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ABSTRACT
In this study an attempt was made to examine whether there is social media impact on students academic performance in higher institution. A close ended questionnaire was administered to the students of Kwara State Polytechnic to elicit responses about impact of social media on their performance. The data obtain was analyzed using table some findings was formulated to direct the study were accepted. Thus, there is significant impact of social media on students academic performance in higher institution. It is recommended that social media should be discouraged so as to enhance better performance of the students.


TABLE OF CONTENTS
Title Page									i	
Certification									ii
Dedication									iii
Acknowledgments 								iv
Abstract 									v
Table of Contents 								vi
CHAPTER ONE: INTRODUCTION
1.1	Background to the study						1
1.2	Statement of the  problem					2
1.3	Objectives of the Study						3
1.4	Research Questions						4
1.5	Significance of the study						4
1.6	Scope of the study							5
1.7	Definition of  Terms						5
CHAPTER TWO: LITERATURE REVIEW
2.0	Introduction								8
2.1	Conceptual Framework						9
2.2	Theoretical Framework						24
2.4	Empirical Studies 							26
CHAPTER THREE: RESEARCH METHODOLOGY
3.0	Introduction								28
3.1	Research Design 							28	
3.2	Population of the study 						29
3.3	Sample size and  Sampling Technique				30
3.4	Research instrumentation					30
3.5	Validity of the Research instrument				31
3.6	Data Collection Method 						31
3.7	Method of data analysis 						32
CHAPTER FOUR: DATA PRESENTATION AND ANALYSIS
4.0	Introduction			 					33
4.1	Data presentation							33
4.2	Analysis of research question					43
4.3	Discussion of findings						45
CHAPTER FIVE: SUMMARY, CONCLUSION AND RECOMMENDATIONS 
5.0	Introduction							47
5.1	Summary								47
5.2	Conclusion								48
5.3	Recommendations							48
References 								50
Questionnaire 							51 




CHAPTER ONE
INTRODUCTION
1.1 Background of the Study
The effects of social network platforms on employment generation has been accorded minimal attention, however it is important to explore the impact this evolution has had on a major part of the economy, which is the labour market. A labour market in an economy functions with demand and supply of labour, whereby “labour demand” is the firms demand for labour and “labour supply” is the workers supply of labour. However the demand for and supply of labour are determined by a number of factors, one of which is access to the supplier and demander. In addressing the issue of access which can be coined as recruitment, technology can be said to have played a great role.
The use of social media platforms has significantly expanded in recent years, encompassing various aspects of life, including employment opportunities. social media has become an essential tool for job seekers to showcase their skills and connect with potential employers. This study aims to assess the impact of social media employment creation among kwara polytechnic students.
In today's digital age, social media platforms such as LinkedIn, Twitter,and Facebook have revolutionized the job market by providing a space for individuals to present their professional profiles and engage with industry professionals. According to smith (2019), "Social media has become an integral part of the job search process, with recruiters increasingly using these platforms to identify and evaluate potential candidates".
Kwara polytechnic, as an academic institution, plays a crucial role in preparing students for the job market. However, there is limited research on the specific impact of social media employment creation among kwara polytechnic students. Therefore, this study seems to fill that gap by investigating the level of awareness, skills, training, networking opportunities, and challenges faced by students regarding social media employment creation.
Previous studies have shown that social media can significantly influence employment outcomes. For instance, a study conducted by Lee and Sung (2017) found that individuals who actively use social media for professional purposes have a higher likelihood of finding employment compared to those who do not utilize social media platforms. These findings highlight the significance of incorporating social media into the employability strategies of students.
This study will adopt a quantitative research approach, utilizing surveys and Interviews to gather data from kwara polytechnic students. The collected data will be analyzed using statistical techniques to gain insight into the impact of social media employment creation among students. Additionally, qualitative analysis of interview responses will provide a deeper understanding of the challenges and opportunities associated with social media employment.
