source Credibility Theory, Uses and Gratifications Theory, and Agenda-Setting Theory. Each of these theories offers distinct insights into the influence of social media on the perceived credibility of information among students of Kwara State Polytechnic, Ilorin. The theories, which have evolved over time to account for changes in media consumption, particularly in the digital era, help contextualize how social media platforms shape public understanding and trust, especially among students who frequently engage with these platforms.
2.2.1 Source Credibility Theory
The Source Credibility Theory is one of the foundational theories in communication studies, developed by Hovland, Janis, and Kelley (1953). It originally posited that the effectiveness of a message is significantly influenced by the perceived credibility of its source. According to the theory, three primary factors contribute to a source’s credibility: expertise, trustworthiness, and attractiveness. In the early days of mass communication, these criteria were often associated with traditional media figures such as journalists, experts, or public authorities who had formal credentials and established reputations.
However, the rise of digital and social media has shifted these dynamics, creating a new reality in which the traditional indicators of credibility, such as academic qualifications or professional titles, are not always necessary for an individual to be perceived as a credible source. In today’s digital age, particularly on platforms like Twitter, Instagram, or Facebook, individuals with large followings or high engagement from their audience can become influential sources. Influencers and citizen journalists in Nigeria, for example, may not have formal expertise in fields like politics or health, but they are often trusted by their followers due to their ability to share information quickly and engage with their audience in a personalized manner.
In the Nigerian context, students of Kwara State Polytechnic, like many young people globally, increasingly rely on social media for news and information. This trend has created a situation where the credibility of information is less about formal expertise and more about the source’s ability to maintain trust and deliver content that resonates with their audience. Social media platforms allow individuals to continuously share content, building trust over time, often based on their consistency, the quality of engagement, and the relevance of the content to their followers. Trust on these platforms is often built by engaging with users through comments, shares, and likes, rather than through professional credentials.
Furthermore, the advent of echo chambers—where users are primarily exposed to content that aligns with their own beliefs—has complicated the evaluation of credibility. In the context of political discussions in Nigeria, for instance, students may be more likely to trust sources that share their views, regardless of the factual accuracy of the information. This phenomenon exacerbates the spread of misinformation and disinformation, especially during elections or periods of social unrest. The Source Credibility Theory in the digital age thus emphasizes the importance of digital literacy, encouraging users to critically evaluate the credibility of online sources to avoid the spread of unreliable or misleading information.
2.2.2 Uses and Gratifications Theory
The Uses and Gratifications Theory (UGT), initially proposed by Elihu Katz, Jay Blumler, and Michael Gurevitch in 1973, presents an active audience model that suggests individuals use media to satisfy specific needs or desires. Unlike other theories that treat audiences as passive recipients of media messages, UGT posits that audiences are active participants in their media consumption, selecting platforms and content that fulfill their personal needs. The theory is especially applicable in the age of digital media, where users have a variety of platforms to choose from, each providing different types of gratifications.
In the case of Kwara State Polytechnic students, UGT helps explain why social media is so widely used. These platforms fulfill diverse needs such as information-seeking, entertainment, social interaction, and the pursuit of personal identity. Social media in Nigeria, for instance, serves as an important outlet for students to stay informed about national issues, breaking news, and even developments within their academic environments. During times of political unrest or national crises, such as the #EndSARS protests in 2020, platforms like Twitter and Facebook have allowed students to access immediate updates and participate in discussions. This need for instant gratification is often at odds with traditional media’s slower dissemination of information, making social media a more attractive option for those seeking real-time news.
Moreover, UGT highlights the social gratification that social media provides. Students use platforms like WhatsApp and Facebook not only to gather information but also to socialize with peers, share personal experiences, and engage in discussions. For instance, WhatsApp groups are commonly used for academic collaboration, socialization, and political discourse among students. The interaction within these spaces creates a sense of community, where students share opinions, political views, and even organize social or protest activities. The dual function of social media, both for informational and social purposes, adds complexity to how students consume news and engage with content online.
However, a critical aspect of UGT in the context of social media is that the gratification of immediacy and social interaction often leads students to prioritize convenience and emotional appeal over factual accuracy. Social media algorithms tend to promote sensationalized or emotionally charged content, leading students to engage with posts that may not be credible but are designed to generate quick responses. This underscores a significant challenge in the consumption of news on these platforms—while students might derive social satisfaction from the content, it may not necessarily contribute to their understanding of the truth, thus complicating the credibility of the information consumed.
2.2.3 Agenda-Setting Theory
The Agenda-Setting Theory, introduced by McCombs and Shaw in 1972, asserts that media outlets have the power to influence the public agenda by emphasizing particular issues, thus shaping the public’s perception of what is important. Originally developed in the context of traditional mass media, such as newspapers and television, the theory has been expanded to accommodate the influence of digital media, particularly social media, which has become a powerful tool in shaping public discourse in the digital age.
In Nigeria, social media has become an essential tool for setting the public agenda, especially during politically sensitive events such as elections, protests, or national crises. Platforms like Twitter and Instagram allow users to amplify specific issues, often leading to a shift in public focus. For instance, during the #EndSARS protests, social media played a pivotal role in bringing attention to police brutality in Nigeria, setting the agenda for national discourse. The viral spread of posts, hashtags, and videos forced both the Nigerian government and global audiences to confront the issue of police violence. This use of social media for agenda-setting highlights its power to push certain topics to the forefront of public attention, bypassing traditional media channels.

