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This study investigates the influence of bloggers on the spread of fake news among internet users in Kwara State, with particular focus on Ilorin West Local Government Area. The proliferation of digital technologies and the growing popularity of blogging as an alternative media platform have significantly altered news consumption patterns, thereby raising concerns about the credibility and authenticity of online information. The study sought to examine the extent to which bloggers contribute to the dissemination of fake news, the motivations behind such practices, and the perception of internet users toward the reliability of information shared by bloggers. The research adopted a survey design, with structured questionnaires administered to a purposive sample of 100 internet users in Ilorin West LGA. Data were analyzed using both descriptive and inferential statistical methods. Findings revealed that bloggers play a substantial role in the spread of fake news, often driven by the pursuit of popularity, financial gain, and limited adherence to journalistic ethics. Results further indicated that a majority of respondents encounter misleading information on blogs, which influences their opinions and decisions on social, political, and economic issues. However, internet users also demonstrated a growing level of skepticism, with many adopting fact-checking measures before accepting information from blogging platforms. The study concludes that while bloggers significantly shape online narratives, their unchecked influence poses risks to public trust, social harmony, and informed decision-making. It recommends that bloggers be sensitized on ethical standards of news dissemination, that regulatory frameworks be strengthened, and that internet users be encouraged to engage in media literacy programs to curb the impact of fake news in society.
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[bookmark: _Toc208070587]1.1	Background to the Study
In recent years, the digital age has radically transformed the global communication landscape, with one of its most alarming by-products being the proliferation of fake news. One of the most cited definitions of fake news comes from Allcott and Gentzkow (2017), who describe fake news as “news articles that are intentionally and verifiably false, and could mislead readers.” This definition stresses the deliberate nature of misinformation, differentiating it from errors or satirical content. The emphasis here is on intent to deceive, verifiability of falsehood, and the potential for public misguidance. This aligns with broader concerns about how false stories are designed not just to entertain, but to influence beliefs and behaviors.
Fake news is “a type of disinformation that is presented in the format of news articles and shared via media platforms to deceive or mislead.” They emphasize that fake news is not a monolithic category but includes various forms such as satire, parody, fabrication, manipulation, and propaganda (Tandoc, Lim, and Ling 2018). Extending this idea, Lazer et al. (2018) offer a more media-centric definition. They argue that fake news consists of fabricated information that mimics the appearance of genuine news media content in structure and presentation but lacks its journalistic norms and editorial integrity.
The rapid dissemination of such content through online platforms has raised concerns about its influence on public perception, civic engagement, and national cohesion. Scholars like Lazer et al. (2018) have argued that the virality of fake news, particularly on social media, outpaces the spread of verified information. In Nigeria, fake news has been implicated in promoting electoral violence, spreading panic during health crises, and exacerbating ethnic and religious tensions (Ibrahim, 2021). Thus, the menace of fake news is not just a global challenge but a localized crisis with far-reaching implications in the Nigerian information ecosystem.
Building upon this concern, it is important to examine the role of bloggers as key agents in the creation and dissemination of fake news. Unlike professional journalists who adhere to established ethical codes and editorial scrutiny, many bloggers operate independently, often prioritizing sensationalism over accuracy (Kuhn, 2007). With the aim of increasing website traffic and ad revenue, some Nigerian bloggers deliberately craft provocative headlines and misleading stories that attract mass attention (Farkas & Schou, 2018). In fact, some of the most influential blogs in Nigeria, such as Linda Ikeji’s Blog and Naijaloaded, are frequently accused of spreading unverified content in their race to break news first. According to Ojebuyi and Salawu (2020), the lack of editorial accountability among bloggers has contributed significantly to the erosion of truth and credibility in the Nigerian digital space. Consequently, bloggers have emerged as alternative media powerhouses, shaping narratives but also complicating the fight against fake news.
Furthermore, the amplification of fake news by internet users active participants in the digital space adds another dimension to the crisis. Internet users, a term coined by Hauben and Hauben (1997), refers to individuals who engage actively with the internet by producing, consuming, and sharing digital content. While this participatory culture promotes democratic communication, it also makes users vulnerable to misinformation. Many Nigerian internet users, particularly youths, consume news primarily through social media platforms and blogs, often without verifying the accuracy of the content (Adedeji & Fasiku, 2022). As noted by Bruns (2008), the shift from a passive audience to an interactive digital community means that users themselves play a role in the virality of fake content. 
To connect these trends, it becomes evident that the interaction between bloggers, internet users, and fake news forms a self-perpetuating loop that thrives on attention, speed, and emotional resonance. Bloggers generate content be it factual, biased, or fabricated while internet users, in their quest for real-time updates and entertainment, consume and recirculate this information, thereby giving it broader visibility and legitimacy. As Vosoughi, Roy, and Aral (2018) observe, falsehoods tend to spread more rapidly and widely than the truth, largely because of their novelty and emotional appeal. This cycle makes it difficult for credible information to gain ground, especially in societies like Nigeria where regulatory enforcement is weak and digital literacy remains low. The power of digital influence has thus shifted away from traditional gatekeepers like news editors and broadcasters to decentralized networks of bloggers and internet users.
Therefore, this study investigates the intricate relationship between fake news, bloggers, and internet users, with a particular focus on internet users in Ilorin-west local government are, Kwara State.
[bookmark: _Toc208070588]1.2	Statement of the Problem
In the era of digital communication, the internet has become a primary source of information, allowing individuals especially bloggers and internet users to create, share, and distribute content instantly across the globe. While this democratization of information has enhanced access and participation in public discourse, it has also significantly contributed to the proliferation of fake news (Lazer et al., 2018). The growing presence of unverified, misleading, or fabricated content poses a threat not only to journalistic integrity but also to societal trust, political stability, and informed civic engagement (Tandoc, Lim, & Ling, 2018).
A troubling trend is the role that bloggers and internet users play in amplifying fake news, either unintentionally due to a lack of media literacy or deliberately to drive traffic, gain popularity, or push ideological narratives (Gelfert, 2018). Unlike traditional journalists, many bloggers do not follow professional ethics, editorial gatekeeping, or fact-checking protocols, yet they command large followings and influence public opinion (Hermida, 2010). Likewise, internet users ordinary internet users often share content rapidly without verifying its authenticity, further accelerating the viral spread of misinformation (Allcott & Gentzkow, 2017).
Despite increasing scholarly interest in the fake news phenomenon, there remains a gap in understanding the specific dynamics through which bloggers and internet users contribute to its spread, especially in developing digital environments such as Nigeria. Questions remain about their motivations, awareness of ethical responsibilities, and the socio-political consequences of their actions (Wardle & Derakhshan, 2017). Moreover, little empirical work has been done to assess how online audiences interact with or perceive content shared by these informal digital communicators (Nwabueze & Ezebuenyi, 2022).
The problem is further compounded by the absence of stringent regulatory frameworks and digital literacy programs that could curb the influence of fake news in online ecosystems (McGonagle, 2017). The lack of accountability mechanisms makes it easier for harmful and misleading content to thrive unchallenged. Consequently, there is an urgent need to critically examine how bloggers and internet users serve as both producers and transmitters of fake news, and to understand the implications of this for information credibility, public discourse, and democratic stability.
This study, therefore, seeks to explore the intersection of fake news, bloggers, and internet users examining how these elements interact to shape the information landscape in Ilorin-west local government area and the risks posed by their unchecked influence in the digital age.
[bookmark: _Toc208070589]1.3	Objectives of the Study
	The general objective of this study is to investigate the “influence of bloggers on the spread of fake news among internet users in Ilorin-west local government area of Kwara state. However, the specific objectives of the study are:
i. To determine the extent to which internet users in Ilorin-west local government are rely on bloggers for news and information.
ii. To investigate the influence of blog contents on the attitudes and beliefs of internet users in Ilorin-west local government area.
iii. To assess the level of awareness among internet users in Ilorin-west local government area regarding the uncertainty of information shared by bloggers.
iv. To explore the motivations behind the publication and sharing of fake news by bloggers
[bookmark: _Toc208070590]1.4	Research Questions
i. What is the extent to which internet users in Ilorin-west local government are rely on bloggers for news and information?
ii. What is the influence of blog contents on the attitudes and beliefs of internet users in Ilorin-west local government area?
iii. What is the level of awareness among internet users in Ilorin-west local government area regarding the uncertainty of information shared by bloggers?
iv. What are the motivations behind the publication and sharing of fake news by bloggers?
[bookmark: _Toc208070591]1.5	Significance of the Study
  Firstly, this study will be beneficial to policy makers and media regulators such as the Nigerian Broadcasting Commission (NBC) and the National Information Technology Development Agency (NITDA). It will provide empirical evidence that can guide the formulation of policies and digital media regulations to curb the unchecked activities of bloggers.
Secondly, the findings will be relevant to media practitioners and bloggers themselves, by helping them recognize the influence they wield and the ethical responsibilities they must uphold in curating and sharing information. It will promote responsible blogging practices and encourage adherence to journalistic standards even in informal digital spaces. The study will also provide valuable insights for educators, civil society organizations, and digital literacy advocates, who are interested in promoting critical thinking and media literacy among online users. Understanding the level of awareness and vulnerability of internet users to fake news will help shape awareness campaigns, training programs, and school curricula aimed at fostering fact-checking skills and skepticism toward unverified online content.
Finally, this study will add to the existing body of academic literature on fake news, digital media influence, and online communication in Nigeria, serving as a reference for future researchers who wish to explore similar themes in other regions or in relation to other digital actors such as influencers, vloggers, or online journalists.
[bookmark: _Toc208070592]1.6	Scope of the Study
This study focuses on examining the influence of bloggers on the spread of fake news among internet users, with particular emphasis on residents of Ilorin West Local Government Area (LGA) in Kwara State, Nigeria. The research is limited to analyzing how blog content particularly from independent, entertainment, political, and lifestyle bloggers affects the beliefs, attitudes, and sharing behavior of online users within this geographical location.
The study targets internet users who are regular users of the internet, especially social media platforms who reside or operate within Ilorin West LGA. The research will explore their exposure to blog content, their capacity to verify online information, and the extent to which bloggers’ content influences their perception and spread of fake news.
[bookmark: _Toc208070593]1.7	Operational Definition of Terms
i. Fake News: In this study, fake news refers to any form of false or misleading information presented as factual news content, which is disseminated intentionally or unintentionally through online platforms, particularly blogs, with the potential to deceive or mislead internet users in Ilorin West LGA.
ii. Bloggers: Bloggers in the context of this study are individuals who own or manage blogs and regularly publish online content whether written, audio, or visual without necessarily following professional journalism standards. 
iii. Internet users: Internet users in this study refer to netizens in Ilorin West LGA who engage regularly in online communication, consume digital content, and actively participate in sharing or commenting on online posts.
iv. Spread: The term spread is operationalized as the process through which fake news is shared, reposted, or circulated among internet users.
v. Influence: Influence refers to the extent to which bloggers affect the perceptions, attitudes, or behavior of internet users concerning the credibility, trustworthiness, and sharing of fake news content within Ilorin West.
vi. Ilorin West LGA: For this study, Ilorin West Local Government Area refers to the specific geographical and administrative region in Kwara State, Nigeria, where the research is conducted. 
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[bookmark: _Toc208070596]2.0	INTRODUCTION
The emergence of digital media has dramatically altered the landscape of information dissemination, making the internet a primary platform for news consumption and social engagement. This transformation has also given rise to various challenges, notably the widespread dissemination of fake news. As the internet continues to serve as a powerful tool for communication, the role of individual content creators particularly bloggers has become increasingly prominent. Unlike traditional journalists who are often subject to editorial oversight and professional ethical standards, bloggers operate with relative autonomy, creating content that is rapidly consumed and circulated by internet users.
This literature review explores the theoretical and empirical foundations related to the phenomenon of fake news, the evolving role of bloggers in the digital media space, and the behavior of internet users in online environments. The chapter will be based on the following subsections: Conceptual framework, Theoretical framework and Empirical review.
[bookmark: _Toc208070597]2.1	CONCEPTUAL FRAMEWORK
[bookmark: _Toc208070598]2.1.1	Overview of Fake news 
Fake news has emerged as a critical challenge in the information age, attracting considerable attention from scholars, policymakers, and media practitioners worldwide. At its core, fake news refers to intentionally fabricated or distorted information presented as factual news with the purpose of misleading audiences (Allcott & Gentzkow, 2017). Wardle and Derakhshan (2017) categorize fake news as part of a broader misinformation ecosystem that includes disinformation, malinformation, hoaxes, and rumors. Disinformation specifically refers to false information created and disseminated deliberately to deceive, while misinformation may be false but not intentionally deceptive.
Scholars emphasize that fake news differs from simple errors or biased reporting because of its intentionality and deceptive nature. Tandoc, Lim, and Ling (2018) define fake news as “news articles that are intentionally and verifiably false and could mislead readers,” underscoring the deliberate fabrication or manipulation of facts to influence public perception, often for political, economic, or social gains. Similarly, Lazer et al. (2018) highlight that fake news is crafted to appear credible and is disseminated rapidly, especially on social media, to exploit cognitive biases and emotional reactions, which makes it difficult for individuals to discern truth from falsehood.