1.2 Statement of the Problem
One major problem in the context of social media employment creation among kwara polytechnic students is the limited awareness and understanding of the potential job opportunities available through social Media platforms. 
Many students may not be aware of the various ways in which social media can be leveraged for employment purposes such as freelance work digital marketing content creation and brand promotion.
Another significant challenge is the lack of sufficient skills and knowledge among students to effectively utilize social media for employment purposes.while students may be active users of social media platforms, they may not possess the necessary skills to navigate these platforms in a professional context or understand how to market themselves effectively to potential employers.
The absence of proper training and guidance on social media employment creation is another notable problem the curriculum of kwara polytechnic may not adequately address the specific skills required for social media related-job roles, leaving students ill-prepared for the job market. Additionally the lack of mentorship and guidance from faculty or industry professionals further hinders students ability to explore social media employment opportunities.
A lack of networking opportunities is another challenges faced by kwara polytechnic students seeking social media employment. Without a robust network of connections within the industry, students may struggle to find relevant job opportunities, build professional relationships and access mentorship from experienced professionals.
 Addressing these problems we will require implementing measures such as integrating social media- related skill development into the curriculum, organizing workshops and seminars on social media employment fostering industry partnerships to provide mentoring and internship opportunities, and creating platforms for students to network and connect with professionals in the field.
1.3 Objectives of the study 
The objective of this study is to access the impact of social media employment creation among kwara polytechnics students. The specific objectives include:
1. To examine the level of awareness among kwara polytechnics students regarding job opportunities available through social media platforms. 
2. To access the skills and knowledge of students in leveraging social media for employment purposes. 
3. To evaluate the extent of training and guidance provided to students on social media employment creation. 
4. To explore the networking opportunities available to students for social media-related job roles.
5. To identify the challenges faced by students in utilizing social media for employment purposes. 

1.4 Research questions 
1. What are the level of awareness among kwara polytechnic students regarding job opportunities available through social media platforms.
2. Do skills and knowledge of students helps in leveraging social media for employment purposes. 
3. What extent of training and guidance provided to students can help in social media employment creation. 
4. What are the network opportunities available to students for social media related job roles.
5. What are the challenges faced by students in utilizing social media for employment purposes. 
1.5 Significance of  the Study
This study holds several significance implications: 
1. Academic institution: The findings of this study can provide valuable insights for academic institutions like kwara polytechnic, to develop curricular that are more attuned to the needs of the job market. it can aid in integration of social media-related skill development modules and enhance training and guidance programs to equip students with the necessary skills for social media employment creation.
2. Students: The study can benefit kwara polytechnics students by raising awareness about the potential job opportunities available through social media. It can help students realize the value of acquiring relevant skills, seek appropriate training, and take advantage of networking opportunities to enhance their employability in the digital era.
3. Industry professionals: The studies findings can assist professionals in the social media industry by providing insights into the challenges faced by students and suggesting ways to bridge the gap between industry demands and the skills possessed by Job seekers. It can also encourage professionals to engage in mentorship programs and offer internship opportunities to aspiring social media employees.
4. Policy makers: The study can inform policy makers about the importance of incorporating social media employment creation strategies in educational policies. It can highlight the need for collaboration between academic institutions, industries stakeholders, and government bodies to promote and support social media entrepreneurship. 
Overall, this study as the potential to contribute to the overall improvement of social media employment creation among kwara polytechnic students and serve as a foundation for future research in this area.
1.6 Scope of Study
This study focuses primarily on the social media, using specific areas such as kwara state as case studies. However references may be made to other countries or continents as the need may arise.
1.7 Definition of terms
Social Media Employment Creation: Refers to the process of utilizing social media platforms for job search, recruitment, such as showcasing skills networking with professionals, and connecting with potential employers through social media channels.
Labour market: The market place where employers search for employees, and individuals search for jobs. It involves the interaction between the demand for labor by employers and the supply of labor by individuals.
 Recruitment: The process of identifying, attracting, and selecting potential candidates for a job or position within an organization. In the context of this study, recruitment may involve the use of social media platforms for finding and connecting with potential employers.
