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CHAPTER ONE
[bookmark: _Toc139632281]INTRODUCTION
[bookmark: _Toc139632282]1.1	BACKGROUND TO THE STUDY
The introduction of social media has made news content easily available for consumption (Granik & Mesyura, 2017). Even though the development of social media is a blessing to mankind. Conversely, it has also aﬀected our lives negatively due to the untold suﬀering it has brought to us. Unlike the traditional media (newspaper, TV, and Radio) Social media has ushered in a new trend in news known as ‘fake news’ where malicious or misleading information is rapidly spread. The work of Klyuev (2019) posits that even though social media was created to enhance communication, it has almost replaced the mainstream media. A vast majority of people no longer watch television or listen to the radio, even if they listen to it, it will be done on social media.
In recent time the government of Nigeria has embarked on a media campaign against the spread of fake news, the media campaign was launched by the Minister of Information and Culture. This is a result of the increasing nature of fake news used as means of political attack against the functions and programs of government. It is also noted that fake news is a matter of rising global concern, and for Nigeria which is a multiethnic and multi-religious country, if not checked could lead to conflict in the country is left unabated. 
Fake news, is described as a type of yellow journalism or propaganda that consists of deliberate disinformation spread across the traditional news media and online social media (Tufekci, Zeynep, 2018). The spread of fake news is often caused by reporters paying people to generate information and stories for them. This action is referred to as an unethical practice called checkbook journalism.
Fake news is a neologism often used to refer to fabricated news.  This  type of news, found  in  traditional  news, social media or fake news websites, has no basis, but is presented as being factually accurate. Fake news is a  neologism  often  used to refer to fabricated  news.  This  type of news, found  in  traditional  news, social media or fake news websites, has no basis, but is presented as being factually accurate (Wikipedia,  n.d).Fake news is a neologism often used to refer to fabricated news. This type of news, found in traditional news, social media or fake news websites, has no basis, but is presented as being factually accurate. Lazer et al. (2018) alluded that ‘fake news is fabricated information that mimics news media content in form but not in organizational process or intent. Fake-news outlets, in turn, lack the news media’s editorial norms and processes for ensuring the accuracy and credibility of information’. Brummette, 2018) coined the term ‘ideologically motivate fake news’ to resemble those who are not driven by ﬁnancial beneﬁt in participating in fake news but are fabricated to enhance unique principles as well as beliefs, this will lead to smearing misinformation which is contrary to other people’s belief and principles (Brummetteetal, 2018). The goal is to mislead, damage the identity of someone for political or financial gains. 
[bookmark: _Toc139632283]1.2	STATEMENT OF THE PROBLEM
The spread of fake news has resulted in the damaged of the reputation of the nations. Right here in Nigeria, the situation is not better and not only restricted to the social media. On 5th July, 2018, the front page headline of a national newspaper was: "Court orders National Assembly to begin impeachment of Buhari". The problem with that news item is that it is fake news. According to the certified true copy of the order, the Presiding Judge of the Federal High Court in Oshogbo ordered and I quote: “The applicants are hereby granted leave to issue and bring an Application for the order of Mandamus to compel 1st to 3rd Respondents to start impeachment proceedings against the 4th Respondent, the president of the Federal Republic of Nigeria. This was manipulated to read that the court has given the go-ahead for the National Assembly to commence impeachment proceedings against the President. 
In 2017, a fake report circulated on the social media claimed that five students of the College of Education, GidanWaya, were ambushed and killed by Fulani herdsmen in Southern Kaduna. That report turned out to be false. No student was killed. I can go on and on (Elebeke, 2018).
Fake news aggravates herders/farmers crises in Nigeria: The British Broadcasting Corporation (BBC) has reported that fake news circulating in the social media is fueling the farmers/ herdsmen crises in Nigeria. In the report by the media organization, it stated that “fake pictures circulating on social media which users are falsely claiming depict inter-communal violence are inflaming already high tensions in Nigeria” (Adekunle, 2018)
Bogus news most times instigates confusion, tension, suicide depending on the person or institution on the other end and it undermines serious media coverage and makes it more difficult for journalists to cover significant news stories as realized in the 2020 #endsars protest in Nigeria. For a nation like Nigeria with multi-ethnic and multi -religious country, if not checked (fake news) could lead to a more unabated conflict and ferocity in the country. Based on the foregoing, this study seeks to appraise the eradication of fake news on social media; giving possible solutions and prospects.

[bookmark: _Toc139632284]1.3	OBJECTIVES OF THE STUDY
i. To find out the prevalence of fake news on social media
ii. To investigate the effect of fake news on social media
iii. To identify the possible solutions to the problem of fake news on social media
iv. To investigate the causes of fake news on social media

1.4 [bookmark: _Toc139632285]     RESEARCH QUESTIONS
i. What is the prevalence of fake news on social media?
ii. What are the effects or consequences of the increasing fake news on social media?
iii. What are the possible solutions to the problem of fake news on social media?
iv. What are the causes of fake news on social media

[bookmark: _Toc139632287]1.5	SIGNIFICANCE OF THE STUDY
This study focuses on the eradication of fake news on social media; possible solutions and prospects. The study shall therefore serve as veritable source of information to stakeholders (government, journalist, social media users, right thinking members of the society, e.t.c.) to be proactive in proffering interventions which will address the problem.
The study will also contribute to academic advancement, serve as a blueprint to subsequent researches and headway to researchers who might find interest to embark on related research topic(s) afterward.

[bookmark: _Toc139632288]1.7	SCOPE OF THE STUDY
The study focuses on the appraisal of the eradication of fake news on social media possible solutions and prospects. The study location is the Kwara State Polytechnic, Ilorin. The polytechnic has five (5) institutes (Institute of Applied Science, Institute of Environmental Studies, Institute of Technology, Institute of Finance and Management Studies, and Institute of Information and Communication Technology) with over twenty-five (25) departments.
The Kwara State Polytechnic, Ilorin is chosen as the study location of this research because it is where the research is being carried out. Demographically, the scope of the study is restricted to students both sex between the ages of 18 to 40 years in higher education.
We cannot delude ourselves of the fact that the researcher encountered slight constraints while carrying out this study. Insufficient funds tend to impede the efficiency of the researcher in sourcing for the relevant materials, literature, or information and in the process of data collection, which is why the researcher resorted to a limited choice of sample size (Kwara State Polytechnic Students, age range 18-40). More so, the researcher simultaneously engaged in this study with other academic work. As a result, the amount of time spent on the research was drastically reduced.
Moreover, the case study method utilized in the study posed some challenges to the investigator including the possibility of biases and poor judgment of issues. However, the investigator relied on respect for the general principles of procedures, justice, fairness, objectivity in observation and recording, and weighing of evidence to overcome the challenges.
[bookmark: _Toc139632289]1.8	DEFINITION OF TERMS
Impact: A cognitive factor that tends to have an effect on what an action behavior, or way of thinking.
Fake News: is described as a type of yellow journalism or propaganda that consists of deliberate disinformation spread across the traditional news media and online social media. 
Media: is the means of communicating to a large segment of people, such as television, radio and newspapers.
Social Media: refers to a computer-based technology that facilitates the sharing of ideas, thoughts, and information through virtual networks and communities.
Ilorin Metropolis: a city capital of Kwara State located at North Central Geo-Political Zone, Nigeria.
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LITERATURE REVIEW