The rise of digital platforms has transformed the media landscape, facilitating both the creation and rapid dissemination of fake news. These platforms allow users with little or no journalistic training to publish and circulate content, often without editorial oversight or fact-checking, making it easier for fake news to spread widely and quickly (Shu et al., 2020). The phenomenon is compounded by the “echo chamber” effect on social media, where users are exposed mainly to information that confirms their preexisting beliefs, further entrenching false narratives.
In Nigeria, the challenge of fake news has become especially pronounced due to the country’s vibrant and rapidly expanding digital media environment. Nigeria is one of the largest social media markets in Africa, with over 30 million active internet users as of 2023, according to Statista (2023). This widespread digital penetration has democratized access to information but also created fertile ground for the unregulated spread of misinformation and fake news.
The Nigerian media landscape is characterized by a mix of traditional and new media, where social media platforms like WhatsApp, Facebook, Twitter (now X), and numerous blogs serve as primary news sources for many citizens (Akinfeleye, 2018). However, unlike legacy media houses that employ fact-checking and editorial standards, these platforms often lack rigorous content verification mechanisms. Consequently, false information, rumors, and sensationalized stories frequently circulate unchecked, reaching millions of users within minutes.
Fake news in Nigeria has had significant social, political, and economic consequences. Politically, it has been used as a weapon during electoral cycles to manipulate voter opinions, discredit political opponents, and inflame ethnic or religious tensions (Ibrahim & Adedeji, 2020). The 2015 and 2019 general elections particularly witnessed a surge in fake news, where misleading stories and doctored images were widely shared to influence public sentiment and voter behavior. Such misinformation campaigns have often aggravated societal divisions and undermined public trust in democratic institutions.
Beyond politics, fake news has also been dangerous in the realm of public health. During the COVID-19 pandemic, Nigeria faced a surge of misinformation regarding the virus’s origin, transmission, and treatment options. False claims, such as the notion that Africans were immune to COVID-19 or that certain herbal concoctions could cure the disease, led to widespread public confusion and non-compliance with health guidelines, thereby exacerbating the health crisis (NCDC, 2020). These examples underscore how fake news can have tangible, harmful effects on societal wellbeing.
Furthermore, the rise of citizen journalism and online influencers has contributed to the spread of fake news in Nigeria. Many bloggers and social media personalities prioritize sensationalism and virality over accuracy, driven by the monetization of digital content and the competition for audience attention (Ojebuyi & Oyesomi, 2019). The use of provocative headlines and unverified stories often referred to as "clickbait" has become a common tactic to boost traffic and advertising revenue, sometimes at the expense of journalistic ethics.
The repercussions of fake news extend to national security and inter-communal relations. Misinformation about ethnic conflicts, such as those involving Fulani herdsmen and farmers, has often inflamed violent confrontations and prompted vigilante actions in various parts of Nigeria (Olabamiji, 2014). Such cases highlight how fake news is not just a media challenge but a broader societal threat capable of escalating tensions and causing loss of life.
In response, the Nigerian government and civil society have initiated various measures to combat fake news. Agencies like the National Orientation Agency (NOA) and the Nigeria Centre for Disease Control (NCDC) have led campaigns promoting media literacy and fact-checking during critical periods such as elections and public health emergencies. Technology companies operating in Nigeria have also partnered with local fact-checking organizations to label or remove false content on their platforms (AFP Fact Check, 2022). Despite these efforts, challenges remain around balancing regulation with freedom of expression and ensuring widespread digital literacy among the populace.
[bookmark: _Toc208070599]2.1.2	Concept of Blog and Bloggers
The term blog is a contraction of “web log,” which refers to an online platform where individuals, groups, or organizations publish information in a regularly updated, diary-style format (Blood, 2002). Blogs are typically arranged in reverse chronological order, showcasing the most recent posts first. They often incorporate multimedia elements such as images, videos, and hyperlinks, enhancing the interactive experience (Bruns, 2008). Unlike traditional media that follow strict editorial guidelines and hierarchical production structures, blogs tend to reflect a more personal and informal communication style, fostering a sense of immediacy and intimacy between bloggers and their audiences (Herring, Scheidt, Bonus, & Wright, 2004).
Bloggers are the creators and maintainers of blogs, functioning as both content producers and community facilitators. They vary widely in terms of professionalism, expertise, and motivation, ranging from casual hobbyists to influential thought leaders and citizen journalists (Blood, 2002; Bruns, 2008). Bloggers leverage their platforms to express opinions, disseminate information, mobilize communities, and sometimes advocate for social or political change (Kavada, 2015). The rise of blogging has significantly democratized information dissemination, allowing voices that were traditionally marginalized or excluded from mainstream media to gain visibility and influence (Shirky, 2008).
In Nigeria, blogging has experienced exponential growth over the last decade due to increased internet access, smartphone proliferation, and an expanding youth population eager to participate in public discourse (Ojebuyi & Oyesomi, 2019). Nigerian bloggers cover diverse fields such as politics, entertainment, religion, and social issues, becoming important alternative news sources and opinion shapers. As Okoro and Oji (2020) highlight, bloggers in Nigeria play a crucial role in agenda-setting by highlighting issues neglected by mainstream media, thereby contributing to pluralism and media diversity.
However, the rise of blogging in Nigeria has also introduced challenges. The informal nature of blogging means content often lacks editorial oversight, raising concerns about accuracy, accountability, and the ethical responsibility of bloggers (Akinfeleye, 2018). Studies indicate that some Nigerian blogs have become conduits for misinformation, rumors, and fake news, which can exacerbate social tensions and polarize public opinion (Ezeani & Nwafor, 2020). Consequently, the credibility of bloggers is a contested space, requiring ongoing efforts to balance freedom of expression with journalistic integrity.
Moreover, the impact of bloggers in Nigeria extends beyond information sharing. They often influence political participation, especially among youth, by providing accessible platforms for political discussion and civic engagement (Ezeani & Nwafor, 2020). Some bloggers have even become key opinion leaders who mobilize electoral support or challenge governmental policies through digital activism (Ojebuyi & Oyesomi, 2019). This political relevance underscores the evolving role of bloggers as hybrid actors situated at the intersection of media, politics, and society.
[bookmark: _Toc208070600]2.1.3	Meaning of Netizen
The term "netizen" is a blend of “Internet” and “citizen,” and it refers to a person who actively participates in online communities and engages with content, discussions, and social issues on the internet. According to Hauben and Hauben (1997), who are credited with popularizing the term, a netizen is not just a user of the internet, but someone who uses the platform responsibly and constructively, contributing to its growth and development as a global public space.
Internet users are distinguished from passive internet users by their active involvement in digital platforms such as blogs, forums, social media, and other web-based communities. They engage in activities ranging from sharing information and creating content to debating societal issues and promoting digital rights. Internet users are often considered virtual citizens of the digital world who uphold certain norms of online behavior, advocate for freedom of expression, and participate in shaping digital culture (Loader & Mercea, 2011).
In today’s digital age, internet users play a powerful role in the flow of information and the formation of public opinion. They contribute to citizen journalism, social movements, and digital activism by amplifying marginalized voices and holding powerful institutions accountable. This participatory culture has redefined traditional notions of media and public discourse (Jenkins, 2006).
In the Nigerian context, internet users have become increasingly influential. With the growth of social media platforms such as Twitter (now X), Facebook, and Instagram, Nigerian internet users have mobilized for causes such as #EndSARS, voter awareness, and gender justice. They are often the first to comment on trending events, challenge mainstream narratives, and promote accountability in governance and media (Olorunnisola & Martin, 2013). However, the power of internet users has also led to concerns about the spread of fake news, online harassment, and misinformation, prompting calls for digital literacy and ethical standards in online engagement (Okoro & Nwafor, 2020).
[bookmark: _Toc208070601]2.1.4	Online Media and News Ecosystem
The blog has grown from a personal digital diary into a significant player in the global media and information landscape. The news ecosystem refers to the interconnected structure through which news is produced, shared, and consumed by audiences. In this ecosystem, blogs serve not only as platforms for personal expression but also as alternative news sources, especially in contexts where traditional journalism is constrained by political, economic, or institutional pressures (Hermida, 2010).
Initially, blogs were informal, personal webpages maintained by individuals, but with the advent of Web 2.0 and social media, blogging evolved into a more professional and impactful medium. Many blogs now function as micro-newsrooms, breaking news, analyzing issues, and even engaging in investigative reporting (Kperogi, 2011). In many parts of the world, including Nigeria, bloggers have become influencers, watchdogs, and opinion leaders with large followings and significant societal impact.
Blogs contribute to the fragmentation and democratization of the news media environment. Unlike mainstream media that often follow hierarchical editorial processes, blogs allow anyone with internet access to publish content. This has opened the space for diverse voices, especially marginalized communities, to participate in public discourse. Blogs have empowered citizen journalists and internet users to engage actively in the dissemination of information and shaping of public opinion (Allan, 2006). They challenge traditional gatekeeping roles by offering alternative narratives that may be excluded from legacy media.
Furthermore, blogs influence the agenda-setting function of the media. Through sustained focus on particular topics be it corruption, social justice, entertainment, or politics—blogs can push issues into the mainstream media spotlight. In fact, traditional media outlets now routinely monitor blogs for story leads and public sentiment. This reciprocal relationship shows the interdependency between blogs and mainstream news organizations, blurring the lines between professional journalism and amateur reporting (Lowrey, 2006; Papacharissi, 2007).