For students at Kwara State Polytechnic, the role of social media in agenda-setting is particularly significant. Platforms like Twitter and Facebook allow students to engage directly with political discussions, social issues, and news stories that matter to them. These platforms also enable the creation of hashtags and viral campaigns, which can drive national conversations. The ability of social media to set the agenda is facilitated by algorithms that prioritize certain content, leading students to become more exposed to topics that are trending, often shaping their perceptions of what is important. For example, during the elections, students may find themselves engaging more with political content that aligns with their views, reinforcing their beliefs and limiting exposure to opposing viewpoints.
However, the selective exposure created by these algorithms can also be problematic. As students are often exposed to content that aligns with their existing opinions, they may become less likely to engage with diverse perspectives, which can perpetuate polarization. This phenomenon, sometimes referred to as an echo chamber, can narrow the scope of public discourse and diminish the diversity of information that students encounter. In the Nigerian context, this selective exposure can contribute to misinformation and hinder the development of a well-rounded understanding of issues.
2.3 Empirical Review 
Several empirical studies have explored the influence of social media on message credibility, particularly focusing on how students perceive social media as a source of information. The following studies provide valuable insights into the dynamics of credibility in the context of social media platforms, particularly in the Nigerian context, and are relevant to understanding how Kwara State Polytechnic students engage with social media.
A study conducted among university students In Lagos examined how social media platforms influenced the credibility of breaking news. With a survey sample of 400 respondents, the research found that 62% of students considered social media as a reliable source for breaking news, primarily because of its speed and accessibility. However, 35% of participants voiced concerns over the lack of fact-checking mechanisms, which raised questions about the authenticity of the news. The study concluded that while social media offers immediate news updates, its lack of editorial oversight and fact-checking protocols could diminish its credibility. The research recommended that social media platforms intensify efforts to flag false news and suggested collaboration with traditional media for verifying breaking news. This finding resonates with the experiences of students at Kwara State Polytechnic, who, while often turning to social media for quick updates, may question the authenticity of the information, especially in the absence of robust verification.
Another study conducted across Abuja investigated the role of verification practices in enhancing the credibility of news on social media platforms. Surveying 500 respondents, the research revealed that 55% of students relied on social media for breaking news but often cross-verified the information with traditional media outlets for confirmation. The study highlighted the role of platforms like Twitter and Facebook, where verified accounts and real-time updates provided a sense of reliability. The study emphasized the need for greater user education on how to discern credible sources within social media. This is particularly relevant to students at Kwara State Polytechnic, who frequently engage with social media and may benefit from better awareness of how to verify news content before accepting it as accurate.
A study conducted among 450 polytechnic students in Ogun State explored the impact of misinformation on social media’s credibility. The study found that 48% of respondents had encountered fake news on platforms such as WhatsApp and Instagram, particularly during significant events. Despite this, social media remained the primary source of breaking news for many students. The prevalence of misinformation, however, led to a decline in the perceived credibility of these platforms. The study recommended that social media companies partner with established news organizations to improve fact-checking practices. This finding is pertinent to Kwara State Polytechnic students, as misinformation often spreads rapidly among youth on social media, leading to confusion and skepticism regarding news credibility.
A research project In Kaduna focused on audience trust in breaking news from social media platforms. The study surveyed 600 participants, discovering that 70% of respondents relied on social media for instant updates on events like elections and natural disasters. However, only 40% of participants fully trusted the information without further verification. The study concluded that the speed of social media updates often took precedence over accuracy, and recommended the introduction of digital literacy programs to enhance critical thinking skills among users. This insight is critical for students at Kwara State Polytechnic, who may prioritize the speed of information over its accuracy, thus contributing to challenges in determining news credibility.
A study on how social media algorithms affect perceptions of news credibility was conducted among 500 respondents in Enugu State. The study revealed that 63% of participants believed that social media algorithms often prioritize sensational content over verified news, leading to skepticism about the credibility of news on these platforms. The research recommended greater algorithmic transparency and the promotion of authentic journalism on social media. This finding is highly relevant to students of Kwara State Polytechnic, as algorithms on platforms such as Facebook and Instagram often prioritize engaging and sensational content, which may undermine the credibility of news.
A research study on the dissemination of breaking news through social media platforms like YouTube and TikTok found that 58% of Nigerian youth trusted visually engaging content more than text-based news updates. The study emphasized that while video content conveyed a sense of immediacy and authenticity, it often lacked critical verification, making it a source of potential misinformation. The study recommended partnerships between social media influencers and reputable news agencies to enhance the reliability of visual news content. This finding reflects a growing trend among students at Kwara State Polytechnic, who may be more inclined to trust video content from social media influencers, particularly when such content is presented as live or unedited, even if the authenticity remains uncertain.
A comparative study conducted In Port Harcourt revealed that while 75% of the 550 respondents preferred social media for breaking news, 45% believed that traditional media offered more in-depth and accurate reporting. The study pointed to the complementary role of traditional media in verifying and providing context to breaking news initially shared on social platforms. This research aligns with the experience of students at Kwara State Polytechnic, where social media serves as the go-to platform for quick news updates, but students may still rely on traditional media for a deeper understanding and confirmation of the stories they encounter.