[bookmark: _Toc139632292]2.1	CONCEPTUAL FRAMEWORK
[bookmark: _Toc139632293]2.1.1	Concept of Social media
The mass media used for the purpose of social interaction is called social media. More aptly, social media can be defined as: “Activities that integrate technology, social interaction, and content creation, microblogs, and more.” (Charles Wankel, 2010: 242).
For any media to be interactive, it needs to co-exist with some sort of communication techniques, for which social media is not an exception. In order to twirl communication into an interactive dialogue, the social media turns to be one of the most successful applications of Satmass Media (Suman K Kasturi, 2013) (a word coined by Dr. Suman K Kasturi to indicate the mass media that work in conjunction with the satellite communications). 
As of now, there is no single renowned definition of social media. However, of the many definitions that exist, it can be said that social media is the set of web-based broadcast technologies that enable the democratization of content, giving people the ability to emerge from consumers of content to publishers. With the ability to achieve massive scalability in real time, the social media technologies allow people to connect with each other to produce or re- produce value through online conversation and collaboration (Peter R Scott & J. Mike Jacka, 2011).
In the genesis, social media was limited to fundamental tools and websites used mainly by professors of technology and computer geeks. Over a period of time, social media changed into a behemoth that is changing the way how people connect and converse with corporations, governments, traditional media, and each other. The monopoly of the message held by the traditional media lost its reins with the advent of social media due to the domineering facts of social media over the traditional media. 
Davis, J. L. (2012) posited that in case of the traditional media, the communication was merely monologue or, at the most a restricted two-way tête-à-tête. Without using any interactive means, through the traditional media, the individuals used to share information or ideas about an organization. Such a communication was established mainly through one-to-one communication either in person or on the phone; either through the mail or via e-mail.
With the progression of time from mid to late 90s, slowly the conventional and traditional media started getting replaced by the social media. Various forms of social media like Internet forums, personal websites, advanced bulletin board systems and online chat ensured that the individual’s voice reached to the mass audience. Many organizations still housed in monologue mode but started reckoning the need to adapt the new media in general and social media, specifically.
As the time passed, today, social media such as Facebook, Friendster, Wikipedia, Whatsapp, dating sites, Craigslist, recipe sharing sites (e.g. allrecipes.com), YouTube, and Instagram have rapidly turned to be the way of how people communicate with each other. Over the past one decade, it has transformed the way people and organizations communicate. This has become a reality with the ubiquitous spreading of broadband internet in every nook and corner of the societies. 
According to Boyd and Ellison (2007), the multimedia compatibility of the social media like easy uploading of audio-video content, text and images, another dimension of immediate global access has been added to the social media, thereby causing a great threat to the prevailing traditional and conventional media. Social media paved a way for every individual to become a publisher of his ideas and views. The social media not only brought advantages, but also equal number of threats along with its inception.
Forms of Social Media
As this overview of common forms of social media demonstrates, some are used primarily for recreation or personal connections, others for work or professional reasons, but most allow leeway for both As this overview of common forms of social media demonstrates, some are used primarily for recreation or personal connections, others for work or professional reasons, but most allow leeway for both
According to Manning, J. (2014.) in K. Harvey (Ed.), Encyclopedia of social media and politics, some social media are used primarily for recreation or personal connections, others for work or professional reasons, but most allow leeway for both.
Various forms of social media as given by Wright, Kevin B., & Webb, Lynne M. (2015) are as follow:
· Email
 Probably the most common form of social media used in everyday life, email (short for electronic mail) involves users logging into an account in order to send and receive messages to other users. Anyone who sends or receives an email must have an account. Many options for free email accounts are available via the World Wide Web, but many times internet service providers will also offer free email accounts with service packages or employers will offer email addresses to their employees. 
· Texters.
Similar to email, a texter is a two-way communication channel that allows individuals to quickly send a message to another person or a group of people. Although media portrayals often make it look as if texting is a particularly youthful behavior, people of all ages have adapted to texting. Still, younger individuals tend to text more often and usually do so at a faster speed. As texting technology has improved, it is easier to text photos or to copy and paste links into texters in order to share them with others. Texters often make use of emoticons, the use of keyboard characters to make pictures such as a smiley face (e.g., :-P), a practice that is also common with email. 
· Blogs
The word blog is derived from the word weblog. A blog is a webpage where an individual or group can share information or ideas with a large group of people via the internet. It is not uncommon for a person to start a blog and then never update it again. Some of the most successful blogs are updated on a regular basis so the followers of the blog can know when to expect new entries. Blogs cover a wide range of topics, including political issues of all kinds. A common feature to blogs is a feedback forum where, after reading an entry, people can interact with both the blog author and others who have commented. Many traditional media outlets have adopted blog-like features online in order to entice readers to continue sticking with their news or entertainment offerings. For example, many newspaper stories end with the opportunity for readers to share their thoughts or comments about a current issue. These news stories especially when about hot or particularly partisan political issues can lead to serious debates. Because of the contentious nature many blogs and news outlets find, it is not uncommon for a user to be required to register in order to participate.
· Message boards
 It is not uncommon for fans of television programs or other popular entertainment to frequent message boards that allow users to post messages that talk about a clearly defined subject. Message boards also prove popular with people seeking social support or advice, whether that is wounded warriors trying to make sense of life after war or someone facing breast cancer who wants to talk to someone else who has been through the experience. Advice is also offered through review sites such as Yelp that allow users to rate businesses such as restaurants.
· Connection sites
Online dating is another form of social media. Users approach online dating sites—some that require paid membership and others that are free of charge—and create a profile that tells who they are and what they seek in a relationship. Some may be skeptical about how honest some are about the information displayed in an online profile, but research shows that people are generally honest. The stigma placed upon online dating sites has continued to diminish as more people continue to use them in order to meet dating partners. In addition to dating, others may use connection sites to find friends or activity partners.
· Social networking sites
Facebook, Whatsapp, Twitter, and other social networking sites are almost ubiquitous features in contemporary culture. Even those who choose not to create an online profile and participate will often hear from others information gained from such social platforms. A key distinguishing feature that makes a social networking site is the fellow list of users that one connects with, usually based upon friendship, family, work relationships, or even weak tie relationships. Initially social networking sites were great ways to meet new people, and although that is still a possibility many social networking sites now discourage people from adding connections they do not know. The public nature of information posted to social networking sites often allow a space for social or political viewpoints to be displayed, although research suggests much of this political activity reinforces pre-existing beliefs especially because people tend to be online friends with those that are most like them.
[bookmark: _Toc139632294]2.1.2	Defining Fake news
The post-truth era (as the value of truth has become less relevant from a sociopolitical point of view) has given rise to a series of collective and equivalent concepts, with overlapping and similar meanings that share an extensive semantic field. “Misinformation” and “disinformation” (Lazer, D.M.J. et al 2018), “fake news” (Gelfert, A. 2018) “post-truth” (McIntyre, L. 2019), “bullshit” (Frankfurt, H.G. 2005), “information pollution” (Meel, P.; Vishwakarma, D.K. 2020) , or “information disorder” (Del-Fresno-García, M. 2021) are some of the concepts that within the scope of contemporary debate in the field of journalism and political communication seek to define the types, elements, and different phases of false information. 
Fake news is a neologism often used to refer to fabricated news. This type of news, found in traditional news, social media or fake news websites, has no basis, but is presented as being factually accurate (Wikipedia, n.d). 
Fallis (2015) defined Fake news as a special species of disinformation that is intended to mislead. It is a fake news reports exhibit on lack of truth. Wikipedia states that "fake news is a type of yellow journalism or propaganda that consists of deliberate misinformation or hoaxes spread via traditional print and broadcast news media or online social media.
According to Gelfert Axel (2014) Fake news is written and published with the intent to mislead in order to gain financially or politically, often with sensationalist, exaggerated, or patently false headlines that grab attention. fake news often employs eye-catching headlines or entirely fabricated news stories to increase readership, online sharing and Internet click revenue. In the latter case, it is similar to sensational online "clickbait" headlines and relies on advertising revenue generated from this activity, regardless of the veracity of the published stories.
McNair (2018) made very clear the need not to confuse fake news (as “news” with content proven to be false or misleading) with other fake news that “is merely contested by various political and social actors, usually because it is at odds with a particular ideology or worldview”.
Claire Wardle (2019) of First Draft News identifies seven types of fake news; 
· Satire or parody (no intention to cause harm but has potential to fool),
·  false connection (when headlines, visuals or captions don’t support the content), 
· misleading content (misleading use of information to frame an issue or an individual), 
· false context when genuine content is shared with false contextual information),
·  imposter content (when genuine sources are impersonated with false, made-up sources), 
· manipulated content (when genuine information or imagery is manipulated to deceive, as with a doctored photo) and 
· fabricated content (new content is 100% false, designed to deceive and do harm) 
(Wikipedia, n.d). 
[bookmark: _Toc139632295]2.1.3	Misinformation, Disinformation and Malformation
Central to the discourse of ‘fake news’ are three key concepts: misinformation, disinformation and mal-information. Information scientists have long debated the nature of information: what it is, where it comes from and the kinds of actions it affords humans, information sharing behaviour is integral to humans, people value exchanging information even when it is true or false which are diffused via social networks, as misinformation and disinformation. Social media have made such diffusion easier and faster. According to Bell (2015) misinformation and disinformation are deliberate and intentional lie.
Zhou et al. (2004) in Fallis, connotes that' while disinformation may realistically be inaccurate, it must not necessarily be inaccurate as long as it is misleading and defines meaning deviating from facts. Fallis argued that disinformation can portray meanings which could be ambiguous in the milieu of a particular condition.
Buckland (2021) added that, depending on the context, information is a thing, a process bounded by informativeness. According to him, misinformation and disinformation may also be things, processes, or knowledge, and therefore informative, by implying or revealing information which sometime tends to be accidental or deliberate depending on how the receiver interpret it in relation to fact.
On the other hand, mal-information is seen to be information that is premised on realism, but adopted either deliberately or otherwise to perpetrate damage on a person, organisation or country. A typical example is the publication of a report which unveils sexual orientation of a person without public interest justification. It is however necessary to discern messages that are factual from those that are not, and those with little iota of truth) framed and published with the intension of demeaning rather than serve the public interest.
Misinformation, disinformation and mal-information are raw materials that form fake news, information sharing systems which are currently and mostly unregulated have altered with conventional information behaviour. Information published based on falsehood whether with little iota of facts can have devastating consequences on governments, people, businesses, information professionals, and user experience designers, as well as other groups. Misinformation is problematic largely because it can create confusion and mistrust among receivers, and can make information difficult to use.
[bookmark: _Toc139632296]2.1.4	Causes of Fake News
According to Godwin, S.R. (2013), below are the major causes of fake news in Nigeria and the world at large. 
· Relevance: For media outlets, the ability to attract viewers to their websites is by publishing a story with false content which benefits advertisers and improves ratings.
· Hostile government and civil actors have also been implicated in generating and propagating fake news, particularly during elections (Wikipedia, n.d). 
· Money making: Jestin Coler, former CEO of the fake media conglomerate Disinfomedia, said that his company employed 20 to 25 writers at a time and made $10,000 to $30,000 monthly from advertisements (Wikipedia, n.d). This is not far from fake Nigerian media outlet. 
· Poor regulation of the internet: The internet was first made accessible for public use in the 1990s, its main purpose was for the seeking and accessing of information. As fake news was introduced to the internet, this made it difficult for some people to find truthful information. 
The impact of fake news has become a worldwide phenomenon. Fake news is often spread through the use of fake news websites, which, in order to gain credibility, specialize in creating attention-grabbing news, which often impersonate well-known news sources (Wikipedia, n.d). 
[bookmark: _Toc139632297]2.1.5	Social Media and Fake News
Brian Hughes, a professor of media studies at Queens College, City University of New York, writes that “it would be a mistake to pressure Facebook and Google into acting as censors” for news because, “we have already seen how much such an approach can backfire’’. He cites the example of Facebook’s manipulation of its trending newsfeed to suppress conservative news. This, he says, only increases public distrust for the media, turning them to less credible news sources instead. Professor Hughes says we should consider the possibility of adopting the Fairness Doctrine for digital media. He says it should be possible for companies like Facebook to ‘’individually program our news feeds for balance and accuracy’ ’since they are already able to identify consumer niches (Adeleke, 2016). 
Nicholas Lemann of the New Yorker argues for more government involvement as a way of solving this problem. He says that ‘’it’s facile and unhelpful to assume that government’s role in journalism can be either nothing or absolute control for propaganda purposes’’. He proposes that the government invest more in the pubic media to give more room for press freedom and journalistic integrity. But I wonder how effective this will be if we try to adopt it to Nigeria, considering the country’s political climate, one where the government is viewed as corrupt and untrustworthy. 
We cannot eliminate fake news. As long as there are people willing to buy tabloids and read blogs that they already know contain lies and half-truths, and as long as we have uneducated people who are unable to differentiate between real and fake news, fake news will continue to sell. The solution to the fake news problem lies in the online media revenue model. Articles online are optimized for clicks. That means that the best performing content-headline, article body, the images etc- are designed, wittingly or unwittingly, to get people to click on them. The more clicks and the more time spent on an article, the better the analytics figure, the more likely the media house is to attract premium advertising revenue. So, to get from the point of content to more revenue, many times media platforms water down journalistic standards and integrity. Online media is a zero-sum game: the more time someone spends on your platform, the more time they spend way from other platforms (Adeleke, 2016). 
The Minister stated that big technology companies like Google, Facebook and Twitter have started to address the problem. Google is reported to have dedicated 300 million US dollars over the next three years towards efforts to fight the spread of false information. Facebook, according to Bloomberg, took down 583 million fake accounts in the first three months of 2018. According to Reuters, Twitter suspended over 70 million accounts in May and June this year alone, and the pace of suspension has continued. Apart from the big technological organizations, the European Commission, in January 2018, set up a high-level group of experts to advice on policy initiatives to counter fake news and disinformation spread online (Elebeke, 2018). 
According to Jamie Angus, the Director of BBC World Service Group encouraged people to fall back on the most trusted news brands they could rely on for their news sources. He also advocated increased standard of education and media literacy. He went further to say that there is need to educate the young people in particular on what is trustworthy and what is fake. Media literacy is key in this regard. It is also important for people to invest more in making journalists to partner with reputable and credible international media organizations. Again, government must find ways to support its core traditional media for acceptability over the social media.
Finally, Nigeria must find a way to ensure that its national newspapers and TV stations are sustainable to practice quality journalism that will be acceptable to people. When you do that successfully, you will consider good independent regulation of the media; with this will reduce the attention that the fake media get and penalty should be given for maliciously published items (Okogba, 2018). 
[bookmark: _Toc139632298]2.1.6	Freedom of Expression, Social Media and Fake News
In contemporary media landscape, journalists, communications experts and others see expression as a weapon. The Internet which provides open space for the exercise of the right to receive and impart information has redefine public discourse and information sharing process. The open nature of the Internet, social media and the lack of total regulation and restrictions by authorities in Nigeria and the world at large defiles freedom of expression. However, in a number of cases, countries like China in order to prevent access to certain content, adopted measures such as blocking and filtering for the purpose of adequate regulation.