Curriculum: The set of courses and content offered by an educational institution. In the context of this study it specifically refers to the courses and training provided by kwara polytechnic, with a focus on social media related skills.
Networking Opportunities: Refers to the chances for students to connect with professionals, industry experts, and potentials employers through social media platforms or other networking events.
Employability Strategies: The set of skills, knowledge, and approaches that a hands and individual's chances of securing and maintaining employment. In this study, it relates to the strategies involving social media for job seekers.
Internship: A temporary position within an organization where individuals, often students or recent graduates, gain practical experience in a specific field. In the context of this study, it may refer to opportunities provided by industry professionals in the social media sector.
Digital Era: The contemporary period characterized by the Widespread use of digital technology, including social media, the internet and other digital platforms.
SocialMedia Platforms: Online tools and websites that allow users to create and share content, connect with others, and participate in virtual communities. Examples include LinkedIn, Twitter, and Facebook. 
Quantitative Research: A research approach that involves the collection and analysis of numerical data to understand and describe a phenomenon. In this study, it involves the use of surveys and statistical techniques. 
Qualitative Analysis: A research method that involves the examination and interpretation of non-numerical data, such as interview responses, to understand underlying meanings and pattern.
Freelance Work: Independent, temporary, or project-based employment where individuals offer their services to clients or organizations on a contractual basis.











CHAPTER TWO
LITERATURE REVIEW
2.0 Introduction
The need for social interactions between human beings has always existed resulting in the creation of platforms or networks for either informal or formal social interactions. Humans are profoundly social beings (Frith and Frith, 2001). Social networks are studied across a wide range of disciplines from sociology to science and technology. Freeman (2006) studies social networks as structures made up of individuals connected by interdependencies including common interests, friendship, business communities or even dislikes. A common misconception holds that social networks are primarily technology based but as Coyle and Vaughn (2008) point out, social networks have been in existence long before the rise of the Internet age due to humans’ infinitely societal nature and dependence on these relationships to survive. The previous authors identify advances in technology as the element that has altered the scope and manner in which we connect with each other. 
Charron et al., (2006) believe the emergence of the easy connections social computing enables is ‘brought about by cheap devices, modular content, and shared computing resources.’ The increasing growth in the ‘social computing’ phenomenon represents a departure from the business computing era (Parameswaran & Whinston, 2007a). This is characterized by a shift in the scope and structure of the organization with the emphasis being on the social organization where a grassroots approach is favoured over the traditional top-down approach (Parameswaran & Whinston, 2007a; Clapperton, 2011). 
This literature review will examine the emergence of social media tools in Kwara State Polytechnic for recruitment purposes. It will look at how this has been engaged in other countries and the results gotten so that it can be implemented in the Nigerian Labour Market. The study of the existing literature will begin with an examination of the emergence of social media tools against a historical backdrop to give a richer understanding of the concept. Due to varied and often ambiguous meanings attached to the term ‘social media’ in the literature, the author will attempt to provide a definition by exploring varied concepts that have contributed to the rise of the social media phenomenon. 
Also, the strategic forces pushing companies to use SM for recruitment purposes will be evaluated. In addition, an investigation into the functionalities of key online channels will be carried out based on a classification scheme and users of these tools will be classified based on their usage. At the end of this chapter it is hoped that a critical understanding of this phenomenon will be exhibited and a justification for the empirical research will be provided.
2.1 Conceptual Framework
2.1.1 Defining ‘Social Media’
The literature is abounding with a number of terms that are used interchangeably by a variety of authors to describe social media. These include but are not restricted to: ‘social computing’, ‘web 2.0’, ‘social platforms’ and ‘social networks’. Wellman (1999) describes social networks as a set of people, organizations or other social entities connected by a set of socially meaningful relationships. Parameswaran&Whinston (2007b) choose to view it from a technological viewpoint by defining ‘social computing’ as a collection of technologies – blogs, online business networks, and peer-to-peer networks etc. – that enable social interaction and collaborative action online. Clapperton (2011) supports the view of the previous authors by describing them as Internet based tools that allow readers engage with the writer or with the community online and in public. 