In the Nigerian context, the blogosphere has become a thriving space for news, commentary, and entertainment. Nigerian blogs like Linda Ikeji Blog, Naijaloaded, BellaNaija, and Sahara Reporters enjoy high traffic and strong influence, particularly among the youth and tech-savvy population. These platforms often report news faster than traditional media due to their flexible publication models. Many Nigerians turn to these blogs for instant updates on politics, celebrity news, scandals, and national issues, often shared virally across social media platforms such as Facebook, Twitter, and WhatsApp (Olayiwola & Oladeji, 2020).
However, the rise of blogs in the news ecosystem is not without challenges. The absence of rigorous editorial standards, the drive for clicks and advertising revenue, and the competition to be the first to break stories can lead to misinformation and fake news. Many bloggers operate outside the purview of press councils or professional codes of ethics, resulting in the spread of unverified claims, character assassination, and sensational headlines designed to attract traffic rather than inform the public responsibly (Eze, 2019; Oso, 2012).
[bookmark: _Toc208070602]2.1.5	Bloggers in the Spread of Fake News
Bloggers play a critical role in the dissemination of information in the digital age, particularly in countries like Nigeria where access to traditional media is sometimes limited by political or infrastructural constraints. However, while blogs have democratized news production and created space for alternative narratives, they have also become a major channel for the spread of fake news, misinformation, and sensationalism. The ease of publishing content, lack of gatekeeping mechanisms, and commercial motives of bloggers contribute significantly to this phenomenon (Tandoc, Lim & Ling, 2018).
Fake news is broadly defined as deliberately fabricated information presented in the format of news with the intent to mislead or gain financially or politically (Allcott & Gentzkow, 2017). In many cases, bloggers engage in such activities either for profit by attracting clicks and ad revenue—or to advance certain political or ideological agendas. Unlike traditional journalists who are bound by professional ethics and editorial oversight, many bloggers operate independently, without regard for accuracy, fairness, or verification protocols (Wardle & Derakhshan, 2017). This freedom, while enabling expression, also increases the risk of irresponsible journalism.
In Nigeria, the rapid rise of influential blog platforms like Linda Ikeji’s Blog, Naijaloaded, Sahara Reporters, and Instablog9ja has revolutionized how news is consumed. These blogs often report stories faster than traditional media but are frequently accused of prioritizing speed over accuracy. Sensational headlines, unverified gossip, and emotionally charged narratives are common strategies used by bloggers to drive engagement (Olayiwola & Oladeji, 2020). Such practices can mislead readers, damage reputations, and even incite public unrest.
Furthermore, the viral nature of blog content, especially when shared through social media platforms such as Twitter, Facebook, and WhatsApp, exacerbates the spread of fake news. Many users tend to accept and redistribute blog posts without questioning their authenticity, particularly when the information aligns with their preexisting beliefs (Pennycook & Rand, 2019). This confirmation bias and lack of digital literacy among audiences make it easier for false information to spread unchecked.
Another factor contributing to the involvement of bloggers in fake news dissemination is the lack of regulatory frameworks. Nigeria’s media regulation focuses more on mainstream outlets, leaving blogs and independent online publishers in a legal and ethical gray area. Attempts to regulate online speech have been met with concerns over press freedom and censorship, but the absence of accountability mechanisms continues to embolden some bloggers to publish misleading or defamatory content without consequences (Eze, 2019).
Moreover, some bloggers have been accused of engaging in blackmail journalism, where they publish damaging stories about individuals or organizations and demand money to retract or suppress the content. This unethical practice undermines public trust in the blogosphere and further muddies the line between truth and fabrication (Oso, 2012). It also highlights how commercial interests, rather than journalistic integrity, often drive the content decisions of many bloggers.
Despite these challenges, not all bloggers contribute to the spread of fake news. Some have adopted responsible reporting practices, including fact-checking, referencing credible sources, and issuing corrections. However, such bloggers remain in the minority. The broader concern is the systemic impact of fake news spread by bloggers on democratic processes, social harmony, and public opinion. For instance, during elections or national crises, the rapid dissemination of false information by popular bloggers can sway voter behavior, create panic, or provoke violence (Ajibola & Omotayo, 2021).
[bookmark: _Toc208070603]2.1.6	Motivations for Spreading Fake News
One of the primary motivations for spreading fake news is financial gain. Many online content creators and bloggers operate on a profit-driven model, where advertising revenue is linked to traffic volume. Fake news, often sensational or emotionally charged, attracts significant user attention, increasing page views and boosting advertising income (Allcott & Gentzkow, 2017). This incentive structure has led to the proliferation of “clickbait” headlines and misleading content designed primarily to generate engagement rather than inform the public.
Another common motivation is political manipulation. During elections or times of political crisis, fake news is often weaponized to influence public opinion, discredit opponents, or sway voter behavior. In Nigeria, for instance, political actors have been accused of sponsoring blogs and social media influencers to circulate false or misleading narratives to shape electoral outcomes or provoke ethnic and religious divisions (Ajibola & Omotayo, 2021). The anonymity of digital platforms makes it easy for such actors to operate without detection or accountability.
Closely related to political motives is the ideological motivation, where individuals or groups disseminate fake news to reinforce their beliefs or promote specific worldviews. This behavior is often associated with confirmation bias, where people are more likely to accept and share information that aligns with their existing beliefs and values, regardless of its accuracy (Pennycook & Rand, 2019). In deeply polarized societies, such as Nigeria, fake news can serve as a tool for reinforcing ethnic, religious, or cultural prejudices.
Entertainment and social recognition also motivate some individuals, particularly youths and internet users, to create or share fake news. In the age of virality, creating humorous, exaggerated, or shocking content can bring social media fame or online popularity. Many users, especially on platforms like Twitter, TikTok, and Facebook, may not intend harm but participate in the spread of false information for “likes,” retweets, and digital clout (Vosoughi, Roy, & Aral, 2018). In such cases, the boundary between satire, misinformation, and deliberate disinformation becomes blurred.
Another critical driver is the low level of digital and media literacy among many internet users. In Nigeria, a significant portion of the population cannot distinguish between credible and non-credible sources, or between opinion and verified facts. This makes users more susceptible to believing and sharing fake news unknowingly (Adeleke, 2020). The lack of critical thinking skills and limited access to fact-checking resources further compound this issue.
Some actors are motivated by malice or mischief, especially in personal disputes or to damage the reputation of public figures. Such cases are common in the entertainment industry or among online influencers in Nigeria, where fake news about celebrity deaths, scandals, or romantic affairs circulates rapidly for malicious pleasure or retaliation (Olayiwola & Oladeji, 2020). This form of cyberbullying and character assassination has real-world consequences, including emotional distress and reputational damage.
In more organized instances, state and non-state actors may engage in fake news dissemination as part of psychological warfare or propaganda. For example, during national crises such as pandemics or security incidents, both local and international interest groups may spread misinformation to destabilize trust in government institutions or create public panic (Wardle & Derakhshan, 2017). This weaponization of information is often sophisticated, coordinated, and designed to manipulate mass sentiment.
[bookmark: _Toc208070604]2.1.7	Mechanism of Fake News Dissemination on Blogs
The dissemination of fake news through blogs is facilitated by a combination of technological, psychological, and social mechanisms. Blogs, being relatively easy to create and manage, have become prominent platforms for both information sharing and misinformation propagation. In Nigeria, where digital regulation is still evolving, blogs have increasingly served as vehicles for spreading unverified and often misleading content to large audiences.
One of the most significant mechanisms is the lack of editorial oversight. Unlike traditional news outlets that operate with editorial standards and verification processes, many blogs are run by individuals or small teams without professional journalism training. This absence of gatekeeping allows for the publication of content that has not undergone fact-checking or ethical review (Olayiwola & Oladeji, 2020). The speed at which bloggers are expected to publish new content in order to stay relevant further encourages the use of sensational and sometimes false headlines to attract clicks.
The algorithmic amplification enabled by search engines and social media also plays a vital role. Blogs are often optimized for search engines using Search Engine Optimization (SEO) strategies that prioritize trending keywords and popular topics, irrespective of content credibility. Fake news headlines are typically crafted with emotional appeal—fear, anger, surprise—which are known to generate more user engagement (Vosoughi, Roy, & Aral, 2018). Once published, these blog posts are rapidly shared across platforms such as Facebook, Twitter, WhatsApp, and Telegram, where they can go viral within minutes.
Another key mechanism is the use of misleading visuals and fabricated sources. Many bloggers embed doctored images, outdated photographs, or videos taken out of context to enhance the believability of their narratives. Additionally, false attribution to reputable news agencies or fabricated “anonymous sources” is commonly used to give the illusion of authenticity (Wardle & Derakhshan, 2017). These tactics exploit the cognitive bias of readers who are more likely to believe information that appears visually or contextually legitimate.
Monetization incentives also drive fake news dissemination. Blogs generate income through pay-per-click advertising, sponsored posts, and affiliate marketing. The more traffic a blog receives, the higher the potential revenue. This creates a system where sensationalism and virality are rewarded, even at the expense of truth. In the Nigerian context, where youth unemployment and digital entrepreneurship are rising, some individuals see blogging as a profitable venture, even if it involves disseminating falsehoods (Adeleke, 2020).