In Nigeria, before the advent of social media, people rely on the conventional media as their reliable and trusted news source. This is because, the conventional media provide the public with well researched news that were gate kept and scrutinised. Our democracy thrived on this model impressively. Unfortunately, the social media arrive with a freedom for public to develop and distribute information in their own quota. This is a new model that has been abused for several selfish and nonchalant reasons. It provides the public with anonymity and immunity to by cut the order. As a result, some unscrupulous elements with gruesome intentions use the social media to create fake news and distribute. Such news has created public chaos, communal clashes, political tension as well as economic threats which are very pillar in democratic dispensation. To this end, it can be deduced that fake news is a threat to Nigeria's growing democracy not just as a country with high population but as a country with huge diversity and differences.
In order to combat fake news, scholars posit that glaring discrepancies should be enacted in respect of how freedom of expression is exercised physically (offline) and virtually (online). The potentially universal accessibility of the Internet by everyone as a publisher; and its ability to support new, democratic public spaces for debate (the so-called virtual public square value of the Internet) where social media handlers explore platforms for mobilization and incorporation of citizens in protest schemes regardless of distance and geographical barriers; a worrying trend, must be carefully checked.
[bookmark: _Toc139632299]2.1.7	Consumption and Share of Fake News on Social Media
Sharing news on social media has become customary not only for users/readers, but also for different journalistic organizations looking to generate traffic to their websites by sharing content on social media like Facebook or Twitter (Valenzuela, 2017). Whatsapp is also being used to massively disseminate false information. For example, in India, fake news about the conflict between Hindus and Muslims is circulating in different formats (photos, videos) (Khurana and Kumar 2018). 
Additionally, in Brazil, Whatsapp was, during the 2018 elections, the most used tool to spread fake news. In Brazil, Whatsapp is no longer just a messaging app, it has become a full blown social media network that can influence political ideologies (Gragnani 2018). This mechanism not only changed the form of consumption, but also the production of news content and the profession of journalists. However, social media can symbolize “a double-edged sword” for its users, presenting reliable news articles, but also fake news and disinformation articles in general. The literature shows that the search for social approval (Lee and Ma 2012; Bright 2016), content with emotional impact (Duffy, 2019; Harber and Cohen 2005), party and ideological beliefs (Marwick 2018; Uscinski et al. 2016) or the desire to inform “friends” (Galeotti 2019; Duffy, 2019) are some of the user’s main motivations for sharing news. 
However, users who share fake news also explore some of these motivations. This is why grasping the mechanisms behind news sharing and consumption becomes so important to understand the reasons why fake news continues to be so widely shared and consumed on social media. Although we cannot consider fake news to be “news”, since its information is totally or partially false (Gelfert 2018; Rini 2017) and is created with the aim of deceive or manipulate and misinform (Gelfert 2018; Meinert, 2018; Pate and Ibrahim 2020; Tandoc 2019), we recognize that fake news takes on the value of “news”, in the sense of bringing ”information” or ”novelty”, even if it is false. Fake news seeks to become legitimate and credible mostly by imitating the format of real news (Lazer, 2018; Levy 2017), with similar sources (Tandoc, 2018a; Silverman 2016), so if one can consider that the majority of people who share a fake news consider it to be true, it follows that their motivations are similar as when sharing real news.
However, it is known that there may also be people who share fake news with the same intention as those who created it, that is, with the deliberate intention of deceiving, which can be done for different reasons. These spreaders, like the fake news creators, can be motivated by the ambition to attract attention, to denigrate the image of a political candidate, to impose a certain ideological belief or to encourage some type of behavior on users (Lewis and Marwick 2017; Marwick 2018). People who consciously share fake news can do it simply for fun or to create chaos (Vorderer, 2004; Coleman 2014). 
On social media, for both fake news and news, likes, reactions, comments and shares can serve as credibility criteria for other users (Delmazo and Valente 2018), as they may also have implications for how topics are selected, produced and disseminated either by journalists or by fake news producers (Salgado and Bobba 2019).
[bookmark: _Toc139632300]2.1.8	Fake News and Related Concept
There exist multiple meanings of fake news that need to be clarified. On the other hand, there are some terms with similar meanings to fake news. Junk news, pseudo news, alternative fact, hoax news are terms with similar meaning to fake news. In this case, fake news refers to inaccurate facts distributed in cyberspace in the sense that the inaccurate facts are spread online rather than in the format of news reports. These inaccurate or incorrect messages are named as disinformation, misinformation, malinformation, and rumors that are related to fake news.
Bennett, W. L., & Livingston, S. (2018) gave several other related concepts of fake news via:
· False News 
It is not easy to distinguish fake news from false news. All too often, the terms fake news and false news can be used interchangeably. However, fake news is news that is deliberately fabricated, while false news is with inaccurate information, whether it is created intentionally or mistakenly. It is observed that Facebook has stopped saying fake news and replaced it with the term “false news” . Nevertheless, there is still no consensus on the difference between “fake news” and “false news” for most scholars.
· News Satire
 News satire is a type of humorous TV show or a satirical article that the audience knows the content of the news satire is not always correct. Some media companies constantly publish news satire, such as the Onion2 , a U.S. based satirical newspaper organization. Although news satire does not report real facts, it is different from fake news. The purpose of news satire is to have fun and to cheer the audience. However, in some cases, people might mistakenly treat news satire as actual news. Audiences with no knowledge about the satirical media may consider satirical news reported by the satirical media as real news.
· Yellow Journalism 
Yellow journalism uses shocking headlines, exaggerating facts, or rumors to catch audience attention. Yellow journalism might help with the spread of fake news. In some forms of yellow journalism, the news content is real but with shocking headlines. Thus, yellow journalism is not always identical to fake news since some yellow journalism just uses shocking headlines that catch audience attention. Nevertheless, yellow journalism is indeed an important source of fake news, since it may exaggerate the facts or promote the spread of rumors. 
· Junk News
 The concept of junk news emphasizes the news is massively disseminated with the content of propaganda and ideologically extreme, hyper-partisan, or conspiratorial political information. The term “junk” is used to reflect the news is considered as junk since the contents are as useless as trash. Junk news discusses the topic that the audience does not care about. Not all fake news can be characterized as junk news because some fake news is treated as an important message rather than a junk message by some targeted audience.
· Pseudo-News
 Pseudo-news reports a non-existent story. The whole story does not exist. Fake news is also not identical to pseudo-news in the sense that some fake news actually exists but with some misleading or false details. It is called fake news because the news contains incorrect content, whereas pseudo-news indicates that the news story does not exist. 
· Hoax News
 Hoax is defined as a humorous or malicious deception. Hoax news refers to news that contains humorous or malicious deceptions. The incorrect messages are purposely, not mistakenly included in hoax news. However, in some cases, hoax news is deemed a joke, such as April Fools’ Day hoax. 
· Propaganda News
Propaganda news is a paid news report containing propaganda messages that disguise as news. However, propaganda news usually reports a real but prettified fact. News media receive sponsorship to deliver the propaganda news. The audience cannot be sure that the news is not a normal news report since it does not disclose the source, the funding provider, and the motivation.
Propaganda news is not fake news since it does not include wrong or false information. Propaganda news is not a normal news report since it is purposely provided to deliver some specific information. Propaganda news is a paid message but not a commercial message since it looks like a news report rather than an advertisement or advertorial.
[bookmark: _Toc139632301]2.1.9	Fake News Case Study in Nigeria
Fake news aggravates herders/farmers crises in Nigeria: The British Broadcasting Corporation (BBC) has reported that fake news circulating in the social media is fueling the farmers/ herdsmen crises in Nigeria. 
In the report by the media organization, it stated that “fake pictures circulating on social media which users are falsely claiming depict inter-communal violence are inflaming already high tensions in Nigeria” (Adekunle, 2018). The international media outfit, specifically made reference to repellent images circulating in the social media which the originators purportedly claimed was from recent violence in Jos, Plateau State. A gruesome image of a woman faces down in a pool of blood with a gaping shoulder wound is purported to be from the recent attacks. It has hundreds of retweets on Twitter, but it first appeared on the internet in 2011 in a story about domestic violence in Nigeria. Another image appears to show half a dozen people that were killed in the attacks. On closer inspection it becomes clear that the picture was not taken in Nigeria, and is actually the scene of a 2015 traffic accident in the Dominican Republic (Adekunle, 2018). 
Also, major Nigerian news outlets ran a story claiming that Danladi Ciroma, a leader of the Miyetti Allah Cattle Breeders Association, said the attacks in Plateau were revenge for the loss of 300 cows. “Since, these cows were not found, no-one should expect peace in the areas”, Mr Ciroma was reported to have said. Ciroma had refuted the report and the media organization had reportedly tendered apology (Adekunle, 2018). 
Fake news most times instigates confusion, tension, suicide depending on the person or institution on the other end and it undermines serious media coverage and makes it more difficult for journalists to cover significant news stories.
[bookmark: _Toc139632302]2.2	THEORETICAL FRAMEWORK
[bookmark: _Toc139632303]2.2.1	Uses and Gratification Theory
Coined in the early 1940s by Katz and Blumler, Uses and Gratification Theory (UGT) is one of the theories of communications that focuses on social communications. This theory adapts a functionalistic approach to communications and media, and states that media's most important role is to fulfill the needs and motivations of the audience. Therefore, the more these needs are met, the more satisfaction is yielded (Windahl, Signitzer, and Olson, 2008). 
The theory of satisfaction and gratification is based on two core questions: 
1) Why are people attracted to certain media? And
 2) What kind of satisfaction does media provide for people? 
This theory initially focuses on the motifs of the audience (Ruggiero, 2000 in Seekhiew, 2009) and then analyzes the message and social system (Sarkisian, Nikoo, Saeedian, 1997). In other words, this theory concentrates on how users seek media and to what extent they are satisfied with its type, content, and method  of  use  (Amiri,  Noori,  Basatian,  2012).  By answering the two mentioned questions in "Use and Gratification" the positive and negative outcomes of using specific media will be ultimately determined (Balakrishnan and Loo, 2012)
This study was hinged on the uses and gratification theory to understand how social media messages are used to disseminate fake news. The thrust of the uses and gratification theory stipulates that individuals utilize social media platforms for specific gratifications (Griffin, 2005). 
Furthermore, the tenets of the theory propound how active audiences use social media platforms and digital technologies for diverse purposes. This theory is related to this work in the sense that some individual utilizes the use of the social media for publishing fake news for the intent to mislead individuals in most modern society. Conversely, these individuals derive satisfaction by sharing fake news on social media spaces. 
In another perspective, individuals who have detect fake news on any phenomenon, utilize the social media to alert their friends, colleagues and family members about the fake news circulating on the social media. In sum, gratification is derived using the social media in the areas of information sharing, health literacy and communal health protection.
Park H, Blenkinsopp J. (2009) proposed four gratifications derived from social media use, including:
i. Information-seeking, Socializing, Entertainment, and Self-status-seeking. 
Due to the inherently participatory nature of social media, MaLGoh (2014) contended that these gratifications is still be relevant in the current context of fake news sharing.
[bookmark: _Toc139632304]2.2.2	Source Credibility Theory
The source credibility theory as propounded by Hovland, Janis and Kelly (1963) stated that people or receivers are more likely to be persuaded when the source presents itself as credible. Furthermore, Hovland (1963) and Weiss (1974) later studied the influence of sources in persuasion. The study was done by comparing credible and non-credible sources using same persuasive message to test if the sources seen as credible could influence opinions change in the message receivers more than the non-credible source. The study confirmed the assumption that credible sources tend to create the desired impact on the audience. 
According to the source credibility theory, trustworthiness, expertise and attractiveness of information is what attract and convince information receivers to share certain information. The theory has elements of persuasion. This means that messages, news and other information has to acquire certain features to persuade media or social media users before sharing it. The theory was selected because it explains elements of reasons why fake news spread like wild fire. This is for the fact that social media users do not inquire the genuineness of information rather looks at its attractiveness and expertise in its syntax.
On a similar note, McCroskey et al. (1974), submitted that communicators with high credibility in the eyes of message receivers tend to have respect and their words are accepted more readily. Also, middle Brook’s findings (1974) showed that differences in receivers’ attitudes have a bearing to source credibility. There is obvious uniformity in communication theories that message receivers relate source credibility to the communicator’s favorable character or ethos that emits knowledge, moral standards and goodwill towards the message receivers. That is, favorable senders’ ethos equals credibility and believability. 
[bookmark: _Toc139632305]2.3	EMPIRICAL REVIEW OF RELATED STUDY
[bookmark: _Toc139632306]2.3.1	New media, new audience and the proliferation of fake news
New media does a lot to the practice of journalism the world over. It has changed the face of the profession. The new media has the potential of reaching larger audiences in a shorter period of time and often leads to a greater interaction between journalists and the readers or viewers. Journalists now make use of new media technologies to post news content while the readers equally make use of the same to access news. The fact that new media are highly interactive platforms with their emergence, the former recipient of news who used to be receivers are now active creators of content.
Again, it is important to state that the emergence of new media technologies equally redefines the concept of media audience today. Today’s digital audience considerably removed barriers to news production and signaled “the shift of the tools of production to the people formerly known as the audience,” who became coproducers, of content, including news - a function and practice described as ‘prod usage’. They initially built audiences via email and chat-rooms before social media platforms dramatically amplified their reach, (See Gilmore, 2004; Bruns, 2008; Posetti, 2018). The arrival of social media has also been a big issue to authentic news dissemination. In many countries, by the late-2000s, Twitter and Facebook had joined YouTube as major social media platforms, wielding considerable influence on the practices and professional identities of journalists (especially regarding verification, audience engagement, and the clash of the personal and public spheres that occur on social platforms), and the distribution of content. Beginning from individuals building networks around trust, and then peer-to-peer distribution of content (particularly on social media platform - Facebook) thus traditional methods of content dissemination was challenged, (See Posetti, 2009; Posetti, 2013; Posetti, 2018).
Social media users became active creators of media content as well as streaming that of news services and journalists without any form of mediation. Since media contents are distributed though seemingly reliable platforms or network, it saw an increase in the spread of inaccurate, false, malicious and propagandistic content masquerading as news, (Posetti, 2018). 
Researchers such as Bakir & McStay (2017) have discovered that media contents considered as emotive, and others shared by a friend, or close family member is more likely to be redistributed by users on social media platforms. It is equally on record that traditional media organizations and journalists make use of social media platforms to generate and distribute news and also engage their audience because of the need to be present in virtual environments with massive audience presence. 
Posetti (2018) avers that even with such presence, news organisation create filter bubbles or echo chambers which has reduced many individual users’ exposure to alternative views and verified information.
New media has liberalised everything news. This is not without some of the downsides. Possetti (2018, p.60) captured some of these pitfalls as follows:
· Increased likelihood of disinformation and misinformation going viral with distribution amplified by ‘trust networks’101 and emotional reactions (e.g. triggered by confirmation bias).
· The ability of governments and other agencies to side-step news media interrogation and verification by ‘going direct to audiences’ to avoid scrutiny. There is evidence of increased manipulation of the power of social media by those seeking to influence election outcomes and public policy.
· Sensational information is more likely to be shared.
· The inability to easily pull back or correct disinformation and misinformation. 
Whereas the issue of fake news has always been with us, the new media and ICTS constitute the media that changed everything. The truth is the scale with which “alternative facts”, untruths and blatant lies can be spread by people and algorithms, records shows can for the first time threaten democracy and social cohesion at a global scale. “Fake news is now viewed as one of the greatest threats to democracy, journalism and freedom of expression,” (Zhou & Zarafani, 2019).