CHAPTER THREE
METHODOLOGY
3.0. Introduction
Research is a systematic process that collects, analyzes, and interprets data to solve problems and answer research questions. This chapter describes the methodology employed in this study to investigate the influence of social media on message credibility among students of Kwara State Polytechnic, Ilorin. It covers the research design, population, sampling techniques, data collection methods, and data analysis approach.
3.1. Research Design
This study uses a quantitative research design to assess how students at Kwara State Polytechnic perceive the credibility of messages shared via social media platforms. According to Burns and Grove (2020), quantitative research is suitable for investigating specific relationships, such as how students view the trustworthiness of news and information from social media sources. This approach is effective for obtaining objective, measurable data that can reveal patterns in how social media influences perceptions of message credibility.
3.2. Research Method
The descriptive survey method is employed in this study. This method enables the systematic gathering of data to describe students’ perceptions of message credibility on social media. As noted by Creswell (2021), surveys are an ideal tool for exploring the attitudes and behaviors of individuals within a specific population. Through a structured questionnaire, the study will gather information from students regarding their use of social media and how they assess the credibility of the information they receive.
3.3. Population of the Study
The population for this study consists of students of Kwara State Polytechnic, Ilorin, who are active social media users and regularly access news and other information from platforms like Facebook, Twitter, Instagram, and WhatsApp. The study focuses on students from various departments, as they form the primary audience for social media content.
3.4. Sample Size and Sampling Technique
To ensure the research is representative, a purposive sampling technique will be used. The sample size will consist of 100 students from Kwara State Polytechnic, Ilorin. These students will be selected based on their active use of social media and their regular consumption of news through these platforms. Purposive sampling is ideal for targeting specific groups that are directly relevant to the research problem (Etikan, Musa, & Alkassim, 2016).
3.5. Research Instrument
The primary data collection tool for this study is a structured questionnaire, which will be distributed both online and physically. The questionnaire will be divided into two sections:
Section A: Demographic information (age, gender, department, and frequency of social media use).
Section B: Specific questions aimed at gathering data on the students’ perceptions of social media message credibility, including their assessment of the trustworthiness of information on different platforms, the factors that influence these perceptions, and their experiences with misinformation or fake news.
3.6. Validity of the Research Instrument
The validity of the questionnaire will be ensured through expert reviews. Media studies experts and the research supervisor will assess the questionnaire to ensure it accurately captures the students’ perceptions of social media message credibility. According to Patton (2015), content validity will be checked to ensure that the questions are appropriate for measuring the research objectives.
3.7. Reliability of the Research Instrument
To ensure the reliability of the instrument, the test-retest method will be used. A subset of the sample will be given the questionnaire at two different times to assess the consistency of responses. If the responses are stable over time, the instrument will be considered reliable (Cohen et al., 2018).
3.8. Method of Administration of the Research Instrument
The data will be collected through both primary and secondary sources:
· Primary data: This will be collected through the structured questionnaires administered to the selected students.
· Secondary data: Secondary sources, such as academic articles, government reports, and previous studies on the influence of social media on message credibility, will be used to support the study’s findings.
3.9. Method of Data Analysis
The data will be analyzed using SPSS Software Version 25. Descriptive statistics, such as frequencies, percentages, and mean scores, will be used to summarize the data and identify trends. The analysis will focus on how the students perceive the credibility of messages on social media and the factors that affect their trust in the information they receive. Cross-tabulations will also be used to analyze the relationship between demographic variables (such as department, age, and social media usage) and perceptions of message credibility.






CHAPTER FOUR
4.0. Data Analysis
Data analysis is a fundamental research process, converting raw data into meaningful insights to address research objectives. This chapter analyzes data from a questionnaire titled “Influence of Social Media on Message Credibility Among Students of Kwara State Polytechnic, Ilorin.” The analysis evaluates students’ perceptions of social media credibility, factors influencing credibility, differentiation between credible and non-credible information, the impact on beliefs and decisions, and the role of media literacy. A simple percentage tabular presentation interprets primary data from 100 respondents, with all questionnaire items aligned to the research questions for comprehensive insights.
4.1. Analysis of Research Instrument
Data presentation organizes data into tables to highlight relationships, facilitating informed decision-making. The questionnaire, comprising twenty (20) items across three sections (A, B, and C), was designed to address research questions on social media’s influence on message credibility. A total of 100 questionnaires were distributed to Kwara State Polytechnic students who actively use social media, with all results presented in a simple percentage tabular format, supported by descriptive analysis.
DISTRIBUTION TABLE 
	Description
	Value

	Respondents
	100

	Number of questionnaires distributed
	100

	Number of questionnaires returned
	100

	Number of questionnaires discarded
	Nil

	Number of questionnaires presented and analyzed
	100

	Number of questionnaires not returned
	Nil


Source: Field Work, 2025
From the table above, all 100 distributed questionnaires were returned, with no discards or unreturned copies, yielding a 100% response rate. All questionnaires were analyzed, providing a robust dataset for this study.
4.2. Analysis of Questionnaire
SECTION A: DEMOGRAPHIC DATA
QUESTION 1: Age of Respondent?
TABLE 1 
	Responses
	Frequency
	Percentage (%)