Echo chambers and confirmation bias contribute to the persistence of fake news once it is disseminated. Blog readers often belong to specific ideological, ethnic, or religious communities that are predisposed to accepting information that aligns with their existing beliefs. As blogs tailor content to cater to these segmented audiences, the likelihood of critical scrutiny is reduced. This phenomenon is intensified by comment sections and feedback loops where like-minded users reinforce each other's views, regardless of accuracy (Pennycook & Rand, 2019).
In addition, lack of digital media literacy among large segments of the Nigerian population exacerbates the problem. Many blog readers are not equipped with the skills needed to critically evaluate online content. They often assume that if a piece of information is published on a website and shared widely, it must be true. This makes it easier for fake news to gain traction, particularly among youth and rural internet users who may rely on blogs for news consumption due to limited access to mainstream media (Ajibola & Omotayo, 2021).
Furthermore, bots and coordinated networks are sometimes employed to artificially amplify fake news blog posts. These automated systems are used to like, share, and comment on blog links to boost their visibility and perceived credibility. In politically charged contexts, such as elections or protests, these systems are used to manipulate public discourse and influence opinion by flooding online spaces with coordinated misinformation campaigns (Wardle & Derakhshan, 2017).
[bookmark: _Toc208070605]2.1.8	Consequence of Fake News in the Society
In Nigeria, where access to reliable information is uneven and media literacy remains low in many communities, the consequences of fake news are particularly acute. One of the most pressing consequences is the erosion of public trust in both traditional media and institutions. When individuals are repeatedly exposed to conflicting narratives and fabricated stories, they become increasingly skeptical of all sources of information, including credible ones. This phenomenon, known as the “liar’s dividend,” undermines the ability of governments, media houses, and civil society to inform or mobilize the public effectively (Fallis, 2015). In Nigeria, this has led to widespread distrust in health advisories during the COVID-19 pandemic, with fake news about vaccine side effects spreading faster than official health information (Olapegba et al., 2020).
Another significant impact is heightened social tension and violence, particularly in Nigeria's ethnically and religiously diverse society. Fake news that incites fear, hatred, or misinformation about communal issues has led to real-world conflicts. For example, rumors spread via blogs and social media have been linked to violent clashes in states like Plateau, Benue, and Kaduna, where misinformation about herdsmen or reprisal attacks has fueled unrest (Ibrahim & Adamu, 2021). In such cases, fake news becomes a tool for stoking division and manipulating group emotions, often leading to loss of lives and property.
Fake news also compromises the quality of democratic participation. During electoral periods, misinformation is often deployed to mislead voters, suppress turnout, or tarnish the image of candidates. In the 2019 general elections in Nigeria, multiple fake stories circulated about vote rigging, candidate disqualification, and electoral violence—many of which originated from partisan blogs or unverified WhatsApp forwards (Umar & Olatunji, 2021). These tactics not only distort the electorate’s decision-making process but also diminish the credibility of democratic institutions and outcomes.
Economically, the spread of fake news can damage reputations and cause financial losses to individuals and organizations. Businesses have been targeted by fake reviews, false reports, or conspiracy theories that affect consumer perception. For instance, Nigerian brands like Indomie and Gala have been victims of fake health scare campaigns alleging contamination or harmful ingredients, leading to temporary drops in sales (Adeleke, 2020). Similarly, individuals falsely accused of crimes or immorality online may suffer reputational damage, loss of employment, or even mob justice.
From a psychological perspective, constant exposure to fake news contributes to information fatigue and anxiety. When people cannot distinguish between real and fake stories, it creates cognitive overload and emotional stress. This can lead to withdrawal from public discourse or increased susceptibility to conspiracy thinking and extremism (Pennycook & Rand, 2019). In Nigeria, where economic hardship and insecurity already burden many citizens, the added stress of disinformation can deepen societal despair and cynicism.
In the long term, the proliferation of fake news weakens the fabric of social cohesion and informed citizenship. A society in which facts are consistently distorted or devalued struggles to build consensus, make sound policies, or uphold justice. The absence of shared realities impedes collective action, policymaking, and accountability. As Ajibola and Omotayo (2021) noted, Nigeria's struggle with fake news is not merely a media issue but a democratic and national development challenge.
[bookmark: _Toc208070606]2.2	THEORETICAL FRAMEWORK
The theoretical framework of this study is hinged on the tenets of three relevant communication theories via: Gate-keeping theory, Agenda setting theory, and Uses and gratification theory
[bookmark: _Toc208070607]2.2.1	Gate-keeping Theory
The gatekeeping concept was first introduced by Kurt Lewin in 1947 in the context of food consumption and decision-making within households. He noted that certain “gatekeepers” control the entry of items into a system through specific channels. This concept was later adapted to journalism by David Manning White in 1950, who conducted a study on how a newspaper editor, referred to as “Mr. Gates,” made decisions about what news to publish. White discovered that the editor’s choices were influenced not only by organizational guidelines but also by personal beliefs, assumptions, and preferences (White, 1950). This laid the foundation for understanding how subjective judgments affect media content and public discourse.
The Gatekeeping Theory explains the process by which information is selected, filtered, and transmitted to the public. Originally developed in the field of social psychology, the concept describes how certain individuals or groups act as "gatekeepers" by controlling the flow of messages through channels of communication. In media studies, this theory is used to analyze how editors, journalists, or media owners determine which stories are published and which are withheld. These decisions are influenced by factors such as editorial policy, social norms, audience expectations, organizational culture, and personal judgment. In essence, the theory emphasizes that the information reaching the audience is not random but carefully curated through a series of decisions (Shoemaker & Vos, 2009).
The relevance of gatekeeping theory to the present study is profound, especially in the digital age where the traditional structure of media control has drastically changed. With the rise of blogs and social media platforms, the role of professional journalists as sole gatekeepers has diminished. Now, bloggers and even ordinary internet users have assumed the power to publish and distribute information directly to the public without undergoing editorial scrutiny. This shift has both democratized information and increased the risk of misinformation and disinformation, as many of these new gatekeepers may prioritize sensationalism, virality, or profit over accuracy and ethical reporting.
In Nigeria, this phenomenon has contributed significantly to the spread of fake news, especially during critical periods such as elections, health emergencies, and civil unrest. Many bloggers operate with little regard for verification or accountability, often publishing unconfirmed reports to attract traffic or stir controversy. As a result, false narratives spread rapidly, eroding public trust in legitimate news sources and exacerbating social tensions. Gatekeeping theory helps to frame this situation by showing how the lack of traditional editorial checks allows misinformation to thrive in the blogosphere and online media space.
Furthermore, the theory underscores the need for media literacy among citizens and greater responsibility among digital content creators. By understanding the gatekeeping function and its absence in some digital spaces, audiences can become more critical consumers of news. This theoretical framework also encourages scholars and policymakers to rethink the regulatory and ethical standards applicable to non-traditional media actors such as bloggers and influencers.
[bookmark: _Toc208070608]2.2.2	Agenda Setting Theory
The Agenda-Setting Theory was first propounded by Maxwell McCombs and Donald Shaw in their seminal 1972 study during the U.S. presidential election, where they demonstrated how mass media influence the public agenda by determining the salience of issues (McCombs & Shaw, 1972). The theory asserts that while media may not dictate what audiences think, it significantly shapes what audiences think about by focusing attention on certain topics and downplaying others. This selective emphasis creates a hierarchy of issues, guiding public discourse and perceptions of importance. Over time, the theory has been expanded to include concepts such as second-level agenda-setting, which concerns how the media shapes public opinion by highlighting specific attributes or frames related to issues.
Agenda-setting is foundational in communication research because it explains the process through which media outlets influence public priorities and societal debates. It highlights the media’s gatekeeping role in selecting news items and framing issues, which ultimately shapes the public’s cognitive and emotional responses to events. In today’s digitized media landscape, this theory remains highly relevant, albeit complicated by the rise of social media platforms, citizen journalism, and blogs, where content creation and dissemination are more decentralized and less controlled by traditional editorial standards.
In the Nigerian context, the agenda-setting function of media is critically important given the country’s diverse socio-political landscape and growing internet penetration. Traditional media such as newspapers, radio, and television have historically influenced public opinion by prioritizing certain national issues, ranging from governance and corruption to security and economic development. However, the emergence of bloggers and internet users as active content creators and disseminators challenges conventional agenda-setting dynamics. Bloggers and social media influencers can rapidly amplify certain news both real and fake thereby shaping the public agenda through viral dissemination and user engagement.
This shift has both empowering and problematic consequences. On one hand, it democratizes information access and allows marginalized voices to be heard. On the other hand, it increases the risk of misinformation and fake news gaining prominence, sometimes deliberately manipulated for political, economic, or social gain. Fake news, when given undue prominence by bloggers and internet users, can distort public discourse, create confusion, and undermine trust in legitimate media and institutions. Agenda-setting theory thus provides a crucial lens to understand how bloggers and internet users in Nigeria influence which topics become central to public debate, how they frame these topics, and the potential societal impacts.