[bookmark: _Toc139632307][bookmark: _Toc139632308]CHAPTER THREE
RESEARCH METHODOLGY
[bookmark: _Toc139632309]
3.1 	Introduction
Research can be defined as careful study or investigation especially in order to discover new fact or information. It could be scientific research historical research etc.
According to Peil (1982), “research is usually designed to handle a problem, something which needs describing, explaining or improving and or about which more information is needed so that future occurrences can be predicted and policy decided”. In this regard, research is a science of knowledge investigation concerned or problem.
Methodology: This word is derived from the word method; methodology means the philosophy of the research process and this includes the assumption and values that serve as a rational for research and the standard criteria the researcher uses for interpreting data and reaching conclusion.
[bookmark: _Toc139632310]
3.2	Research Design
This research study aspires to aver the correlation between social media and fake news thus;  
The success, reliability and validity of any research work is highly determined by the collection, collation, interpretation and analysis of data. Although, there are many methods used in collecting data, the method to be used in research depend on the purpose and nature of the study.
Undeniable, the best method of studying attitudes, behavior and motive remains the survey research method hence, it was adopted for this research. Survey method is one of the oldest research methods as define by Kerlinger. It is the process of collecting data from a population or a sample drawn from a population or with the purpose of investing relative incidence, occurrence or inter relationship among the variables of natural phenomenal.
The aim and objective of this chapter is to present the procedure followed in achieving the goals of the research.
[bookmark: _Toc139632311]3.3	Population of the Study
Population of study for any research work has been variously defined by different scholars and their definitions jagged toward the same route. Avwokeni [2015] refers to populations of a research study as the set of all participants that qualify for a study. 
In another wise, Wimmer & Dominick [2006] posited that population of a research study is a list of collection of subjects, objects, variables or concept in a defined environment which could be a group or class of variables, concept or phenomenal in a given study.  However, the population of this study is made up of students of Kwara State Polytechnic, Ilorin. The target population of the study is limited to over ND II students in the department Mass Communication.
[bookmark: _Toc139632312]3.4	Sample Size and Sampling technique
[bookmark: _Toc139632313]For the purpose of population targeted, the research sample will be limited to manageable size of one hundred (100)	
The study could not be carried out on all population of students in Kwara State Polytechnic. Hence, a purposive sampling technique was used to select respondents as follows: 50 ND II male students and 50 ND II female students in the department of Mass Communication ranging from age 18-25, 26-35, 36-45, 46 and above.
[bookmark: _Toc139632314]
3.5	Instrumentation
Since this study employs surveyed method or design, questionnaires were used to collect data. In order to ensure that relevant items were included in the questionnaires, extensive and relevant literature were consulted before the instrument for data collection was constructed. The questionnaire was divided into two parts, part A contains items intended to collect data on demographic characteristics of the respondents, while part B contain items designed to obtain data on the research topic.
[bookmark: _Toc139632315]
3.6	Reliability and Validity of the Instrument
In order to ensure that relevant items were included in the questionnaires, extensive and relevant literature were consulted before instrument for data collection was constructed; this is done in other to ensure content validity of questionnaires.  A constructed questionnaire was given to expert in the field in other to go through and criticize. This is imperative in order to make sure that the data collection instrument had face validity.
[bookmark: _Toc139632316]
3.7	Method of Administration of the Instrument
The data of this research word is collected through the administration of questionnaires to respondents in the study areas. This instrument was used to elicit demographic data for specific questions for the study. To ensure accurate data collection, questionnaires were distributed by researcher to respondents. The above instrument used has helped in collecting an aggregate amount of data used for the study.
[bookmark: _Toc139632317]
3.8	Method of Data Analysis
The data obtained from the distributed questionnaires were retrieved and analyzed and were show by using simple percentage and cross tabulation table method of data presentation. Furthermore, statistics analysis was adopted for the simplification of data gathering during field work to ease better understanding of the study.
Issa (2004) gives further explanation on data analysis that the last segment of chapter three is developed to explain how the research intends, analyzed and interpret the data that will accrue for the administration of the respondents, that is, when data has been collected, how he intends to set out and analyzed the collected data. 