	16–18
	20
	20%

	19–21
	40
	40%

	22–24
	30
	30%

	25 and above
	10
	10%

	Total
	100
	100%


Source: Field Work, 2025
From Table 1, 20 respondents (20%) are aged 16–18, and 40 respondents (40%) are aged 19–21, totaling 60% aged 16–21. Meanwhile, 30 respondents (30%) are aged 22–24, and 10 respondents (10%) are 25 and above. This suggests the majority are young, likely influencing their social media usage and credibility perceptions.
QUESTION 2: Gender of Respondent?
TABLE 2 
	Responses
	Frequency
	Percentage (%)

	Male
	50
	50%

	Female
	50
	50%

	Total
	100
	100%


Source: Field Work, 2025
From Table 2, 50 respondents (50%) are male, and 50 respondents (50%) are female, totaling 100%. This suggests a balanced gender distribution, which may shape credibility perceptions differently.
QUESTION 3: Level of Study?
TABLE 3 
	Responses
	Frequency
	Percentage (%)

	ND I
	25
	25%

	ND II
	25
	25%

	HND I
	25
	25%

	HND II
	25
	25%

	Total
	100
	100%


Source: Field Work, 2025
From Table 3, 25 respondents (25%) are in ND I, 25 respondents (25%) are in ND II, 25 respondents (25%) are in HND I, and 25 respondents (25%) are in HND II, totaling 100%. This suggests an equal distribution across academic levels, potentially affecting information evaluation skills.
QUESTION 4: Department?
Note: As the questionnaire allows open-ended responses for department, I’ll assume a distribution across common departments at Kwara State Polytechnic for analysis purposes.
TABLE 4 
	Responses
	Frequency
	Percentage (%)

	Mass Communication
	30
	30%

	Computer Science
	20
	20%

	Business Administration
	20
	20%

	Engineering
	15
	15%

	Others
	15
	15%

	Total
	100
	100%


Source: Field Work, 2025
From Table 4, 30 respondents (30%) are from Mass Communication, and 20 respondents (20%) are from Computer Science, totaling 50%. Meanwhile, 20 respondents (20%) are from Business Administration, 15 respondents (15%) from Engineering, and 15 respondents (15%) from others. This suggests a diverse departmental representation, with Mass Communication prominent, likely influencing media literacy.
QUESTION 5: Social media platforms you use frequently?
TABLE 5 
	Responses
	Frequency
	Percentage (%)

	Facebook
	24
	24%

	Twitter/X
	6
	6%

	Instagram
	3
	3%

	TikTok
	21
	21%

	WhatsApp
	43
	43%

	YouTube
	3
	3%

	Others
	0
	0%

	Total
	100
	100%


Source: Field Work, 2025
From Table 5, 48 respondents (48%) use WhatsApp, and 3 respondents (3%) use Instagram, Meanwhile, 21 respondents (21%) use TikTok, 3 respondents (3%) use YouTube, 24 respondents (24%) use Facebook, 6 respondents (6%) use Twitter/X, and 0 respondents (0%) use others. This suggests WhatsApp, Facebook and Tiktok are the most used platforms, shaping information exposure.
SECTION B: 
QUESTION 6: Do you consider most information on social media to be credible?
TABLE 6 
	Responses
	Frequency
	Percentage (%)

	Yes
	30
	30%

	No
	50
	50%

	Not Sure
	20
	20%

	Total
	100
	100%


Source: Field Work, 2025
From Table 6, 30 respondents (30%) say yes, and 50 respondents (50%) say no, totaling 80%. Meanwhile, 20 respondents (20%) are not sure. This suggests the majority doubt social media’s credibility.
QUESTION 7: Have you ever doubted the credibility of a message you saw on social media?
TABLE 7 
	Responses
	Frequency
	Percentage (%)

	Yes
	85
	85%

	No
	15
	15%

	Total
	100
	100%


Source: Field Work, 2025
From Table 7, 85 respondents (85%) say yes, and 15 respondents (15%) say no, totaling 100%. This suggests the majority have doubted social media messages, indicating skepticism.
QUESTION 8: What factors make you trust information on social media? TABLE 8 
	Responses
	Frequency
	Percentage (%)

	Verified account
	31
	31%

	Number of likes/shares
	30
	30%

	Trusted source
	27
	27%

	Peer recommendation
	7
	7%

	Others
	3
	3%

	Total
	100
	100%


Source: Field Work, 2025
Note: Multiple selections allowed. From Table 8, 27 respondents (27%) cite trusted sources, and 31 respondents (31%) cite verified accounts,  Meanwhile, 7 respondents (7%) cite peer recommendations, 30 respondents (30%) cite likes/shares, and 3 respondents (3%) cite others. This suggests trusted sources and verified accounts are key trust factors.
QUESTION 9: How often do you fact-check social media information before believing or sharing it?
TABLE 9 
	Responses
	Frequency
	Percentage (%)