Furthermore, the theory underscores the importance of media literacy and regulatory frameworks in mitigating the spread of misinformation. It suggests that to counteract the negative effects of fake news, there must be a conscious effort by stakeholders including media practitioners, policymakers, educators, and the public to promote responsible media consumption and emphasize credible sources. Recognizing the agenda-setting role of blogs and social media can inform strategies to foster a more informed and discerning Nigerian public, capable of critically evaluating the information they encounter online.
In sum, Agenda-Setting Theory not only explains the traditional media’s influence on public opinion but also adapts to explain how new media actors shape the information environment in Nigeria. It highlights the power of media and bloggers in determining the visibility and framing of issues, thereby affecting democratic participation, social cohesion, and national development.
[bookmark: _Toc208070609]2.2.3	Uses and Gratification Theory
The Uses and Gratifications Theory (UGT) was primarily developed by Elihu Katz, Jay Blumler, and Michael Gurevitch in the early 1970s as a response to earlier media effects theories that portrayed audiences as passive recipients of media messages (Katz, Blumler, & Gurevitch, 1973). Instead, UGT emphasizes the active role of the audience in selecting and using media to satisfy specific needs and desires. These needs typically include information seeking, personal identity, social interaction, and entertainment (Rubin, 2009). This theory suggests that individuals consciously choose media channels and content that gratify their psychological and social needs, making media use a purposive and goal-directed activity.
According to Palmgreen, Wenner, and Rosengren (1985), UGT provides a framework to understand why audiences prefer certain media content over others, focusing on the motivations behind media consumption rather than the effects alone. This user-centric perspective recognizes the diversity of audience needs, such as cognitive needs (acquiring knowledge and information), affective needs (emotional release and enjoyment), personal integrative needs (strengthening credibility and status), and social integrative needs (interaction with family and friends) (Katz, Blumler, & Gurevitch, 1973; Ruggiero, 2000).
In the digital era, UGT has been widely applied to new media contexts such as blogs, social media, and online video platforms, highlighting the active participation of users in creating and sharing content (Papacharissi & Rubin, 2000). For example, studies show that social media users often consume and share news, including fake news, to fulfill social gratifications like peer recognition or to reinforce their pre-existing beliefs and identities (Whiting & Williams, 2013; Tandoc, Lim, & Ling, 2018). Such findings demonstrate that fake news is not only a product of media manipulation but also driven by audience needs and motivations.
Within Nigeria, where internet penetration and social media use are rapidly growing, UGT provides a useful lens for understanding how diverse audiences engage with digital content. For instance, Nigerian youths, who are avid consumers of online content, may use blogs and social media platforms not only for entertainment and social interaction but also to make sense of their socio-political environment (Okoro & Osuagwu, 2020). The theory helps explain why certain types of fake news resonate and spread within Nigerian online communities — often because they satisfy specific cognitive or emotional gratifications.
Furthermore, UGT informs media literacy and intervention strategies by suggesting that tackling fake news requires more than correcting falsehoods. It calls for understanding and addressing the underlying needs that fake news consumption fulfills (Ruggiero, 2000; LaRose & Eastin, 2004). By promoting alternative sources of gratification such as credible information and constructive social engagement, media practitioners and policymakers can design more effective responses to misinformation challenges in Nigeria’s digital media space.
[bookmark: _Toc208070610]2.3	EMPIRICAL REVIEW
In a detailed study conducted by Ibraheem and Gambo (2019), the researchers examined the role of bloggers in the dissemination of fake news in Nigeria, with a specific focus on the 2015 and 2019 general elections. The study adopted a quantitative methodology using structured questionnaires administered to 400 participants across Lagos and Abuja, the commercial and political capitals of Nigeria respectively. The findings revealed that a large proportion of Nigerians relied heavily on blogs for political updates and information due to their easy accessibility and real-time nature. However, this trust in blogs came with serious consequences. Over 65% of respondents reported encountering false or misleading political news stories on blogs during election periods. These fake news stories ranged from misinformation about candidates’ health and criminal records to fabricated endorsements or hate speech designed to sway voters emotionally.
The study noted that the lack of editorial oversight and regulatory mechanisms on most blogs gave room for unchecked publication of unverified content. Many bloggers, motivated by political bias or financial gain through increased site traffic, published sensational headlines and stories without verification. The research concluded that blogs played a central role in spreading politically charged fake news, posing a threat to electoral integrity and democratic values in Nigeria. The authors recommended stronger regulation, media literacy, and fact-checking initiatives to counter the phenomenon.
Another study by Okon and Asuquo (2021) focused on how social media users, also referred to as "internet users," contribute to the spread of fake news in Nigeria, particularly on platforms like Facebook and Twitter. The research adopted a mixed-method approach involving surveys distributed to 300 active social media users and in-depth interviews with 10 key informants in Uyo, a metropolitan city in southern Nigeria. The findings showed that approximately 72% of participants had knowingly or unknowingly shared unverified news. The motivations for this behavior included the desire to appear informed, influence others, share shocking or entertaining content, or simply out of carelessness.
Further analysis revealed that emotional content particularly news that evoked fear, anger, or cultural bias was more likely to be shared without verification. Many users admitted they often did not read beyond the headlines before sharing stories. The study emphasized the psychological underpinnings of fake news dissemination and highlighted the role of peer influence and algorithmic content curation in accelerating the spread. The qualitative data from interviews underscored the role of poor digital literacy and a lack of awareness of fact-checking tools as major enablers of the problem. The study recommended digital literacy training, especially for young people, and called on social media platforms to enforce stricter community standards.
Olayinka and Jimoh (2020) conducted an empirical investigation into how the prevalence of fake news affects public trust in digital news sources among Nigerian youths. The study surveyed 500 young individuals aged between 18 and 30 years from Kwara and Lagos States, using structured questionnaires to capture their perceptions and behaviors. The results indicated that 83% of respondents encountered fake news frequently, especially via blogs and messaging platforms like WhatsApp. Although most of the respondents claimed to be skeptical of news from unverified sources, a substantial number still used such platforms due to their speed, convenience, and share ability.
Interestingly, the study also found that the higher a respondent’s level of education, the more likely they were to detect fake news and avoid its spread. However, even among educated users, trust in traditional news platforms had diminished, and many continued to rely on blogs and social media for information despite concerns about credibility. The contradiction between perceived unreliability and continued use highlighted a behavioral gap in media consumption. The authors concluded that restoring trust in news requires a multi-stakeholder approach, including media regulation, public education, and accountability for bloggers and online influencers.
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[bookmark: _Toc171595559][bookmark: _Toc208070613]3.0 	Introduction
This  chapter  deals  with  the  various  means  and  procedures  employed  in  the  process  of  data  and information  gathering.  The  study  was  carried  out  following  some  logical  steps  that  will  facilitate  the  achievement  of  the  research  goals. The  planned  methodology  for investigation  were organized under the following headings: Research  design,  Target  population,  Sample  and  Sampling  technique,  Instrumentation,  Validity and reliability of instrument, and  Method of data analysis. 
[bookmark: _Toc171595560][bookmark: _Toc208070614]3.1 	 Research Design 
According to Cooper and Schindler (2006), research design is the strategy for study and the plan by which the strategy is to be carried out specifying the methods and the procedure for the data collection, measurement, and analysis of data. The success, reliability and validity of any research work are 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. 
This study adopted survey research design. This was chosen base on the nature and objectives of the study. According to Kerlinger & Lee (2010), survey method is one of the oldest research methods. 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.
[bookmark: _Toc171595561][bookmark: _Toc208070615]3.2 	 Population of the study 
According to Saadudeen A.A. (2016), population is a collection and list of subject or object in which a study is carried on. It provides the necessary data needed in a report. According to Oloyede & Adejare (2012), “population can be referred to as living or non-living things; it may be people, animals or things that the study is essentially carried out to investigate”. Mugenda and Mugenda (2013), explained that the target population should have some observable characteristics to which the researcher intend to make a sweeping statement about the study results. 
Hence, the population of this study covered internet users in Ilorin-west local government area, Kwara State. As of 2025, Ilorin West Local Government Area (LGA) in Kwara State, Nigeria, has an estimated population of approximately 548,300 residents (City population, 2025). Given that Ilorin West is part of the Ilorin metropolitan area, which includes Ilorin East, Ilorin South, and Ilorin West LGAs, the total population of the Ilorin metropolis is around 1,099,960 (World population review, 2024) 
In early 2024, Nigeria had approximately 103 million internet users, representing 45.5% of the total population. Aligning Ilorin-west with the national average, it is estimated that about 45.5% of its population, or approximately 249,000 individuals, have internet access. (Data-Reporter, 2025).
[bookmark: _Toc171595562][bookmark: _Toc208070616]3.3 	 Sample size and Sampling Techniques 
According to Isa (2012) he explained sample size as the study of research population from which necessary data for its conduct would be obtained. It can be emphasized that to study the entire research population could be cumbersome, time consuming and of course very costly, hence a sample takes a fair portion as representative of the entire population.  In order to get the sample size for the study, Taro Yamane method was used.   