[bookmark: _Toc139632318]CHAPTER FOUR
[bookmark: _Toc139632319]DATA PRESENTATION AND ANALYSIS
[bookmark: _Toc139632320]4.1	INTRODUCTION
This chapter focuses on the presentation of finding and analysis of the result obtained from two hundred (200) questionnaires administered to the respondents. It was collected after completion which is used to draw up conclusion on this study. The data obtained from these questionnaires were analysis in form of table, bar-chart, and percentage. 
[bookmark: _Toc139632321]4.2	ANALYSIS OF RESEARCH INSTRUMENT
[bookmark: _Toc139632322]4.2.1	Demographic Segment of the Instrument
Table 1: Distribution of Respondents by Sex
	Variable
	Frequency
	Percentage (%)

	Male
	130
	65%

	Female
	70
	35%

	Total
	200
	100%


Source: Field Survey, 2025
From the table presented above, 130 (65%) respondents of 200 total respondents are male while 70 (35%) are female. This data shows a proportional representation of both genders participated during the field survey. The analysis is thus, represented in the chart below:
Table 2: Distribution of Respondents by Age
	Variable
	Frequency
	Percentage (%)

	20-35
	199
	99.5

	36-45
	1
	0.5%

	46 & above
	0
	0%

	Total
	200
	100%


Source: Field Survey, 2025
From the table presented above, 199 (99.5%) of the total respondents were within the age range of 20-35 years. Only 1(0.5%) respondent was within the age range of 36-45 years while no respondent above the age of 45-years attempted questions in the questionnaire instrument. Hence, over two-third (99.5%) of respondents that attempted this questionnaire were within the age range of 20-35 years. It can as well be affirmed that this research findings were based on data collected from respondents between ages 20-35 years. The analysis is thus represented in the chart below:




Table 3: Distribution of Respondents by Marital Status
	Variable
	Frequency
	Percentage (%)

	Single
	137
	68.5%

	Married
	63
	31.5%

	Others
	0
	0%

	Total
	200
	100%


Source: Field Survey, 2025
The table above sought respondents’ marital status. 137(68.5%) respondents of 200 were single, 63(31.5%) respondents were married while no other respondents under the category of marital status besides those highlighted above attempted the questions in the research instrument. Hence, the highest, category of respondents (68.5%) that participated in this field survey were single. The analysis is thus represented in the chart below:
Table 4: Distribution of Respondents by Educational Background
	Variable
	Frequency
	Percentage (%)

	NCE/OND
	0
	0%

	HND/B.SC
	200
	100%

	M.SC and Above
	0
	0%

	Total
	200
	100%


Source: Field Survey, 2025
From the table presented above, the total respondents (200) that participated in this field survey were HND/B.SC holders. This accentuates the fact that all information given in the research instrument during the field survey were supplied by literates who have in-depth knowledge of the topic under study. The analysis is represented in the chart provided below:
Table 5: Distribution of Respondents by Occupation
	Variable
	Frequency
	Percentage (%)

	Civil servant
	0
	0%

	Self-employed
	0
	0%

	Students
	200
	100%

	Others
	0
	0%

	Total
	200
	100%


Source: Field Survey, 2025
The table above sought respondents’ distribution base on their occupational profile. The table shows that the overall respondents (200) that participated in this survey were students. This is somewhat appropriate. Hence, the analysis is represented in the chart below:
[bookmark: _Toc139632323]4.2.2	ANALYSIS OF QUESTIONS IN RESEARCH INSTRUMENT
Table 6: How frequently do you come across fake news on social media? 
	Options
	Frequency
	Percentage (%)

	Very frequently
	90
	45%

	Somewhat frequently
	47
	23.5%

	Occasionally
	33
	16.5%

	Rarely
	17
	8.5%

	Never
	13
	6.5%

	Total
	200
	100%


Source: Field Survey, 2025
From the table presented above, 90 (45%) of 200 respondents affirmed that come across fake news on social media very frequently. 47 (23.5%) come across fake news on social media somewhat frequently, 33 (16.5%) of the respondents come across fake news on social media occasionally, 17 (8.5%) rarely come across fake news on social media while 13 (6.5%) has never come across fake news on social media. Hence, over 68.5% of the respondents frequently come across fake news on social media.
Table 7: Do you believe that the spread of fake news on social media can have negative effect on society?
	Options
	Frequency
	Percentage (%)

	Yes
	159
	79.5%

	No
	8
	4%

	Can’t say
	33
	16.5%

	Total
	200
	100%


Source: Field Survey, 2025
The table above sought respondents’ perception of the negative effect of fake news on social media in our society. 159 (79.5%) of 200 respondents believe that the spread of fake news on social media can have negative effect on society, 8 (4%) respondents opposed the stance while 33 (16.5%) of the respondents cannot say whether the spread of fake news on social media can have negative effect on society. Hence, larger percentage of respondents being 79.5% of the total respondent believed that the spread of fake news on social media can have negative effect on society. It can however be affirmed that the spread of fake news on social media can have negative effect on society.
Table 8: What do you think is the primary cause of the spread of fake news on social media?
	Options
	Frequency
	Percentage (%)

	Lack of fact-checking by social media platforms
	82
	41%

	Malicious intent by individuals or group
	17
	8.5%%

	Gullibility of social media users
	47
	23.5%

	Combination of the above
	40
	20%

	None of the Above
	14
	7%

	Total
	200
	100%


Source: Field Survey, 2025
The table above sought the cause of the spread of fake news on social media. 82 (41%) of 200 respondents affirmed that lack of fact-checking by social media platforms is the sole cause of fake news on social media. 17 (8.5%) respondents admitted that the spread of fake news on social media is caused by the malicious intent of individuals or groups. 47 (23.5%) of the respondents indicated that the gullibility of social media users is the primary cause of the spread of fake news on social media, 40 (20%) of the respondents attested that the primary cause of the spread of fake news on social media is the combination of all the causal factors listed above while 14 (7%) of the respondents affirmed that none of the factors listed above is the primary causes of the spread of fake news on social media. Hence, the highest percentage (41%) of respondents that participated in this field survey as shown in the table above obliged that lack of fact-checking by social media platforms is the primary cause of the spread of fake news on social media. The analysis is this thus, represented in the chart below:







Table 9: Which of the following measures do you think would be most effective in eradicating fake news on social media?
	Options
	Frequency
	Percentage (%)

	Increasing penalties for individuals or groups that spread fake news
	80
	40%

	Developing algorithms to detect and remove fake news from social media platforms
	52
	26%

	Encouraging individuals to fact-check information before sharing it on social media
	44
	22%

	Educating individuals on how to identify fake news
	24
	12%

	Total
	200
	100%


Source: Field Survey, 2025
The table above seeks to proffer effective measures to eradicating fake news on social media. 80 (40%) of the respondents conferred that increasing penalties for individuals or groups that spread fake news is the most effective measure to eradicate fake news on social media. 52 (26%) of the respondents admitted that developing algorithms to detect and remove fake news from social media platforms will be the most effective measure to control fake news on social media. 44 (22%) respondents stated that encouraging individuals to fact-check information before sharing it on social media is the best measure to eradicate fake news on social media while 24 (12%) of the respondents conferred that educating individuals on how to identify fake news will best eradicate fake news on social media. Hence, the figure given in the above table shows that all the measures highlighted will influence the spread of fake news on social media but highest population of the respondents supposed that increasing penalties for individuals or groups that spread fake news will best eradicate fake news on social media.
Table 10: What is the biggest challenge to eradicating fake news on social media?
	Options
	Frequency
	Percentage (%)