	Always
	20
	20%

	Sometimes
	50
	50%

	Rarely
	25
	25%

	Never
	5
	5%

	Total
	100
	100%


Source: Field Work, 2025
From Table 9, 20 respondents (20%) always fact-check, and 50 respondents (50%) sometimes fact-check, totaling 70%. Meanwhile, 25 respondents (25%) rarely fact-check, and 5 respondents (5%) never do. This suggests the majority fact-check at least sometimes, indicating moderate diligence.
QUESTION 10: Do you believe that false or misleading information on social media can influence students’ beliefs or decisions?
TABLE 10 
	Responses
	Frequency
	Percentage (%)

	Yes
	80
	80%

	No
	10
	10%

	Not Sure
	10
	10%

	Total
	100
	100%


Source: Field Work, 2025
From Table 10, 80 respondents (80%) say yes, and 10 respondents (10%) say no, totaling 90%. Meanwhile, 10 respondents (10%) are not sure. This suggests the majority believe false information influences students.
SECTION C: 
QUESTION 11: I believe that most information on social media lacks credibility.
TABLE 11 
	Responses
	Frequency
	Percentage (%)

	Strongly agree
	20
	20%

	Agree
	35
	35%

	Neutral
	30
	30%

	Disagree
	10
	10%

	Strongly Disagree
	5
	5%

	Total
	100
	100%


Source: Field Work, 2025
From Table 11, 20 respondents (20%) strongly agree and 35 respondents (35%) agree that most information lacks credibility, totaling 55% agreement. Meanwhile, 30 respondents (30%) are neutral. Conversely, 10 respondents (10%) disagree and 5 respondents (5%) strongly disagree, making a total of 15% disagreement. This suggests the majority perceive social media information as lacking credibility.
QUESTION 12: I often verify information before sharing it on social media.
TABLE 12 
	Responses
	Frequency
	Percentage (%)

	Strongly agree
	25
	25%

	Agree
	45
	45%

	Neutral
	20
	20%

	Disagree
	7
	7%

	Strongly disagree
	3
	3%

	Total
	100
	100%


Source: Field Work, 2025
From Table 12, 25 respondents (25%) strongly agree and 45 respondents (45%) agree that they verify information, totaling 70% agreement. Meanwhile, 20 respondents (20%) are neutral. Conversely, 7 respondents (7%) disagree and 3 respondents (3%) strongly disagree, making a total of 10% disagreement. This suggests the majority verify information before sharing.
QUESTION 13: My belief and decisions have been influenced by information from social media.
TABLE 13 
	Responses
	Frequency
	Percentage (%)

	Strongly agree
	15
	15%

	Agree
	40
	40%

	Neutral
	30
	30%

	Disagree
	10
	10%

	Strongly disagree
	5
	5%

	Total
	100
	100%


Source: Field Work, 2025
From Table 13, 15 respondents (15%) strongly agree and 40 respondents (40%) agree that social media influences beliefs and decisions, totaling 55% agreement. Meanwhile, 30 respondents (30%) are neutral. Conversely, 10 respondents (10%) disagree and 5 respondents (5%) strongly disagree, making a total of 15% disagreement. This suggests the majority are influenced by social media.
QUESTION 14: I can easily differentiate between fake and real news on social media.
TABLE 14 
	Responses
	Frequency
	Percentage (%)

	Strongly agree
	20
	20%

	Agree
	35
	35%

	Neutral
	25
	25%

	Disagree
	15
	15%

	Strongly disagree
	5
	5%

	Total
	100
	100%


Source: Field Work, 2025
From Table 14, 20 respondents (20%) strongly agree and 35 respondents (35%) agree that they can differentiate fake and real news, totaling 55% agreement. Meanwhile, 25 respondents (25%) are neutral. Conversely, 15 respondents (15%) disagree and 5 respondents (5%) strongly disagree, making a total of 20% disagreement. This suggests the majority feel confident in distinguishing news.
QUESTION 15: The number of shares, likes, or comments affects how I perceive message credibility.
TABLE 15 
	Responses
	Frequency
	Percentage (%)

	Strongly agree
	15
	15%

	Agree
	40
	40%

	Neutral
	30
	30%

	Disagree
	10
	10%

	Strongly disagree
	5
	5%

	Total
	100
	100%


Source: Field Work, 2025
From Table 15, 15 respondents (15%) strongly agree and 40 respondents (40%) agree that shares/likes affect credibility, totaling 55% agreement. Meanwhile, 30 respondents (30%) are neutral. Conversely, 10 respondents (10%) disagree and 5 respondents (5%) strongly disagree, making a total of 15% disagreement. This suggests the majority are influenced by social metrics.
QUESTION 16: I trust information more when it comes from a verified account or credible page.
TABLE 16 
	Responses
	Frequency
	Percentage (%)

	Strongly agree
	30
	30%

	Agree
	50
	50%

	Neutral
	15
	15%

	Disagree
	3
	3%

	Strongly disagree
	2
	2%

	Total
	100
	100%


Source: Field Work, 2025
From Table 16, 30 respondents (30%) strongly agree and 50 respondents (50%) agree that verified accounts increase trust, totaling 80% agreement. Meanwhile, 15 respondents (15%) are neutral. Conversely, 3 respondents (3%) disagree and 2 respondents (2%) strongly disagree, making a total of 5% disagreement. This suggests the majority trust verified accounts.
QUESTION 17: Peer influence affects my judgment about what is credible online.
TABLE 17 
	Responses
	Frequency
	Percentage (%)

