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 Stopping the spread of fake news
What is it needed to be done by the social media companies and users to stop the spread of fake news? The course of action to be taken is to incorporate the following ideas from articles in The New York Times found in The Opinion Pages ROOM for DEBATE.
The best course of action needed to be taken is to integrate all these ideas; even though, different they have the capabilities to make an impact. That is, in aiding in combating the proliferation of wrong information. Therefore, to curb the spread of fake news, the following steps need to be undertaken; the financial incentives must be acknowledged by Facebook and changed, use of algorithms to help users, the social media companies ought to hire human editors. Nonetheless, users also have a role to play in stopping the spread of wrong information since they ought to be more critical of the content online.
First and foremost, the argument that the financial incentives must be acknowledged by Facebook and changed emanated from the article “Facebook Must Acknowledge and Change Its Financial Incentives “by Robyn Caplan (she is the Algorithms and Public/Reimagining Accountability lead researcher project at Data &Society Research Institute).

The problem of “fake news” is linked to organizational and economic incentives behind the algorithm of Facebook’s News Feed. Thus, to adequately tackle fake news, Facebook must acknowledge that political and financial incentives that compel the company to privilege the sharing act over truthful coverage dissemination. More so, Facebook must realize the fact that it is a chief news distributor. Hence, it does not need to fine-tune its algorithm only, but also it needs to refine its business objectives and practices. 
The article by Roby Caplan highlighted that the financial dependence by new media industry on Facebook for distribution content has, in most cases, weakened the solid journalism’s reach. Facebook’s algorithmic ad-targeting and personalization products have been embedded with the idea that the aim journalism is to “avail to people what they want” (“Facebook Must Acknowledge and Change Its Financial Incentives” by Robyn Caplan ).
Facebook should create institutionalized pathways for policymakers and journalist to aid shape any changes to the algorithm process. The steps provided by Roby Caplan could involve more openness about the changes driven by the business model, incorporating comment opportunities from the news industry and members of the civil society and an internal team created dedicated to concerns of media ethics, with the sole mission for values rather than increasing views and clicks.
To stop the spread of fake news is the use of algorithm that could be used to help users’ spot fake news. From the article Algorithms Could Help Social Media Users Spot Fake News by Annemarie Dooling, (programming director for Vox Media’s Racked.com, is an online community and has worked with AOL, Salon, and The Huffington Post) raised an excellent suggestion worth using.
The argument to use the algorithm to assist users is a viable option. It is because the social media platforms can incorporate a machine-learning algorithm that will warn users about untrustworthy and dangerous content. It acts as a small deterrent to anyone who wants to share false news or materials. Furthermore, it will provide a useful flag for a user who does not want to be part of the problem. The steps offered in the article by Annemarie Dooling are; a simple warning system to be created, that is, it can label a site or story as untrustworthy. The second level is the creation of a mechanism to report the fake news. 
On the other hand, this is not a fail-proof system, and many email providers and comment platforms will struggle with this model. However, a comprehensive answer to this problem commences with the users and need for someone to train them (“Algorithms Could Help Social Media Users Spot Fake News” by Annemarie Dooling).
The third argument that to stop the spread of fake news social media companies ought to hire human editors was raised by Cathy O’Neil in the article entitled “Social Media Companies Like Facebook Need to Hire Human Editors." The author, Cathy O’Neil is a data scientist and mathematician. She is also the author of “Weapons of Math Destruction: How Big Data Increases Inequality and Threatens Democracy.”
The main idea in the article by Cathy O’Neil is that hiring human editors will aid in curbing the spread of fake news. It is because the Facebook's algorithm interprets likes, comments, and clicks as proxies for quality and interest content. The problem with that is Facebook has weak proxies. Therefore, it leads to the proliferation of fake news (“Social Media Companies Like Facebook Need to Hire Human Editors” by Cathy O’Neil).
To combat that problem, Facebook will need to utilize actual human judgment to address it. It is because human analysis can be algorithmically supplemented, for instance with a scaled "white list" of original news sources that is continuously updated and expanded by a team of human editors. Even though, the truth is that there will never be a pure algorithmic process that can distinguish fact from lies. Consequently, Facebook will not be escaping its final role as an arbiter. The good news is that problem can be handled since Facebook has lots of available revenue that they can devote to it.
However, hiring human editors for social media site will not solve the problem, since due to having one billion active monthly users, it is more crucial to have a behavioral and conversation expert to control the spread of content. 
The last argument that users need to be more critical to the online content was proposed by Nicholas A. Glavin in the article titled “Facebook, Twitter Users Must Be More Critical of Content." The author of the article is a researcher at the United States Naval War College's Center on Irregular Warfare and Armed Groups.
The problem of bypassing traditional media outlets led to the flooding of the marketplace of ideas, where extremist content, state-sponsored disinformation and misinformation have proliferated. It is the main reason Islamic State's social media operations, malicious actors have thrived under the marketplace democratization.


Even though, social media companies cannot be the arbiters of what is "true, "but they also do have binding contractual terms of service on which user to suspend and what should be removed and what is unacceptable. While Facebook recently has put forth a strategy to police its communities, the company should be more aggressive in dealing with the economics behind the fake news.
Since the role of government in policing fake news is a double-edged sword. That is, a state can disseminate false information to their advantage. It all means that the responsibility to stop the spread of fake news lies on users of social media. Social media users need to learn or be conscious to circumvent destructive content (Facebook, Twitter Users Must Be More Critical of Content by Nicholas A. Glavin).
Extremist content, hate speech, and fake news are constant reminders of the effects of democratization of the information space. For that reason, users ought to tread cautiously in this new shift, remaining conscious of driven social media content and how they manipulate us. Hence, the article chief idea is that critical thinking has now become the first line of defense in circumventing this environment.
[bookmark: _GoBack]In conclusion, the weaponization of social media is an indication of the gravity of political, economic, and social consequences of fake news. Non-state and state actors are utilizing social media platforms to appeal to the emotions of an individual rather than reason. Hence, there is the need to stop the proliferation of wrong information by social media platforms and users. It requires a concerted effort across the divide to integrate all these diverse ideas to help curb this vice. That can only be achieved if we implement the above ideas collectively. 
It is because a single idea will not be able to curb the vice as there will be loopholes for example use of algorithm should be incorporated with human editors to help to decide what is  "true" or  "fake" and so on.
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