	The fast spread of fake news on social media
	87
	43.5%

	The lack of reliable sources of information
	44
	22%

	The difficulty in identifying and verifying information
	36
	18%

	The unwillingness of individuals to fact-check information
	33
	16.5%

	Total
	200
	100%


Source: Field Survey, 2025
The table sought the biggest challenges bedeviling relevant stakeholders in eradicating fake news on social media. 87 (43.5%) of 200 respondents stated that the fast spread of fake news on social media. 44 (22%) of the respondents admitted that lack of reliable sources of information is one of the challenges confronting eradication of fake news on social media. 36 (18%) of the respondents conferred that the difficulty in identifying and verifying information is the major challenges confronting eradication of fake news on social media while 33 (16.5%) of the respondents believed that unwillingness of individuals to fact-check information in the major challenges bedeviling eradication of fake news on social media. Hence, the figures in the table above as provided by the respondents show that all the highlighted points are challenges respondents believed they disturb eradication of fake news on social media. However, the highest percentage of respondents that attempted this question maintain the stance that the fast spread of fake news on social media is the biggest challenges confronting eradication of fake news on social media.
Table 11: Social media companies should take more responsibility for removing fake news from their platforms.
	Options
	Frequency
	Percentage (%)

	Strongly Agree
	102
	51%

	Agree
	64
	32%

	Undecided
	9
	4.5%

	Disagree
	12
	6%

	Strongly Disagree
	13
	6.5%

	Total
	200
	100%


Source: Field Survey, 2025
From the table above, 102 (51%) of 200 respondents strongly agreed that social media companies should take more responsibility for removing fake news from their platforms. 64 (32%) agreed with the statement, 9 (4.5%) were neutral, 12 (6%) disagreed while 13 (6.5%) strongly disagreed that social media companies should take more responsibility for removing fake news from their platforms. Hence, it can be affirmed based on the accrue field survey data in this study that social media companies should take more responsibility for removing fake news from their platforms to reduce the penetration of fake news to the society.
Table 12: Fact-checking by independent organizations is an effective way to combat fake news on social media.
	Options
	Frequency
	Percentage (%)

	Strongly Agree
	54
	27%

	Agree
	113
	106.5%

	Undecided
	17
	8.5%

	Disagree
	12
	6%

	Strongly Disagree
	4
	2%

	Total
	200
	100%


Source: Field Survey, 2025
From the table presented above, 54 (27%) of 200 respondents strongly agreed that fact-checking by independent organizations is an effective way to combat fake news on social media. 113 (106.5%) of respondents agreed with the statement, 17 (8.5%) of the respondents were undecided, 12 (6%) of the respondents disagreed while 4 (2%) of the respondent strongly disagreed that fact-checking by independent organizations is an effective way to combat fake news on social media. Hence, the data stated above shows that highest percentage of respondents that participated in the field survey admitted that fact-checking by independent organizations is an effective way to combat fake news on social media
Table 13: Education and awareness campaigns can help people better identify and avoid fake news.
	Options
	Frequency
	Percentage (%)

	Strongly Agree
	81
	40.5%

	Agree
	80
	40%

	Undecided
	30
	15%

	Disagree
	4
	2%

	Strongly Disagree
	5
	2.5%

	Total
	200
	100%


Source: Field Survey, 2025
The table above shows that 81 (40.5%) of 200 respondents strongly agree that education and awareness campaigns can help people better identify and avoid fake news. 80 (40%) of the respondents agreed with the statement, 30 (15%) of the respondents were undecided, 4 (2%) of the respondents disagreed while 5 (2.5%) of the respondents strongly disagreed that education and awareness campaigns can help people better identify and avoid fake news. Hence, over 80% of respondents that attempted this question admitted that education and awareness campaigns can help people better identify and avoid fake news
Table 14: Governments should take action to combat fake news on social media through legislation and regulation.
	Options
	Frequency
	Percentage (%)

	Strongly Agree
	73
	36.5%

	Agree
	85
	42.5%

	Undecided
	20
	10%

	Disagree
	20
	10%

	Strongly Disagree
	2
	1%

	Total
	200
	100%


Source: Field Survey, 2025
The table above shows that 73 (36.5%) of 200 total respondents strongly agreed that governments should take action to combat fake news on social media through legislation and regulation. 85 (42.5%) of the respondents agreed with this statement, 20 (10%) of the respondents were undecided and disagreed respectively while 2 (1%) of the respondents strongly disagreed. Highest percentage of respondents (79%) that attempted this question admitted that governments should take action to combat fake news on social media through legislation and regulation
Table 15: Reporting fake news posts and accounts on social media is an important way to help combat the spread of fake news.
	Options
	Frequency
	Percentage (%)

	Strongly Agree
	50
	25%

	Agree
	84
	42%

	Undecided
	44
	22%

	Disagree
	20
	10%

	Strongly Disagree
	2
	1%

	Total
	200
	100%


Source: Field Survey, 2025
The table above shows that 50 (25%) of 200 respondents strongly agreed that reporting fake news posts and accounts on social media is an important way to help combat the spread of fake news. 84 (42%) of the respondents agreed with the statement, 44 (22%) of the respondents were undecided, 20 (10%) of the respondents disagreed while 2 (1%) of the respondents strongly disagreed that reporting fake news posts and accounts on social media is an important way to help combat the spread of fake news. Hence, the largest volume of respondents that participated in the field survey admitted that reporting fake news posts and accounts on social media is an important way to help combat the spread of fake news.
Table 16: Eradicating fake news on social media is crucial for maintaining the integrity of information people receive.
	Options
	Frequency
	Percentage (%)

	Strongly Agree
	63
	31.5%

	Agree
	72
	36%

	Undecided
	40
	20%

	Disagree
	17
	8.5%

	Strongly Disagree
	8
	4%

	Total
	200
	100%


Source: Field Survey, 2025
The table above shows that 63 (31.5%) of 200 respondents strongly agreed that eradicating fake news on social media is crucial for maintaining the integrity of information people receive. 72 (36%) respondents agreed with the statement, 40 (20%) of the respondents were undecided, 17 (8.5%) of the respondents disagreed while 8 (4%) of the respondents strongly disagreed that eradicating fake news on social media is crucial for maintaining the integrity of information people receive. Hence, largest percentage of respondents that attempted this question admitted that eradicating fake news on social media is crucial for maintaining the integrity of information people receive
Table 17: The consequences of fake news on social media can be significant, including the spread of misinformation, polarization, and harm to individuals and society.
	Options
	Frequency
	Percentage (%)

	Strongly Agree
	35
	17.5%

	Agree
	74
	37%

	Undecided
	54
	27%

	Disagree
	24
	24%

	Strongly Disagree
	13
	6.5%

	Total
	200
	100%


Source: Field Survey, 2025
The table above shows that 35 (17.5%) of 200 respondents strongly agreed that the consequences of fake news on social media can be significant, including the spread of misinformation, polarization, and harm to individuals and society. 74 (37%) of the respondents agreed with the statement, 54 (27%) of the respondents were undecided, 24 (12%) of the respondents disagreed while 13 (6.5%) of the respondents strongly disagreed that the consequences of fake news on social media can be significant, including the spread of misinformation, polarization, and harm to individuals and society. 
Table 18: Social media platforms should prioritize the removal of fake news over other content moderation tasks.
	Options
	Frequency
	Percentage (%)

	Strongly Agree
	54
	27%

	Agree
	115
	57.5%

	Undecided
	18
	9%

	Disagree
	10
	5%

	Strongly Disagree
	3
	1.5%

	Total
	200
	100%


Source: Field Survey, 2025
The table shows that 54 (27%) of 200 respondents strongly agreed that social media platforms should prioritize the removal of fake news over other content moderation tasks. 115 (57.5%) of the respondents agreed with the statement, 18 (9%) were undecided, 10 (5%) of the respondents disagreed while 3 (1.5%) of the respondents strongly disagreed that social media platforms should prioritize the removal of fake news over other content moderation tasks.
Table 19: Eradicating fake news on social media requires a collaborative effort between social media companies, independent organizations, governments, and individuals.
	Options
	Frequency
	Percentage (%)

	Strongly Agree
	81
	40.5%

	Agree
	30
	15%

	Undecided
	80
	40%

	Disagree
	5
	2.5%

	Strongly Disagree
	4
	2%

	Total
	200
	100%


Source: Field Survey, 2025
The table above shows that 81 (40.5%) of 200 respondents strongly agreed that eradicating fake news on social media requires a collaborative effort between social media companies, independent organizations, governments, and individuals. 30 (15%) of the respondents agreed with the statement, 80 (40%) of the respondents were undecided, 5 (2.5%) of the respondents disagreed while 4 (2%) of the respondents strongly disagreed that eradicating fake news on social media requires a collaborative effort between social media companies, independent organizations, governments, and individuals.
Table 20: It is important for individuals to report fake news they encounter on social media.
	Options
	Frequency
	Percentage (%)

	Strongly Agree
	35
	17.5%

	Agree
	74
	37%

	Undecided
	39
	19.5%

	Disagree
	32
	16%

	Strongly Disagree
	20
	10%

	Total
	200
	100%


Source: Field Survey, 2025
From the table presented above, 35 (17.5%) of 200 respondents strongly agreed that it is important for individuals to report fake news they encounter on social media. 74 (37%) of the respondents agreed with the statement, 39 (19.5%) were undecided, 32 (16%) of the respondents disagreed while 20 (10%) respondents strongly disagreed that it is important for individuals to report fake news they encounter on social media.
[bookmark: _Toc139632324]4.3	ANALYSIS OF RESEARCH QUESTIONS
RQ 1: What is the pervasiveness of fake news on social media?
Research question one seeks to ascertain the prevalence/frequency of fake news on social media. Item 1 in section B of the research instrument answered this question.
	Item 1
	Options
	Frequency
	(%)
	