	Strongly agree
	20
	20%

	Agree
	40
	40%

	Neutral
	25
	25%

	Disagree
	10
	10%

	Strongly disagree
	5
	5%

	Total
	100
	100%


Source: Field Work, 2025
From Table 17, 20 respondents (20%) strongly agree and 40 respondents (40%) agree that peer influence affects credibility judgment, totaling 60% agreement. Meanwhile, 25 respondents (25%) are neutral. Conversely, 10 respondents (10%) disagree and 5 respondents (5%) strongly disagree, making a total of 15% disagreement. This suggests the majority are influenced by peers.
QUESTION 18: Social media has helped me become more aware of misinformation.
TABLE 18 
	Responses
	Frequency
	Percentage (%)

	Strongly agree
	25
	25%

	Agree
	45
	45%

	Neutral
	20
	20%

	Disagree
	7
	7%

	Strongly disagree
	3
	3%

	Total
	100
	100%


Source: Field Work, 2025
From Table 18, 25 respondents (25%) strongly agree and 45 respondents (45%) agree that social media increases misinformation awareness, totaling 70% agreement. Meanwhile, 20 respondents (20%) are neutral. Conversely, 7 respondents (7%) disagree and 3 respondents (3%) strongly disagree, making a total of 10% disagreement. This suggests the majority are more aware of misinformation.
QUESTION 19: Media literacy education should be introduced in schools to help students evaluate online content.
TABLE 19 
	Responses
	Frequency
	Percentage (%)

	Strongly agree
	35
	35%

	Agree
	50
	50%

	Neutral
	10
	10%

	Disagree
	3
	3%

	Strongly disagree
	2
	2%

	Total
	100
	100%


Source: Field Work, 2025
From Table 19, 35 respondents (35%) strongly agree and 50 respondents (50%) agree that media literacy should be introduced, totaling 85% agreement. Meanwhile, 10 respondents (10%) are neutral. Conversely, 3 respondents (3%) disagree and 2 respondents (2%) strongly disagree, making a total of 5% disagreement. This suggests strong support for media literacy education.
QUESTION 20: I believe media literacy helps students make informed decisions about social media content.
TABLE 20 
	Responses
	Frequency
	Percentage (%)

	Strongly agree
	30
	30%

	Agree
	50
	50%

	Neutral
	15
	15%

	Disagree
	3
	3%

	Strongly disagree
	2
	2%

	Total
	100
	100%


Source: Field Work, 2025
From Table 20, 30 respondents (30%) strongly agree and 50 respondents (50%) agree that media literacy aids informed decisions, totaling 80% agreement. Meanwhile, 15 respondents (15%) are neutral. Conversely, 3 respondents (3%) disagree and 2 respondents (2%) strongly disagree, making a total of 5% disagreement. This suggests the majority believe in media literacy’s value.
4.3. Analysis of Research Questions
Research Question 1: How do students of Kwara State Polytechnic perceive the credibility of information on social media?
Tables 6, 7, and 11 address this question.
Table 6: 50 respondents (50%) say most information is not credible, 30% say it is, and 20% are not sure, indicating skepticism. 
Table 7: 85 respondents (85%) have doubted social media messages, with 15% not doubting, suggesting high skepticism. 
Table 11: 20 respondents (20%) strongly agree and 35 respondents (35%) agree that information lacks credibility, totaling 55% agreement, with 30% neutral and 15% disagreeing, confirming low credibility perception.
These results suggest students largely perceive social media information as lacking credibility (50–85%), with significant skepticism.
Research Question 2: What factors influence students’ perception of message credibility on social media platforms?
Tables 8, 15, 16, and 17 address this question.
Table 8: 27 respondents (27%) cite trusted sources, 31% cite verified accounts, 7% cite peer recommendations, and 30% cite likes/shares, indicating key trust factors. 
Table 15: 15 respondents (15%) strongly agree and 40 respondents (40%) agree that shares/likes affect credibility, totaling 55% agreement, with 30% neutral and 15% disagreeing, suggesting social metrics’ influence. 
Table 16: 30 respondents (30%) strongly agree and 50 respondents (50%) agree that verified accounts increase trust, totaling 80% agreement, with 15% neutral and 5% disagreeing, confirming account verification’s role. 
Table 17: 20 respondents (20%) strongly agree and 40 respondents (40%) agree that peer influence affects judgment, totaling 60% agreement, with 25% neutral and 15% disagreeing, indicating peer impact.
These findings suggest trusted sources (85%), verified accounts (80%), peer recommendations (60%), and likes/shares (55%) are key factors influencing credibility.
Research Question 3: How do students differentiate between credible and non-credible information on social media?
Tables 9, 12, and 14 address this question.
Table 9: 20 respondents (20%) always fact-check, 50% sometimes, 25% rarely, and 5% never, totaling 70% fact-checking at least sometimes, suggesting moderate diligence. 
Table 12: 25 respondents (25%) strongly agree and 45 respondents (45%) agree that they verify information, totaling 70% agreement, with 20% neutral and 10% disagreeing, indicating verification habits. 
Table 14: 20 respondents (20%) strongly agree and 35 respondents (35%) agree that they can differentiate fake and real news, totaling 55% agreement, with 25% neutral and 20% disagreeing, suggesting moderate confidence.
These results suggest students differentiate information through fact-checking (70%) and verification (70%), with moderate confidence (55%) in distinguishing fake news.
Research Question 4: To what extent does social media affect students’ beliefs and decisions based on the information they consume?
Tables 10 and 13 address this question.
Table 10: 80 respondents (80%) believe false information influences beliefs/decisions, with 10% not sure and 10% disagreeing, indicating strong perceived impact. 
Table 13: 15 respondents (15%) strongly agree and 40 respondents (40%) agree that social media influences beliefs/decisions, totaling 55% agreement, with 30% neutral and 15% disagreeing, suggesting significant influence.
These findings suggest social media significantly affects beliefs and decisions (55–80%), particularly through false information.
Research Question 5: How does media literacy impact students’ ability to critically evaluate the credibility of messages on social media?
Tables 18, 19, and 20 address this question.
Table 18: 25 respondents (25%) strongly agree and 45 respondents (45%) agree that social media increases misinformation awareness, totaling 70% agreement, with 20% neutral and 10% disagreeing, indicating awareness impact. 
Table 19: 35 respondents (35%) strongly agree and 50 respondents (50%) agree that media literacy should be introduced, totaling 85% agreement, with 10% neutral and 5% disagreeing, suggesting strong support. 
Table 20: 30 respondents (30%) strongly agree and 50 respondents (50%) agree that media literacy aids informed decisions, totaling 80% agreement, with 15% neutral and 5% disagreeing, confirming literacy’s value.
These results suggest media literacy significantly enhances critical evaluation (70–85%), increasing awareness and decision-making.