To elucidate a definition of ‘Social Media’, authors distinguish between concepts that make the phenomenon possible. The foundation for social media is the evolution of the web to its current form and the increase in content created by the end users. This is a view supported by Kaplan and Haenlein (2010), they contend that User Generated Concept [UGC] represents the sum of ways in which users interact with social media while web 2.0 serves as the platform for its growth. This author will attempt to expound on these key concepts. 
At a conference brainstorming session in 2005, the concept of web 2.0 was born. The term was used to describe a turning point for the web after the dot-com bubble burst (O’Reilly, 2005). The previous author describes Web 2.0 as the ‘architecture of participation’. This is because it provides a platform for continuous modification of content by all users in an engaging and collaborative way (Kaplan and Haenlein, 2010). Critics believe this is another marketing buzzword, however, proponents of web 2.0 assert that a shift occurred from the passive nature of the earlier version of the web – web 1.0 – to a more dynamic environment where people take part in what happens on the Internet (Dearstyne, 2007; Cormode and Krishnamurthy, 2008; Balım, B. and Dogerlioglu O., 2011; Clapperton, 2011). 
As stated earlier, there are many who consider Web 2.0 as the platform for the social media evident in society today (Parameswaran&Whinston, 2007b; Mangold and Faulds, 2009; Kaplan and Haenlein, 2010). While no definition has gained widespread academic acceptance, Constantinides and Fountain (2009) define web 2.0 as “a collection of open-source, interactive and user controlled online applications expanding the experiences, knowledge and market power of the users as participants in business and social processes. Web 2.0 applications support the creation of informal users ’networks facilitating the flow of ideas and knowledge by allowing the efficient generation, dissemination, sharing and editing / refining of informational content.”
Although, Kaplan and Haenlein (2010) distinguish between web 2.0 and UGC as separate entities, this author believes that UGC is at the core of web 2.0 and as such both are intricately linked to one another. What differentiates web 2.0 from its earlier incarnation is the interactivity and collaboration that exists. This assertion is supported by Wunsch-Vincent (2007), who refer to UGC as ‘one of the main features of this so-called participative web’. Amateurs who were at the consuming end of the web spectrum have been empowered to generate and broadcast their own content (Clever et al., 2009; Kaplan and Haenlein, 2010). Perhaps due to its self-explanatory name, no standard definition exists in the literature. 
However, the OECD (2007) proposes three (3) requirements for content to be classified as user generated. They are, content must be publicly available on the Internet (includes social networking sites and websites), have a certain level of creativity, and content must be created in a non-professional environment/context. Several authors contend that UGC was in existence prior to the emergence of the much-discussed evolution of the web. Its growth can be traced to a number of drivers that make it fundamentally different from its earlier form (Balasubramaniam, 2009; Kaplan and Haenlein, 2010). The four (4) drivers highlighted by the OECD (2007) include technological, economic, social and legal drivers with factors such as high speed Internet connections, increased hardware capabilities, a younger generation with extensive technical know-how and a readiness to engage online, widespread availability coupled with cheaper prices of tools, and rising end-user agreements (OECD, 2007; Balasubramaniam, 2009; Kaplan and Haenlein, 2010). 
Based on the assertion that UGC and web 2.0 provide the context for the social media platform, Kaplan and Haenlein (2010) define social media as “a group of internet-based applications that build on the ideological and technological foundations of web 2.0, and that allow for the creation and exchange of User Generated Content”. Therefore, the term ‘social media’ will be used in this paper to refer to both web and mobile-based technologies that facilitate and transform communication into interactive dialogue.