	SD
	Remark

	How frequently do you come across fake news on social media?
	Very frequently
	90
	45%
	90
	90
	


Accepted

	
	Somewhat frequently
	47
	23.5%
	47
	47
	

	
	Occasionally
	33
	16.5%
	33
	33
	

	
	Rarely
	17
	8.5%
	17
	17
	

	
	Never
	13
	6.5%
	13
	13
	

	
	Total
	200
	100%
	2.08
	1.24
	


Item 1 shows the frequency at which respondents come across fake news on social media. 137 respondents representing 68.5% of the total 200 respondents frequently come across fake news on social media. The x-bar and standard deviation of the data given are 2.0800 and 1.24149 respectively. This is acceptable and on this ground, it can be justified that people especially the netizens frequently come across fake news on social media.
RQ 2: What are the consequences of the rising fake news on the social media?
Research question two seeks to evaluate the causes and effects or consequences of the rising fake news on social media. Item 2, 3 and 12 in section B of the research instrument answered this question.
	Item 2
	Options
	Frequency
	(%)
	
	SD
	Remark

	Do you believe that the spread of fake news on social media can have negative effects in society?
	Yes
	159
	79.5%
	159
	159
	


Accepted

	
	No
	8
	4%
	8
	8
	

	
	Can’t say
	33
	16.5%
	33
	33
	

	
	Total
	200
	100%
	1.31
	1.45
	

	Item 3
	

	What do you think is the primary cause of the spread of fake news on social media? 
	Lack of fact-checking by social media platforms
	82
	41%
	82
	82
	



Accepted




	
	

	
	Malicious intent by individuals or groups
	17
	8.5%
	17
	17
	

	
	Gullibility of social media users
	47
	23.5%
	47
	47
	

	
	Combination of the above
	40
	20%
	40
	40
	

	
	None of the Above
	14
	7%
	14
	14
	

	
	Total
	200
	100%
	2.35
	1.98
	

	Item 12
	

	The consequences of fake news on social media can be significant, including the spread of misinformation, polarization, and harm to individuals and society.
	Strongly agree
	35
	17.5%
	35
	35
	





Accepted

	
	Agree
	74
	37%
	74
	74
	

	
	Undecided
	54
	27%
	54
	54
	

	
	Disagree
	24
	24%
	24
	24
	

	
	Strongly disagree
	13
	6.5%
	13
	13
	

	
	






Total
	






200
	






100%
	






1.52
	






1.78
	


Item 2, 3, and 12 shows respondents perception and agreement to the causes and effect of fake news on social media in the society. In item 2, 159 respondents representing 79.5% of the total respondents admitted that the spread of fake news on social media can have negative effects in society, 8 (4%) respondents disprove that the fake news on social media has negative consequences in the society while the remaining 33 respondents were neutral. In item 3, 82 respondents representing 41% of the overall respondents admitted that lack of fact-checking by social media platforms is the primary cause of the spread of fake news on social media. 17 (8.5%) respondents admitted that malicious intent by individuals or groups is the sole cause of the spread of fake news on social media. 47 (23.5%) of the whole respondents acclaimed that the prevalence of fake news on social media is owing to the gullibility of social media users. 40 (20%) respondents put forward that the causes of the spread of fake news on social media is traceable to all the aforementioned causal factors while 14 (7%) respondents could not attribute the cause of the spread of fake news on social media to any of the factors highlighted.
In item 12, the level of respondents’ agreement to a research statement that stated that the consequences of fake news on social media can be significant, including the spread of misinformation, polarization, and harm to individuals and society was measured. 35 respondents representing 17.5% of the overall respondents strongly agreed with this statement, 74 (37%) of respondents agreed with the claim 54 (27%) respondents maintained a neutral stance, 24 (12%) respondents disagreed while 13 (6.5%) of the respondents strongly disagreed with the statement. Hence, data supplied by respondents in each of the above-mentioned items have been able to provide answer to research question two. The credibility of respondents’ responses to questions and statement in the items are justified in x-bar (1.31, 2.35 and 1.52 respectively) and standard deviation (1.45, 1.98 and 1.78) respectively






RQ 3: What are the possible panacea to the problem of fake news on social media?
Research question three seeks to ascertain the possible panacea to the problem of fake news on social media. Item 4, 5, 6, 7, 8, 9, 10, 11, 13, 14 and 15 answered this research question
	Item 4
	Options
	Frequency
	%
	
	SD
	Remark 

	Which of the following measures do you think would be most effective in eradicating fake news on social media?
	Increasing penalties for individuals or groups that spread fake news
	80
	40%
	80
	80
	





Accepted






	
	Developing algorithms to detect and remove fake news from social media platforms
	52
	26%
	52
	52
	

	
	Encouraging individuals to fact-check information before sharing it on social media
	44
	22%
	44
	44
	

	
	Educating individuals on how to identify fake news
	24
	12%
	24
	24
	

	
	Total
	200
	100%
	3.21
	2.83
	

	Item 5
	

	What is the biggest challenge to eradicating fake news on social media?
	The fast spread of fake news on social media
	87
	43.5%
	87
	87
	



Accepted

	
	The lack of reliable sources of information
	44
	22%
	44
	44
	

	
	The difficulty in identifying and verifying information
	36
	18%
	36
	36
	

	
	The unwillingness of individuals to fact-check information
	33
	16.5%
	33
	33
	

	
	Total
	200
	100%
	2.04
	2.31
	


	Item 6
Social media companies should take more responsibility for removing fake news from their platforms.
	SA
	A
	U
	D
	SD
	
	SD
	Remark 

	
	

102
	

64
	

9
	

12
	

13
	2.02
	2.20
	

Accepted 

	Item 7
Fact-checking by independent organizations is an effective way to combat fake news on social media.
	54
	113
	



17
	12
	4
	1.53
	1.73
	



Accepted

	Item 8
Education and awareness campaigns can help people better identify and avoid fake news.
	81
	80
	


	4
	5
	3.04
	3.11
	


Accepted

	Item 9
Governments should take action to combat fake news on social media through legislation and regulation.
	



73
	



85
	



20
	



20
	



2
	



1.57
	



2.23
	



Accepted

	Item 10
Reporting fake news posts and accounts on social media is an important way to help combat the spread of fake news.
	50
	84
	



44
	20
	2
	1.06
	1.15
	



Accepted

	Item 11
Eradicating fake news on social media is crucial for maintaining the integrity of information people receive.
	63
	72
	



40
	17
	8
	1.78
	1.95
	



Accepted

	Item 13
Social media platforms should prioritize the removal of fake news over other content moderation tasks.
	54
	115
	



18
	10
	3
	2.91
	3.00
	



Accepted

	Item  14
Eradicating fake news on social media requires a collaborative effort between social media companies, independent organizations, governments, and individuals.
	81
	30
	




80
	5
	4
	3.05
	3.17
	



Fairly
Accepted

	Item 15
It is important for individuals to report fake news they encounter on social media.
	35
	74
	


39
	32
	20
	1.21
	1.79
	


Accepted


Item 4 -11 and 13 - 15 were used to analyze research question three. Item 4 seeks to know the most effective measure among the listed for eradicating fake news on social media. The highest percentage of respondents (40%) in order suggested that increasing penalties for individuals or groups that spread fake news will curtail the spread of fake news on social media. 26 % of the respondents being approximately one quarter (¼) of total respondents admitted that developing algorithms to detect and remove fake news from social media platforms will eradicate the spread of fake news on social media. Hence, combining these two measure will stand a long-run to eradicating fake news on social media. In item 5, maximum percentage of respondents (43.5%) conferred that the fast spread of fake news on social media is the biggest challenges bedeviling eradication of fake news on social media. Other highlighted challenges as assumed by the researcher are less than one quarter (x<25) of the total respondents.
Item 6-11 are likert scale statement designed to measure the level of respondents’ agreement to researcher’s assumption and general claim. In item 6, approximately 166 respondents being 83% of total respondents admitted that social media companies should take more responsibility for removing fake news from their platforms. This result is positive. In item 7, 167 respondents representing 83.5% of total respondents conferred that fact-checking by independent organizations is an effective way to combat fake news on social media. This result is positive. In item 8, a total of 161 respondents representing 80.5% of the respondents suggested that education and awareness campaigns can help people better identify and avoid fake news. This result is positive. In item 9, a sum of 158 respondents representing 79% of the total respondents attested that governments should take action to combat fake news on social media through legislation and regulation. Two-third of the total respondents admitted with the statement in item 9, hence, the result is positive.
In item 11, a total of 165 respondents representing 82.5% of the total respondents admitted that eradicating fake news on social media is crucial for maintaining the integrity of information people receive. This percentage covers more than 2/3 of total respondents, hence, the result acceptable. In item 13, 169 respondents representing 89.5% of total respondents acknowledged that social media platforms should prioritize the removal of fake news over other content moderation tasks. In item 14, a total of 111 respondents representing 55.5% all the respondents admitted that eradicating fake news on social media requires a collaborative effort between social media companies, independent organizations, governments, and individuals. 80 respondents were undecided while 9 respondents disprove the claim. The result is fairly accepted because a considerable population of respondents maintained a neutral stance towards the statement.
[bookmark: _Toc139632325]Finally in item 15, a total of 109 respondents representing 54.5% of total respondents admitted that it is important for individuals to report fake news they encounter on social media as one of the panacea for fake news on social media. This result is positive as over 50% respondents buoyed the statement above.
4.4	DISCUSSION OF FINDINGS
This study indicated that fake news is prevalent on social media and people are largely expose to fake news on daily basis hence, the rate is very high.  This study found out that fake news has severally dominated human society, therefore, there is significant level of fake news among netizen. This agreed with Allcott and Gentzkow (2017), news, articles and posts find their way on social media for the sake of social media traffic which leads to conversion rate for returns on bloggers. Based on this conclusion, it comes as no surprise that pecuniary appears to have been the main motivation for most of the producers whose identities have revealed (Subramanian, 2017). The finding also corroborates with Muigai (2019), who alluded that fake news is mostly circulated on and from social media and it focus on presenting falsehood information as if the information is true. Looking at a broader definition of fake news publishers has bias mind and intent and interest. Most of the stories on fake news are seen in political environment. However, some of the stories are not only found in politics, but other sectors and industry. According to the position of Jenkins (2006), the term fake new has increased in recent times due to social media usage by many people, as such the decline in professional news necessitated by the emergence of the participatory internet.  
As regard research question two, this study found out that the spread of fake news on social media can have negative effects in society. This corroborates with the findings of Ajibade (2019) who stated fakes news is a threat to socio-economic development and social tranquility as it undermines most governmental policies and fosters enmity. Akinuade (2014) also alluded that fake news is a communication missile that can sabotage humanity if not timely discovered and ameliorated. Also, lack of fact-checking by social media platforms and gullibility of social media users have been discovered in this study as part of the primary causes of the spread of fake news on social media. Adedotun, N.M. (2020), buttressed this claim that most fake news on social media are result of gratification to being known as active information conveyor and first-breaker of news. As regards to research question three that seeks possible panacea to the problem of fake news on social media, this study found out that social media companies should take more responsibility for removing fake news from their platforms. This corroborates with the finding out Falola J.T. (2017) that social media is less regulated compare to other mass media and the only way its essences can be curtailed is when social media companies exert scrutiny and strict measures on the nature of information that transcends on their platform. According to Yusuf M.B (2021), removing fake news on social media has recently been undertaken by Facebook and Twitter platforms as experienced during endsars protest in Nigeria. He added that this measure will go a long way in eradicating fake news on social media if other platforms can emulate. 