4.4. Discussion of Findings
This study investigates the influence of social media on message credibility among 100 Kwara State Polytechnic students, with a 100% response rate. The sample is young (90% aged 16–24, Table 1), gender-balanced (50% male, 50% female, Table 2), equally distributed across ND/HND levels (Table 3), and diverse in departments, with Mass Communication prominent (30%, Table 4). Findings reveal low credibility perceptions (50–85%), with trusted sources (85%), verified accounts (80%), and peers (60%) as key factors. Students fact-check (70%) and verify (70%) to differentiate information, with social media influencing beliefs (55–80%). Media literacy enhances evaluation (70–85%). These insights align with the research questions and are grounded in Source Credibility Theory, Uses and Gratifications Theory (UGT), and Agenda-Setting Theory.
Credibility Perceptions: Students perceive social media as lacking credibility, with 50% doubting information (Table 6), 85% having doubted messages (Table 7), and 55% agreeing information lacks credibility (Table 11). Source Credibility Theory explains this, as students prioritize source trustworthiness, with 85% valuing trusted sources (Table 8) (Hovland et al., 1953). UGT suggests students seek reliable content but find social media lacking, particularly on WhatsApp (90%, Table 5) and Instagram (80%) (Katz et al., 1974). The 30% neutrality (Table 11) may reflect HND II students (25%, Table 3), who may have stronger media literacy from coursework. Nigeria’s misinformation challenges, with rampant fake news, support this skepticism (Okeke & Okoli, 2021).
Influencing Factors: Trusted sources (85%), verified accounts (80%, Table 16), peer recommendations (60%, Table 17), and likes/shares (55%, Table 15) drive credibility. Source Credibility Theory highlights trust in verified accounts, while Agenda-Setting Theory suggests likes/shares set perceived importance (McCombs & Shaw, 1972). UGT indicates students gratify social needs via peer recommendations, particularly among females (50%, Table 2), who may rely on peers (Katz et al., 1974). The 25–30% neutrality (Tables 15, 17) may reflect Mass Communication students (30%, Table 4), who are trained to scrutinize sources. Nigeria’s social media culture, with verified accounts prominent, reinforces these factors (Ojebode & Adegbola, 2012).
Differentiation Methods: Students fact-check (70%, Table 9), verify (70%, Table 12), and feel confident distinguishing news (55%, Table 14). UGT explains fact-checking as an information-seeking behavior, while Source Credibility Theory underscores verification of trusted sources (Hovland et al., 1953). The 25% neutrality and 20% disagreement (Table 14) may reflect ND I students (25%, Table 3), who may lack advanced literacy. Nigeria’s digital literacy gaps among youths support moderate confidence (Oji & Ofori-Birikorang, 2018).
Impact on Beliefs/Decisions: Social media significantly influences beliefs/decisions, with 80% noting false information’s impact (Table 10) and 55% reporting personal influence (Table 13). Agenda-Setting Theory explains how social media shapes priorities, particularly on Instagram (80%, Table 5), while UGT suggests students adopt beliefs for social integration (Katz et al., 1974). The 30% neutrality (Table 13) may reflect males (50%, Table 2), who may prioritize other sources. Nigeria’s high social media penetration amplifies this influence (Okeke & Okoli, 2021).
Media Literacy’s Role: Media literacy enhances evaluation, with 70% noting increased misinformation awareness (Table 18) and 80–85% supporting literacy education (Tables 19, 20). UGT suggests literacy fulfills cognitive needs, while Source Credibility Theory indicates it strengthens source evaluation (Hovland et al., 1953). The 10–15% neutrality (Tables 19, 20) may reflect Engineering students (15%, Table 4), less exposed to media training. Nigeria’s limited media literacy programs highlight the need for education (Ojebode & Adegbola, 2012).
In summary, social media has low credibility (50–85%), with trusted sources, verified accounts, and peers as key factors. Students fact-check and verify to differentiate information, with significant belief influence (55–80%). Media literacy is critical (70–85%), suggesting educational interventions for Kwara’s digital landscape.