2.1.2 Overview of the Evolution Of Social Media
The emergence of social media has been heralded in the literature as the dawn of a new era. Blackshaw and Nazzaro (2004) describe the emergence of new diverse sources of online information created, shared, distributed, and used by people with the aim of educating one another about interests, personalities, issues, products, and services known as ‘social media’. However, a number of authors contend that the phenomenon is far from ground breaking (Kaplan and Haenlein, 2010). The idea behind the social media has existed for a number of years but present day advances in technology have enabled what was hitherto unavailable. There are indications of social networking as early as 1978 before the development of the World Wide Web. 
At the New Jersey Institute of Technology, Murray Turoff and Roxanne Hiltz created an Electronic Information Exchange System (Turoff et al., 1993). Users were able to email each other, view the bulletin board and use the list server (Hiltz&Turoff, 1978; Wasserman & Faust, 1994). The following year, Duke University graduate students, Tom Truscott and Jim Ellis created Usenet. It was an environment where Internet users could read and post in different categories or newsgroups, as they were known (Lueg and Fisher, 2003). This largely resembled the Bulletin Board System [BBS] that gained traction in the late 70’s, which equally allowed the exchange of news, messages, data and even software.
The oft talked about present day social media is born out of a confluence of advances in technology (Parameswaran&Whinston, 2007b). The closest resemblance to its modern day counterpart was SixDegrees. The website became the first to fully integrate features that previously existed as standalone applications (dating websites, online communities, AOL Instant Messenger etc.) by enabling users create profiles, list friends and eventually, allowing users surf friends lists (Boyd and Ellison, 2008). The site was not fully equipped and closed down mainly due to a lack of extended friends online and insufficient social interaction (Weireich, 2007). 
Several community tools such as MiGente, Live Journal, and LunarStorm followed this lead and combined profiles and friend lists on their sites. The reach of social networking began to extend beyond its original form into the business community with the creation of Ryze, Tribe.net, and LinkedIn to enable people leverage their business networks. While Ryze never achieved mainstream popularity and Tribe.net carved out a niche user base, LinkedIn has grown to become one of the most powerful business services available (Chafkin, 2007). 
In 2002, Friendster, a social complement to Ryze was launched (Boyd and Ellison, 2008) with the aim of helping friends of friends meet (Abrams, 2003). Its popularity surged stemming from increased media interest leading to an increased volume of users replacing their email accounts with Friendster, thereby contributing to the technical and social difficulties the site suffered (Boyd, 2006b). Due to a combination of factors – technical difficulties, social collisions, and mistrust between users and the site – initial adopters left the site leading to a waning popularity in the US. However, the site fared better in Asian markets (Goldberg, 2007). Friendster has been called the biggest disappointment of the Internet age (Chafkin, 2007) perhaps because it failed to build on its early signs of promise; however, it retains significance because it inspired like-minded sites (Skeels and Grudin, 2009). 
Chief among the next wave of social networks was MySpace, who entered the market and gained popularity on the back of the dissatisfaction of Friendster users. It corrected the limited scalability issues and lack of multimedia issues of Friendster (Parameswaran&Whinston, 2007b). Its differentiating factor was it allowed users customize their pages and user demand for features was taken on board (Boyd, 2006b). It has been described as a sprawling anarchy that achieved popularity with the youth (Skeels and Grudin, 2009). A number of successful brands e.g. Facebook, YouTube, Twitter, have been able to build on the early successes. 
2.1.3 Social Networking Sites 
Social Networking Sites (SNS) are tools that enable people with commonalities connect with each other while empowering them to generate their own content and communications upon creation of a public profile (Acar and Polonsky, 2008; Kaplan and Haenlein, 2010). In a broader sense, SNS can be described as web and mobile based services that enable end-users create public profiles within a bounded system, articulate a list of users with which they have a connection, view and traverse their list of connections including those made by others within the system; although the nature and nomenclature differs depending on the site (Boyd and Ellison, 2008). 