[bookmark: _Toc139632326][bookmark: _Toc139632327]CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc139632328]5.1	Summary
This study is based on eradication of fake news on social media: possible solutions and prospects. The study was organized in five chapters. The first chapter covers the introduction of the study, background to the study, statement of the problem which exposed the problem the study identified and seek to resolve, research questions, the significant of the study, the scope of the study and operational definition of term. The second chapter focused on the conceptual framework, theoretical approach and review of related literatures. The third chapter is on the research method. In this chapter, the research identified survey design as suitable for the study. Questionnaire was structured around the research questions and analyzed with mean statistics. The chapter four presented the data analysis and discussion of the findings. The analysis was in tabular form and chart. Finally, chapter five discussed the summary of the study, the conclusion of the study base on the outcome of the findings and recommendation of the study. 
The findings of the study revealed that:
1. Fake news could lead to anarchy by disrupting democratic processes and manipulating public opinion, spreading false information about candidates or voting procedures, and sowing doubt about the legitimacy of elections. It can lead to widespread dissatisfaction and even protests or acts of civil disobedience, which can escalate into chaotic situations.
2. It could also lead to erosion of trust and overthrown of government institutions and delegitimize elections, sow distrust in democratic institutions, and create social divisions, which can undermine the functioning of governments and lead to political turmoil.. If the public perceives the government as dishonest or untrustworthy due to the dissemination of false information, it can undermine the government's authority and weaken its ability to effectively govern.
3. It could also devastate the reputation of individuals or organizations. False accusations or fabricated stories can harm someone's personal or professional life, leading to damage to their reputation, career setbacks, or social isolation. This can have long-lasting effects on their well-being and livelihood.
[bookmark: _Toc139632329]5.2	Conclusion
Eradicating fake news on social media is a complex and challenging task, given the vast amount of information shared daily on these platforms. While complete eradication may be an unrealistic goal, significant progress can be made through a combination of measures and concerted efforts from various stakeholders. 
Promoting media literacy education is crucial to equip individuals with critical thinking skills and the ability to discern reliable information from misinformation. Educating people on how to identify fake news, fact-check sources, and critically evaluate information can empower them to make informed decisions.
Encouraging the development and use of fact-checking organizations and tools can help verify the accuracy of information. Collaboration between social media platforms, news outlets, and fact-checkers can enable the swift identification and flagging of fake news, making it more difficult for false information to spread unchecked.
Furthermore, public awareness and demand for reliable information are growing. This increased awareness can push social media platforms and content creators to take stronger measures against fake news. Additionally, media literacy programs and educational initiatives can help build a more informed and discerning society.
However, it is important to recognize that the fight against fake news is an ongoing battle that requires continuous adaptation and collaboration. Combating fake news on social media requires a collective effort from individuals, governments, media organizations, and technology platforms to foster an environment where reliable information prevails and misinformation is effectively
[bookmark: _Toc139632330]5.3	Recommendations
In sequel to the conclusion above, the researcher sporulated the following recommendations that:
· Social media platforms should allocate more resources to improve content moderation, including investing in advanced AI algorithms, increasing the number of human moderators, and establishing clear guidelines for identifying and removing fake news content.
· Media literacy and digital citizenship should be prioritize through media literacy programs in schools and educational institutions to equip individuals with critical thinking skills, fact-checking techniques, and responsible online behavior. Encourage users to question sources, verify information, and evaluate the credibility of content.
· Social media users should take personal responsibility of verifying information before sharing it and to report suspicious content, engage in respectful online discussions, and be cautious of their own biases and emotions when interacting with news.
· Governments should consider enacting appropriate regulations that strike a balance between freedom of speech and curbing the spread of fake news. These regulations should hold social media platforms accountable for monitoring and addressing misinformation while respecting fundamental rights.
· Continuous Public Awareness Campaigns should be launched to sustain public awareness about the impact and consequences of fake news and ollaborate with media outlets, influencers, and educators to disseminate accurate information and promote critical thinking skills.
By implementing these recommendations, it is possible to make significant strides in the eradication of fake news on social media platforms. However, it is important to recognize that the battle against fake news is an ongoing effort that requires continuous adaptation, collaboration, and the collective engagement of individuals, organizations, and policymakers.
[bookmark: _Toc139632331]5.4	Recommendations for Further Studies
This study recommends that further studies should investigate the psychological factors that contribute to the spread and consumption of fake news on social media. Explore user motivations, cognitive biases, and emotional responses to fake news to develop targeted interventions and persuasive communication strategies.
Also, potential researcher should conduct comparative studies across different social media platforms, regions, and cultures to identify variations in the prevalence of fake news and the effectiveness of mitigation strategies. Analyze factors that contribute to success or failure in combating fake news within specific contexts.
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QUESTIONNAIRE
Department of Mass Communication
Institute of Information and Communication Technology
Kwara State Polytechnic, Ilorin 
Dear respondent,
[bookmark: _Hlk207794534]This dissertation attempt to research the “The Impact of Social Media in the Fight Against Fake News Among Residence of Ilorin Metropolis”. The study is exclusively an academic exercise. I humbly seek your indulgence to assist by filling the following questions as honestly as possible. I aver that all information given shall be treated with keen confidentiality and used for academic purpose only. 
Thank you for your cooperation.
Researcher
SECTION A
Demographic Profile of Respondents
1. Sex: (a) Male [   ]   (b) Female [   ]
2. Age: (a) 20-35  [   ]   (b) 36-45 [   ]  (c) 46 and above [  ]
3. Marital status: (a) Single [   ]   (b)  Married [   ]    (c) Others [   ]
4. Education: (a) NCE/OND [   ]    (b)  HND/BSC [   ]   (c)  M.sc and above [   ]
5. Occupation: (a) Civil Servant [  ](b) Self Employed [  ]  (c)  Student [  ]  (d) Others [  ]
SECTION B
Questions on the Research Topic
1. How frequently do you come across fake news on social media? (a) Very frequently [  ] (b) Somewhat frequently [  ]  (c) Occasionally [  ] (d) Rarely [  ] (e) Never [  ]
2. Do you believe that the spread of fake news on social media can have negative effects on society? (a) Yes [  ]   (b) No  (c) Can’t say [  ]
3. What do you think is the primary cause of the spread of fake news on social media? (a) Lack of fact-checking by social media platforms [ ] (b) Malicious intent by individuals or groups [ ]  (c) Gullibility of social media users [  ]  (d) Combination of the above [  ]  (e) None of the Above [  ]
4. Which of the following measures do you think would be most effective in eradicating fake news on social media? (a) Increasing penalties for individuals or groups that spread fake news [  ]   (b) Developing algorithms to detect and remove fake news from social media platforms [  ]     (c) Encouraging individuals to fact-check information before sharing it on social media [  ]        (d) Educating individuals on how to identify fake news [  ]
5. What is the biggest challenge to eradicating fake news on social media? (a) The fast spread of fake news on social media [  ]  (b) The lack of reliable sources of information [  ]  (c) The difficulty in identifying and verifying information [  ]  (d) The unwillingness of individuals to fact-check information [  ]
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	6.
	Social media companies should take more responsibility for removing fake news from their platforms.
	
	
	
	
	

	7.
	Fact-checking by independent organizations is an effective way to combat fake news on social media.
	
	
	
	
	

	8.
	Education and awareness campaigns can help people better identify and avoid fake news.
	
	
	
	
	

	9.
	Governments should take action to combat fake news on social media through legislation and regulation.
	
	
	
	
	

	10.
	Reporting fake news posts and accounts on social media is an important way to help combat the spread of fake news.
	
	
	
	
	

	11.
	Eradicating fake news on social media is crucial for maintaining the integrity of information people receive.
	
	
	
	
	

	12.
	The consequences of fake news on social media can be significant, including the spread of misinformation, polarization, and harm to individuals and society.
	
	
	
	
	

	13.
	Social media platforms should prioritize the removal of fake news over other content moderation tasks.
	
	
	
	
	

	14.
	Eradicating fake news on social media requires a collaborative effort between social media companies, independent organizations, governments, and individuals.
	
	
	
	
	

	15.
	It is important for individuals to report fake news they encounter on social media.
	
	
	
	
	