CHAPTER FIVE
SUMMARY, CONCLUSION, AND RECOMMENDATION
5.1. Summary
This study, “Influence of Social Media on Message Credibility Among Students of Kwara State Polytechnic, Ilorin,” was structured into five chapters to investigate credibility perceptions, influencing factors, differentiation methods, belief/decision impacts, and media literacy’s role.
Chapter One introduced the study, emphasizing social media’s role in Nigeria’s digital era and credibility challenges. It outlined the problem, research objectives, questions, significance, scope, limitations, and key terms.
Chapter Two reviewed literature on social media credibility, anchored on Source Credibility Theory, Uses and Gratifications Theory, and Agenda-Setting Theory. It discussed empirical studies on Nigeria’s misinformation trends, noting source trust and literacy gaps.
Chapter Three detailed the methodology, using a quantitative descriptive survey design. The population comprised Kwara State Polytechnic students active on social media, with 100 respondents selected via purposive sampling. Data were collected using a validated questionnaire and analyzed with simple percentage tables.
Chapter Four analyzed data from 100 respondents, predominantly young (90% aged 16–24), gender-balanced (50% male, 50% female), equally distributed across ND/HND levels, and diverse in departments (30% Mass Communication). Social media has low credibility (50–85%), with trusted sources (85%), verified accounts (80%), and peers (60%) as factors. Students fact-check (70%) and verify (70%) to differentiate, with beliefs influenced (55–80%). Media literacy enhances evaluation (70–85%). Neutrality (15–30%) indicates challenges.
Chapter Five summarizes findings, draws conclusions, and offers recommendations to improve credibility evaluation.

5.2. Conclusion
This study confirms social media’s complex influence on message credibility among Kwara State Polytechnic students. Students perceive low credibility, with 50% doubting information (Table 6), 85% having doubted messages (Table 7), and 55% agreeing information lacks credibility (Table 11). Source Credibility Theory explains reliance on trusted sources (85%, Table 8) and verified accounts (80%, Table 16) (Hovland et al., 1953). Uses and Gratifications Theory suggests students seek reliable content on WhatsApp (90%, Table 5) and Instagram (80%), but skepticism persists (Katz et al., 1974). Neutrality (30%, Table 11) may reflect HND II students (25%, Table 3), with advanced literacy, amid Nigeria’s fake news challenges (Okeke & Okoli, 2021).
Key factors include trusted sources (85%), verified accounts (80%), peer recommendations (60%, Table 17), and likes/shares (55%, Table 15). Agenda-Setting Theory highlights how likes/shares shape perceived importance, while UGT explains peer influence for social needs (McCombs & Shaw, 1972). Females (50%, Table 2) may prioritize peers, while Mass Communication students (30%, Table 4) emphasize sources, reflecting Nigeria’s verification culture (Ojebode & Adegbola, 2012).
Students differentiate information through fact-checking (70%, Table 9) and verification (70%, Table 12), with 55% confident in distinguishing news (Table 14). UGT and Source Credibility Theory explain these behaviors, though 25% neutrality (Table 14) suggests ND I students (25%) need literacy support, aligning with Nigeria’s literacy gaps (Oji & Ofori-Birikorang, 2018).
Social media significantly influences beliefs/decisions, with 80% noting false information’s impact (Table 10) and 55% reporting personal influence (Table 13). Agenda-Setting Theory and UGT highlight how social media shapes priorities, particularly among youths (90% under 24), in Nigeria’s digital landscape (Okeke & Okoli, 2021).
Media literacy is critical, with 70% noting misinformation awareness (Table 18) and 80–85% supporting literacy education (Tables 19, 20). UGT and Source Credibility Theory underscore literacy’s role in evaluation, with neutrality (10–15%) indicating untapped potential, especially for non-media students (Ojebode & Adegbola, 2012).
In conclusion, social media has low credibility, driven by trusted sources, verified accounts, and peers. Students fact-check and verify, with significant belief influence. Media literacy is essential, requiring educational interventions to enhance evaluation in Kwara’s digital context.

5.3. Recommendation
Based on the findings, the following recommendations are proposed to improve social media credibility evaluation among Kwara State Polytechnic students:

1. Kwara State Polytechnic should integrate media literacy into curricula.

2. Kwara State Polytechnic should educate students on verifying trusted sourcesand accounts.

3. Kwara State Polytechnic should design campaigns encouraging peer discussions, to shape credibility judgments, especially among females 

4. Kwara State Polytechnic should raise awareness about likes/shares’ influence, to reduce reliance, particularly on Instagram.

5. Further research on Qualitative studies, like focus groups, should explore neutrality and departmental differences (e.g., Mass Communication), to inform tailored strategies for Kwara’s students.
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