Where:
N = (total population)
e = 0.1 (margin of error at 10%)
1= constant

Substituting into the formula:
        
   
Creswell (2012) stated that sampling technique is a method of selecting individual members or a subset of the population to make statistical inferences from them and estimate the characteristics of the whole population. According to Mugenda and Mugenda (2003), sampling is the process of selecting a few cases in order to provide information that can be used to make judgment about a much larger number of cases. This simply means that while sample is the number of respondents that will be selected to represent the entire population of study, sampling simply refers to the selection process.
This study employed multi-stage sampling technique in a bid to ensure that selection of the respondents is done effectively. Multistage sampling is a sampling method that divides the population into groups (or clusters) for conducting research (Mill, 2014). It is a complex form of cluster sampling, sometimes, also known as multistage cluster sampling. During this sampling method, significant clusters of the selected people are split into sub-groups at various stages to make it simpler for primary data collection.
At stage one, systematic sampling technique was adopted. Hence, two wards in Ilorin-west local government area of Kwara State were picked. In stage two, purposive sampling technique was used to sample 100 relevant respondents in the selected two wards in Ilorin-west local government area.
[bookmark: _Toc171595563][bookmark: _Toc208070617]3.4 	 Research Instrument 
Questionnaire was used as the research instrument and primary source of data in this study. Saul Mcleod [2015] defined questionnaire as a research instrument consisting of a series of questions for the purpose of gathering information from respondents. The questionnaire was divided into three (3) parts. Part A conceptualized on introduction and familiarity of respondents to the topic understudy, part B contained items design to obtain data on the research topic while part C sought the demographic profile of the respondents.
[bookmark: _Toc208070618]3.5	Validity and Reliability of the Instrument
	To ascertain the validity of the instrument, expert validity method was adopted. Hence, the researchers’ supervisor who is a communication expert scrutinized the items contain in the questionnaire instrument. This was to ensure that the instrument was error-free and effective to answer the research questions.
An instrument is reliable when repeated measurement of the same material results in similar decisions or conclusion (Wimmer & Dominick, 2003). Pilot study was conducted to ascertain the reliability of the instrument.  A pre-test of 10 copies of the questionnaire was designed and administered to respondents in a place outside the study area. Data collected during the pre-test exercise was analyzed using the ChronbachApha. This was to ensure that data collected through the instrument can stand the test of time.
[bookmark: _Toc171595564][bookmark: _Toc208070619] 3.6 	 Method of Data Collection 
The measuring instrument used in collecting data was questionnaire.  However, questionnaire copies were administered to respondents online using goggle form machine. Researchers ensured that all questions contained in the instrument were attempted by the respondents to the best of their knowledge having no record of missing copy.
[bookmark: _Toc171595565][bookmark: _Toc208070620] 3.7	 Method of Data Analysis 
The data gathered were presented in tables. The descriptive statistic method was used in analyzing the data. This was   achieved through  the  instrumentation  of  analytical  software  package:  Statistical  Package  for  Social  Sciences  (SPSS,  version-24). 
[bookmark: _Toc208070621]3.8	Ethical Consideration
Ethical guidelines are critical to ensuring the integrity of the research process. The following ethical principles were adhered to:
· Personal details of participants were kept confidential. Data were anonymized and stored securely to protect the privacy of participants.
· Participation was voluntary, and participants got the right to withdraw from the study at any point without any negative consequences.
· The study ensured that no harm comes to participants, and their participation was burdensome or stressful.


[bookmark: _Toc208070622]CHAPTER FOUR
[bookmark: _Toc208070623]DATA PRESENATION, ANALYSIS AND INTERPRETATION
[bookmark: _Toc208070624]4.0	INTRODUCTION
This chapter is based on the presentation of data and analysis of the result obtained from respondents during field survey. A total of one hundred (100) questionnaires were administered to respondents via online through the instrumentation of goggle form (e-questionnaire). All the questionnaire copies were also completed and submitted online. The data obtained in the field survey were presented and analyzed below using chi-square (x2) method.
[bookmark: _Toc208070625]4.1	ANALYSIS OF FIELD PERFORMANCE OF THE INSTRUMENT
[bookmark: _Toc208070626]4.1.1	Analysis of Respondents’ Demographic
Table 1: Gender of Respondents
	Options
	Frequency
	Percentage (%)

	Male
	56
	56%

	Female
	44
	44%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: The distribution of respondents by gender shows that males constitute 56% of the sample, while females represent 44%. This indicates a slight male dominance in participation, suggesting that men were more willing or available to respond to the survey. However, the gap is not very wide, which means the views of both genders are fairly represented in the study.
Table 2: Age of Respondents
	Options
	Frequency
	Percentage (%)

	18–25 years
	40
	40%

	26–35 years
	38
	38%

	36 or above
	22
	22%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: The age distribution reveals that the majority of respondents (40%) are between 18–25 years, followed closely by those aged 26–35 years (38%). Respondents aged 36 years and above constitute 22% of the sample. This suggests that the study captured more input from younger individuals, reflecting a youthful demographic structure. The representation of older respondents also provides balance, ensuring the study covers a wide age range.
Table 3: Marital Status of Respondents
	Options
	Frequency
	Percentage (%)

	Single
	52
	52%

	Married
	40
	40%

	Other
	8
	8%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: The marital status distribution indicates that more than half of the respondents (52%) are single, while 40% are married. A smaller proportion (8%) fall into the “Other” category, which may include divorced, separated, or widowed individuals. This shows that the study captured a wide range of perspectives, though the majority were unmarried individuals, which could influence opinions on career opportunities and workplace expectations.
Table 4: Educational Background of Respondents
	Options
	Frequency
	Percentage (%)

	SSCE
	20
	20%

	ND/NCE
	34
	34%

	HND/Degree
	38
	38%

	Others
	8
	8%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: The educational background of respondents shows that the majority (38%) hold an HND or Degree qualification, while 34% possess ND/NCE certificates. Respondents with only SSCE constitute 20%, and 8% reported having other forms of education such as vocational or professional training. This distribution suggests that the study sample is fairly well educated, which may positively affect their understanding of recruitment, selection processes, and organizational performance.
Table 5: Occupation of Respondents
	Options
	Frequency
	Percentage (%)

	Student
	42
	42%

	Civil/Private worker
	38
	38%

	Self-employed
	20
	20%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: The occupational distribution reveals that 42% of respondents are students, 38% are either civil or private sector workers, and 20% are self-employed. This indicates that the study sample is dominated by students, closely followed by working-class individuals, while self-employed respondents form a smaller portion. The variation ensures that opinions are drawn from different socio-economic groups, which enriches the quality and reliability of the study findings.
[bookmark: _Toc208070627]4.1.2	Analysis of Questions and Likert Scale Statements in the Research Instrument
Table 6: Frequency of Internet Use by Respondents
	Options
	Frequency
	Percentage (%)

	Several times a day
	55
	55%

	Once a day
	20
	20%

	Few times a week
	15
	15%

	Rarely
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: The data shows that a majority of respondents (55%) use the internet several times a day, while 20% access it once daily. A smaller proportion (15%) use it only a few times a week, and 10% rarely go online. This indicates that most of the respondents are frequent internet users, reflecting the growing role of digital technology in communication, learning, and entertainment.
Table 7: Frequency of Reading or Following Bloggers in Ilorin West/Kwara State
	Options
	Frequency
	Percentage (%)

	Very often
	28
	28%

	Often
	30
	30%

	Sometimes
	25
	25%

	Rarely
	12
	12%

	Never
	5
	5%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: The table indicates that 30% of respondents often follow or read bloggers in Ilorin West or Kwara State, while 28% do so very often. About 25% engage with blogs sometimes, 12% rarely follow them, and 5% never do. This shows that blogging has significant reach among residents, with more than half (58%) engaging with bloggers either often or very often. This highlights the growing influence of social media and local content creators in shaping opinions and information flow within the community.
Table 8: Respondents Who Have Encountered False or Misleading News from Bloggers
	Options
	Frequency
	Percentage (%)

	Yes
	67
	67%

	No
	33
	33%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: The results reveal that 67% of respondents admitted to having come across false or misleading information from bloggers, while 33% said they had not. This indicates that misinformation from bloggers is a significant issue in Kwara State, affecting more than two-thirds of the audience. It underscores the need for stronger fact-checking, media literacy, and responsible content creation among online influencers.
Table 9: Frequency of Sharing Bloggers’ News or Information on Social Media
	Options
	Frequency
	Percentage (%)

	Always
	15
	15%

	Often
	25
	25%

	Sometimes
	30
	30%

	Rarely
	20
	20%

	Never
	10
	10%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: The table shows that 30% of respondents sometimes share bloggers’ news or information on social media, while 25% do so often and 15% always. Meanwhile, 20% rarely share such content and 10% never do. This suggests that a majority (70%) of respondents are active in redistributing information from bloggers, which highlights the role of social media in amplifying the influence of online content. However, given the high proportion of respondents who have also encountered false information, this trend raises concerns about the rapid spread of misinformation.
Table 10: Internet users in Ilorin-West Rely on Blog Platforms for Breaking News and Developments
	Options
	Frequency
	Percentage (%)

	Strongly agree
	32
	32%

	Agree
	40
	40%

	Neutral
	15
	15%

	Disagree
	8
	8%

	Strongly disagree
	5
	5%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: The majority of respondents agreed that internet users in Ilorin-West rely on blog platforms for breaking news. Specifically, 32% strongly agreed and 40% agreed, making a total of 72% in support. Meanwhile, 15% of respondents remained neutral, indicating uncertainty. A smaller group disagreed (8%) or strongly disagreed (5%), showing that only 13% reject the idea. This confirms that blogs are widely recognized as an important news source in the area.
Table 11: Blogs as a Primary Source of News and Updates in Ilorin-West
	Options
	Frequency
	Percentage (%)