Facebook, Twitter, LinkedIn, MySpace, YouTube are all social networking sites and together they make up what we call Social Media. The content of these sites is determined by the users. They are the most popular SM tools today with users confusingly grouping all tools as SNS. Increasingly, organizations use SNS as a recruitment tool, to find eligible employees. They also use it to facilitate the creation of brand communities (Muniz and O’Guinn, 2001). Its unique feature resides in its ability to enable users articulate and make visible their social networks (Boyd and Ellison, 2008). The most popular SNS is Facebook, according to Comcast (2009) had a user base of 350 million people which has increased to 540 million people (Careerbuilder, 2012). 
However, other SNS are prominent in different regions; Hyves is popular in the Netherlands (Constantinides and Stagno, 2011), Orkut is the most popular SNS in Brazil (Nielsen, 2010), and VKontakte was until recently the most popular social networking site in Russia, while Bebo is extremely popular in Australia, the United Kingdom, and New Zealand. Surprisingly, Friendster remains popular in the pacific areas (Boyd and Ellison, 2008). 86% of recruiters have been found to go through social profiles in their recruitment process during which profanity and poor spelling dampen the possibility of getting the job.  The social media has gradually evolved from being a platform for personal activities to a professional one. 
There exists a high-level of self-presentation and self-disclosure on these sites (Kaplan and Haenlein, 2010). Rdube (2010) categorizes SNS into six (6) categories; informational, professional, education, hobbies, academic, and news related. 48% of the American population have a cocial network profile and spend ¼ of their online time on these sites (Careerbuilder, 2011). Also, 79% of the top 100 Fortune 500 use Twitter, Facebook, YouTube or other corporate blogs, 93% of social media users believe a company should have social media presence and 85% of social media users should go past social presence and start to interact with its customers.
Linked In is a more professional SNS than Facebook. It is a business service that offers a platform for professionals in different industries to interact and communicate. It provides immense benefits in the manner in which organizations can connect with high-value individuals free-of-charge (Clapperton, 2011). There is more emphasis on self-presentation and relationships are based on connecting with people you know, who in turn refer you to who you want to meet, thereby creating a reputation based network. The main functionality LinkedIn offers is identity. The secondary functions are reputation and relationships. The latest statistics show that there are over 85 million professionals on LinkedIn worldwide with about 700,000 networking groups. Its products such as ‘Talent Advantage’ and the CV dashboard are designed to help recruiters who want to get the best out of the functionalities by helping to improve the search capabilities and release relevant job seeking data such as CV buzz words used by recruiters.
Facebook is a social utility that aids users interact and keep in touch with friends, family and co-workers (Chui et al., 2009; Seenadheera et. al, 2011). Its origins are from the academic community, this SNS was started as a means to keep alumni and college friends in touch, however its reach has far extended beyond this and people all over the world use this service to stay in touch (Clapperton, 2011). The primary functionality here is relationships. The secondary functions however include: identity, conversations, reputation and presence. A study carried out in Ireland on the impact of social media on recruitment in 2012 showed that 52.6% of respondents have a Facebook page and 21.3% of them find it effective for recruitment. However a study by Jobvite (2012) shows that it is 26% generally.
Twitter is an online microblogging and social networking site with about 500 million users that enables users to read and send messages that are limited to 140 characters. Although it started out as a purely social network, but with 51% of active twitter users following companies, it is being increasing used as a professional network. This trend started with employers going to look at their employees ‘tweets’ to see what they were using their spare time for and also saying about the company. Now Twitter is being increasingly used by employers to recruit people. Many employers large and small value Twitter as a source of information about their candidates, using spin-off sites such as twitjobsearch.com and tools such as Tweet Deck to tap in to the ‘twisphere’ and find out possible information about their consumers and candidates (Nigel Wright, 2011).
2.1.4 Classification of Social Media Users
At the start of the social media phenomenon, adoption of social media tools was predominantly by youths aged 16-25 (Boyd, 2008; Nielsen, 2009). Despite this, recent trends show that adoption rates with users aged 35-49 and 50-64 has increased rapidly, especially on the social networking site, Facebook (Nielsen, 2009; Clapperton, 2011). The users of social media can be found in a number of disciplines ranging from students to professionals in industry. It is this sort of variation that indicates that users are almost as varied as the tools they use. The implications of this for organizations is that a deeper understanding of consumer behavior is required due to the varied nature of the user in order to formulate different strategies that promote efficient and effective use of tools in engaging and communicating with different demographics. The dynamic nature of users prompts organizations to understand consumer behavior and leverage it to develop stronger, more personalized relationships with customers (Szmigin et al., 2005).