	Strongly agree
	28
	28%

	Agree
	37
	37%

	Neutral
	20
	20%

	Disagree
	10
	10%

	Strongly disagree
	5
	5%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: The findings reveal that 28% of respondents strongly agreed and 37% agreed that blogs serve as a primary source of news and updates in Ilorin-West, giving a total of 65%. About 20% remained neutral, showing some level of indecision. On the other hand, 10% disagreed and 5% strongly disagreed, indicating that 15% of the respondents do not view blogs as a primary source. This suggests that while blogs are influential, some respondents still rely on other news outlets.
Table 12: Information from Blogs Often Influences Public Perception of Individuals and Events
	Options
	Frequency
	Percentage (%)

	Strongly agree
	35
	35%

	Agree
	38
	38%

	Neutral
	15
	15%

	Disagree
	7
	7%

	Strongly disagree
	5
	5%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: The results show that 35% of respondents strongly agreed and 38% agreed that information from blogs often influences public perception of individuals and events, totaling 73%. Meanwhile, 15% remained neutral, suggesting they were uncertain. A smaller proportion of respondents disagreed (7%) or strongly disagreed (5%), making up 12%. This indicates that blogs play a strong role in shaping how people view individuals and happenings in society.
Table 13: Blog Content Contributes to the Formation of Opinions on Political and Social Issues
	Options
	Frequency
	Percentage (%)

	Strongly agree
	30
	30%

	Agree
	36
	36%

	Neutral
	18
	18%

	Disagree
	10
	10%

	Strongly disagree
	6
	6%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: The findings reveal that 30% strongly agreed and 36% agreed that blog content contributes to forming opinions on political and social issues, giving a total of 66%. About 18% of respondents were neutral, reflecting indecision. On the contrary, 10% disagreed and 6% strongly disagreed, making up 16%. This shows that blogs are widely acknowledged as influential in shaping political and social thought among residents of Ilorin-West.
Table 14: Many Internet users in Ilorin-West Local Government Area Are Cautious about the Authenticity of Information Disseminated by Bloggers
	Options
	Frequency
	Percentage (%)

	Strongly agree
	33
	33%

	Agree
	37
	37%

	Neutral
	16
	16%

	Disagree
	9
	9%

	Strongly disagree
	5
	5%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: Out of the respondents, 33% strongly agreed and 37% agreed that many internet users in Ilorin-West are cautious about blog information, making a total of 70%. Meanwhile, 16% were neutral, while 14% (9% disagree and 5% strongly disagree) indicated otherwise. This shows that most internet users take a careful approach when engaging with bloggers’ content.
Table 15: Internet users in Ilorin-West Local Government Area Critically Evaluate Blog Information before Acceptance
	Options
	Frequency
	Percentage (%)

	Strongly agree
	29
	29%

	Agree
	35
	35%

	Neutral
	20
	20%

	Disagree
	10
	10%

	Strongly disagree
	6
	6%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: The results show that 29% strongly agreed and 35% agreed that internet users critically evaluate blog information before acceptance, making up 64%. About 20% remained neutral, while 16% (10% disagree and 6% strongly disagree) believed otherwise. This suggests that while the majority assess blog content carefully, a considerable portion of internet users may either be indifferent or less critical.
Table 16: The Desire to Attract Traffic and Increase Engagement Motivates the Spread of Sensational Content
	Options
	Frequency
	Percentage (%)

	Strongly agree
	34
	34%

	Agree
	39
	39%

	Neutral
	15
	15%

	Disagree
	8
	8%

	Strongly disagree
	4
	4%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: The findings reveal that 34% of respondents strongly agreed and 39% agreed that bloggers spread sensational content to attract traffic and engagement, totaling 73%. About 15% were neutral, while only 12% (8% disagree and 4% strongly disagree) opposed the statement. This shows that most respondents recognize sensationalism as a key driver in blog content creation.
Table 17: Financial Incentives Influence the Deliberate Publication of Misleading Information by Some Bloggers
	Options
	Frequency
	Percentage (%)

	Strongly agree
	31
	31%

	Agree
	36
	36%

	Neutral
	18
	18%

	Disagree
	9
	9%

	Strongly disagree
	6
	6%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: The data shows that 31% strongly agreed and 36% agreed that financial incentives motivate some bloggers to publish misleading content, representing 67% in total. Meanwhile, 18% of respondents were neutral, while 15% (9% disagree and 6% strongly disagree) rejected the claim. This suggests that many respondents believe financial gains are a significant factor behind misinformation in blogging.
Table 18: Bloggers May Disseminate False News to Gain Popularity or Influence Public Discourse
	Options
	Frequency
	Percentage (%)

	Strongly agree
	36
	36%

	Agree
	34
	34%

	Neutral
	16
	16%

	Disagree
	8
	8%

	Strongly disagree
	6
	6%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: The results reveal that 36% strongly agreed and 34% agreed that bloggers sometimes spread false news to gain popularity or shape public discourse, giving a combined 70%. About 16% of respondents were neutral, while 14% (8% disagree and 6% strongly disagree) opposed the statement. This indicates that most respondents believe the quest for influence drives the spread of false information among bloggers.
Table 19: Internet users in Ilorin-West Local Government Always Verify News Information on Blogs before Sharing on Social Media
	Options
	Frequency
	Percentage (%)

	Strongly agree
	25
	25%

	Agree
	32
	32%

	Neutral
	20
	20%

	Disagree
	14
	14%

	Strongly disagree
	9
	9%

	Total
	100
	100%


Source: Field Survey, 2025
Analysis: The findings show that 25% strongly agreed and 32% agreed that internet users always verify blog news before sharing, totaling 57%. Meanwhile, 20% were neutral, and 23% (14% disagree and 9% strongly disagree) disagreed with the claim. This suggests that while a majority verify content before sharing, a significant proportion may still circulate unverified information, contributing to misinformation spread.
[bookmark: _Toc208070628]4.2	ANALYSIS OF RESEARCH QUESTIONS
Research Question One: What is the extent to which internet users in Ilorin-west local government are rely on bloggers for news and information?
Table 6, 7, 8 and 9 answers research question one. (55%) use the internet several times a day, while 20% access it once daily. A smaller proportion (15%) use it only a few times a week, and 10% rarely go online. This indicates that most of the respondents are frequent internet users, reflecting the growing role of digital technology in communication, learning, and entertainment. 30% of respondents often follow or read bloggers in Ilorin West or Kwara State, while 28% do so very often. About 25% engage with blogs sometimes, 12% rarely follow them, and 5% never do. This shows that blogging has significant reach among residents, with more than half (58%) engaging with bloggers either often or very often. This highlights the growing influence of social media and local content creators in shaping opinions and information flow within the community. 67% of respondents admitted to having come across false or misleading information from bloggers, while 33% said they had not. This indicates that misinformation from bloggers is a significant issue in Kwara State, affecting more than two-thirds of the audience. It underscores the need for stronger fact-checking, media literacy, and responsible content creation among online influencers. Lastly, 30% of respondents sometimes share bloggers’ news or information on social media, while 25% do so often and 15% always. Meanwhile, 20% rarely share such content and 10% never do. This suggests that a majority (70%) of respondents are active in redistributing information from bloggers, which highlights the role of social media in amplifying the influence of online content. However, given the high proportion of respondents who have also encountered false information, this trend raises concerns about the rapid spread of misinformation.
Research Question Two: What is the influence of blog contents on the attitudes and beliefs of internet users in Ilorin-west local government area?
Table 10, 11 and 12 gives reply to research question two. 32% strongly agreed and 40% agreed, making a total of 72% in support. Meanwhile, 15% of respondents remained neutral, indicating uncertainty. A smaller group disagreed (8%) or strongly disagreed (5%), showing that only 13% reject the idea. This confirms that blogs are widely recognized as an important news source in the area. 28% of respondents strongly agreed and 37% agreed that blogs serve as a primary source of news and updates in Ilorin-West, giving a total of 65%. About 20% remained neutral, showing some level of indecision. On the other hand, 10% disagreed and 5% strongly disagreed, indicating that 15% of the respondents do not view blogs as a primary source. This suggests that while blogs are influential, some respondents still rely on other news outlets. Lastly, 35% of respondents strongly agreed and 38% agreed that information from blogs often influences public perception of individuals and events, totaling 73%. Meanwhile, 15% remained neutral, suggesting they were uncertain. A smaller proportion of respondents disagreed (7%) or strongly disagreed (5%), making up 12%. This indicates that blogs play a strong role in shaping how people view individuals and happenings in society.
Research Question Three: What is the level of awareness among internet users in Ilorin-west local government area regarding the uncertainty of information shared by bloggers?
Table 13, 14, 15 and 16 answers research question three. 30% strongly agreed and 36% agreed that blog content contributes to forming opinions on political and social issues, giving a total of 66%. About 18% of respondents were neutral, reflecting indecision. On the contrary, 10% disagreed and 6% strongly disagreed, making up 16%. This shows that blogs are widely acknowledged as influential in shaping political and social thought among residents of Ilorin-West. 33% strongly agreed and 37% agreed that many internet users in Ilorin-West are cautious about blog information, making a total of 70%. Meanwhile, 16% were neutral, while 14% (9% disagree and 5% strongly disagree) indicated otherwise. This shows that most internet users take a careful approach when engaging with bloggers’ content. 29% strongly agreed and 35% agreed that internet users critically evaluate blog information before acceptance, making up 64%. About 20% remained neutral, while 16% (10% disagree and 6% strongly disagree) believed otherwise. This suggests that while the majority assess blog content carefully, a considerable portion of internet users may either be indifferent or less critical. Lastly, 34% of respondents strongly agreed and 39% agreed that bloggers spread sensational content to attract traffic and engagement, totaling 73%. About 15% were neutral, while only 12% (8% disagree and 4% strongly disagree) opposed the statement. This shows that most respondents recognize sensationalism as a key driver in blog content creation
Research Question Four: What are the motivations behind the publication and sharing of fake news by bloggers?
Table 17, 18 and 19 gives reply to research question four. 31% strongly agreed and 36% agreed that financial incentives motivate some bloggers to publish misleading content, representing 67% in total. Meanwhile, 18% of respondents were neutral, while 15% (9% disagree and 6% strongly disagree) rejected the claim. This suggests that many respondents believe financial gains are a significant factor behind misinformation in blogging. 36% strongly agreed and 34% agreed that bloggers sometimes spread false news to gain popularity or shape public discourse, giving a combined 70%. About 16% of respondents were neutral, while 14% (8% disagree and 6% strongly disagree) opposed the statement. This indicates that most respondents believe the quest for influence drives the spread of false information among bloggers. Lastly, 25% strongly agreed and 32% agreed that internet users always verify blog news before sharing, totaling 57%. Meanwhile, 20% were neutral, and 23% (14% disagree and 9% strongly disagree) disagreed with the claim. This suggests that while a majority verify content before sharing, a significant proportion may still circulate unverified information, contributing to misinformation spread.
[bookmark: _Toc208070629]4.3	DISCUSSION OF FINDINGS
The study revealed that a significant number of internet users in Ilorin West rely on blogs as a primary source of news and updates. This finding suggests that bloggers play a vital role in shaping information consumption patterns in the digital space, especially among youths and active social media users. Unlike traditional media outlets that follow editorial checks, blogs provide instant information which makes them more attractive to internet users. However, the absence of proper gatekeeping processes also makes blogs a fertile ground for the circulation of unverified information. This aligns with the observation of Tandoc et al. (2021), who emphasized that digital platforms such as blogs have lowered the barriers to entry in journalism, thereby increasing susceptibility to misinformation.
The findings also show that information from blogs significantly influences how people perceive individuals, events, and socio-political issues in Ilorin West. Internet users indicated that blogs contribute to the shaping of their opinions on political debates, social controversies, and even cultural matters. This suggests that bloggers hold agenda-setting power similar to mainstream media, even though they operate informally. While some respondents reported being cautious about blog content, the continuous exposure to sensational or biased posts still has a subtle impact on their attitudes. This is consistent with McCombs and Shaw’s (1972) agenda-setting theory, which explains how media—traditional or digital—determine what issues are considered important by the public.
Another major finding is that bloggers sometimes spread false or misleading information, often driven by financial incentives, popularity, or the need to attract traffic. While many internet users in Ilorin West claim to cross-check information before sharing, the survey revealed that misleading blog content still finds its way into social media circulation. This highlights a contradiction between caution and actual behavior. The situation supports the argument by Vosoughi, Roy, and Aral (2018), who found that false information spreads faster than the truth on digital platforms because of its sensational appeal. Hence, although some internet users are aware of the risk of misinformation, bloggers continue to exert strong influence in shaping and spreading narratives within the digital ecosystem of Ilorin West.
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[bookmark: _Toc168654612][bookmark: _Toc208070632]5.1	SUMMARY
The study investigates “influence of bloggers on the spread of fake news among internet users in Kwara State (a case study of Ilorin West LGA)”. 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. 
Chapter two focused on the conceptual framework, theoretical framework and empirical review of literatures. Agenda Setting Theory and Uses of Gratification Theory. The third chapter focuses on the research method. The researcher used quantitative research method and conducted a survey among Kwara State Polytechnic students, focusing on their attitudes, beliefs, and behaviors bullying on social media. Closed-ended questionnaire was adopted as instrument for data collection and google form was used to administer the instrument to respondents through electronic means. 
Chapter four presented the data analysis and discussion of the findings. The analysis was done in tabular form using chi-square (x2) method of data analysis. Finally, chapter five discussed the summary of the study, the conclusion of the study base on the outcome of the findings and recommendations of the study.  According to the analysis done, there are more female (60%) participants during the survey than male (40%) participants and majority of the participants (69%) are singles.
[bookmark: _Toc208070633]5.2	Conclusion
The proliferation of blogging and digital media platforms has significantly transformed the way information is accessed and consumed in Kwara State, particularly in Ilorin West Local Government Area. While this technological advancement has enhanced communication and democratized news dissemination, it has equally provided fertile ground for the circulation of fake news.
Findings from this study revealed that bloggers exert a strong influence on internet users’ perceptions and attitudes, often shaping public opinion on political, social, and cultural issues. However, the study also uncovered that in many cases, the pursuit of financial incentives, popularity, and web traffic motivates bloggers to spread sensational or misleading content. This trend contributes to the erosion of trust in digital media spaces, exposing internet users to misinformation that can distort judgment and decision-making.
The prevalence of fake news disseminated through blogs has significant consequences. It not only misguides the public but also fuels social tension, damages reputations, and weakens the credibility of online platforms as reliable news sources. While some internet users claim to verify information before sharing, the findings suggest that a considerable number still circulate unverified content, thereby amplifying the reach of misinformation.
In light of these findings, it is imperative for government agencies, media stakeholders, and civil society groups to adopt proactive measures to curb the spread of fake news. This includes sensitizing internet users on digital literacy, promoting ethical standards among bloggers, and instituting accountability mechanisms to ensure responsible journalism in the digital sphere. Ultimately, addressing the menace of fake news requires a collective effort to foster truth, credibility, and accountability in the blogging environment.
[bookmark: _Toc208070634]5.3	Recommendations
Based on the findings of this research on the influence of bloggers on the spread of fake news in Ilorin West LGA, the following recommendations are put forward:
i. Education and Awareness Campaigns:
· Government, NGOs, and media regulatory bodies should implement digital literacy programs to educate internet users about identifying and countering fake news.
· Organize community workshops, seminars, and campaigns to sensitize the public on the dangers of misinformation.
· Encourage open dialogues in schools, civic centers, and online forums to build a culture of media literacy and critical thinking.
ii. Development of Regulatory Policies:
· Establish clear policies and guidelines regulating blogging activities, particularly concerning misinformation and fake news.
· Media councils and communication agencies should work with bloggers’ associations to enforce professional standards and ethical codes.
· Policies should be reviewed periodically to adapt to evolving blogging practices and technologies.


iii. Strengthening Support Systems:
· Provide fact-checking platforms and helplines to assist internet users in verifying suspicious information.
· Encourage collaboration between bloggers and fact-checking organizations to ensure accuracy in reporting.
· Foster partnerships between civil society and government bodies to support victims of reputational damage caused by fake news.
iv. Promotion of Ethical Blogging and Digital Citizenship:
· Introduce training programs for bloggers on responsible journalism, emphasizing credibility, accuracy, and ethical reporting.
· Promote campaigns that highlight the importance of honesty, integrity, and accountability in online news dissemination.
· Encourage bloggers to play active roles in debunking fake news rather than spreading it.
v. Stakeholder and Community Involvement:
· Involve traditional leaders, educators, and community stakeholders in sensitization efforts to combat fake news at the grassroots level.
· Promote collaboration between bloggers, journalists, and policymakers to harmonize credible information sharing.
· Encourage active parental and community guidance for younger internet users who are more vulnerable to fake news influence.
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QUESTIONNAIRE
SECTION A:
Demographic Profile of Respondent
1. Gender: (a) Male [  ]   (b) Female [  ]
2. Age: (a) 18-25 [  ]   (b) 26-35 [  ]   (c) 36 or above [  ]
3. Marital Status: (a) Single [   ]     (b) Married [  ]    (c) Other [  ]
4. Educational Background: (a) SSCE [  ] (b) ND/NCE [ ] (c) HND/Degree [  ] (d) Others [  ]
5. Occupation: (a) Student [  ]    (b) Civil/Private worker [  ]    (c) Self-employed [  ]
SECTION B:
Internet Usage, Exposure to Bloggers and Fake News
1. How often do you use internet? (a) Several times a day [ ] (b) Once a day [  ] (c) Few times a week [  ]  (d) Rarely [  ]
2. How frequently do you read or follow bloggers in Ilorin West or Kwara State? (a) Very often [  ]   (b) Often [  ] (c) Sometimes [  ]  (d) Rarely [  ] (e) Never [  ]
3. Have you ever come across news or information from bloggers that you later found to be false or misleading? (a) Yes [  ] (b) No [  ] 
4. How often do you share news or information from bloggers on your social media? (a) Always [ ] (b) Often [ ] (c) Sometimes [  ]  (d)  Rarely [  ]  (e) Never [  ]

SECTION C:
Likert Scale Statements

	S/N
	STATEMENTS
	SA
	A
	N
	D
	SD

	1.
	A significant number of internet users in Ilorin-West rely on blog platforms for breaking news and developments.
	
	
	
	
	

	2.
	Blogs are commonly used as a primary source of news and updates in Ilorin-West.
	
	
	
	
	

	3.
	Information from blogs often influences public perception of individuals and events.
	
	
	
	
	

	4.
	Blog content contributes to the formation of opinions on political and social issues.
	
	
	
	
	

	5. 
	Many internet users in Ilorin-west local government area are cautious about the authenticity of information disseminated by bloggers.
	
	
	
	
	

	6.
	Internet users in Ilorin-west local government area critically evaluate blog information before acceptance.
	
	
	
	
	

	7.
	The desire to attract traffic and increase engagement motivates the spread of sensational content.
	
	
	
	
	

	8.
	Financial incentives influence the deliberate publication of misleading information by some bloggers.
	
	
	
	
	

	9.
	Bloggers may disseminate false news to gain popularity or influence public discourse.
	
	
	
	
	

	10.
	Internet users in Ilorin-west local government always verify news information on blogs before sharing on social media
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