There have been attempts to classify users based on different rationales. Gladwell (1996) attempts to classify them based on their ability to affect information flow. He breaks them down into, Connectors who are very social and have a vast number of friends contributing to their ability to reach large numbers with messages. Mavens listen, evaluate messages and are a trusted voice. This allows them regulate and offer feedback that is valued. Salesmen are a vital source for passing across messages. They are capable persuaders irrespective of their expertise. 
However, the most common method of classifying these users is based on their level of use and activities performed. Constanindes and Stagno (2011) classify users into three (3) groups based on a segmentation study carried out on Dutch students: Beginner User, Social User, and Informational User. In their classification, the beginner user is typified by engaging in low levels of entertaining and social activities using social media tools while social users are characterized increased levels of entertainment and social activities compared to the former group and also, some content distribution activities. 
On the other hand, informational users show high levels of information seeking activities coupled with engagement in social and entertaining activities, as well as content distribution albeit at a more passive level than social users. A more conventional classification groups users into three (3) broad groups: No use, Passive Use and Active Use. In their book, “Groundswell: Winning in a World Transformed by Social Technologies”, Li and Bernoff (2008) classify users of social media tools based on participation and levels of involvement. They use a framework called ‘Social Technographics Ladder’ to provide a more detailed and drilled down classification compared to the previously discussed ones. 
They contend that participation in these channels is dependent on demographic, behavioral and psychographic factors. Their classification provides organizations and practitioners using social media tools with insight into the level of participation and varied ways people from different demographic backgrounds use these tools. Their framework of users includes:
Creators: This group of users is at the forefront of social media use. They are responsible for publishing websites, uploading content to these sites, or publishing and maintaining blogs. They constitute 13% of the US online consumers (Forrester, 2007).
Critics: This group effectively reacts to content being published by creators in the form of blog comments, posting and rating reviews. 19% of US online consumers belong in this category (Forrester, 2007).
Collectors: This group performs the important task of collating and aggregating the content created by creators and critics (Li and Bernoff, 2008). They tag web pages and utilize RSS feeds. 
Joiners: Users in this category, participate and have profiles on social networking sites e.g. Facebook, LinkedIn etc.
Spectators: They generally spend the least effort in using social media tools. They are the ultimate consumers, spending their time reading blogs, checking for news or activity updates, watching peer generated videos, and listening to podcasts among other activities. They contribute 33% of the US adult online consumers.
Inactives: This group of persons does not contribute or participate in any online activities. They constitute the highest percentage of online consumers. 
The social technographics ladder also holds the assumption that users higher up the ladder also perform activities that characterize users lower down the ladder. This author believes that some links exist between the various classifications looked at. 

2.1.5 The Nigerian Labour Market
There is a consensus to the definition of unemployment. Unemployment as defined by the International Labour Organization (ILO) is the number of economically active population who are without work but available for and seeking work, including people who have lost their jobs and those who have voluntarily left work (Obadan&Odusola; World bank, 1998). Nigeria is lacking in the most important social amenities such as stable electricity, roads, security, etc (Adawo et al, 2012). This accounts for the high rate of unemployment as the cost of production becomes higher than should be making our products non-competitive, companies trying to survive therefore try to get the most they can from the smallest possible amount of workers. 
Also, most of the companies have closed down due to the little or no profit being made. The textile industry which employed a vast majority of the labour force has now completely closed down because the foreign products being imported into the country were of better quality and also cheaper (Nmadu, 2011). Also, in 2008, the leading rubber company Dunlop left the country for Ghana for the same reason after suffering a loss of about 2 billion naira (All Africa, 2008). There is a gross inadequacy of policies to prevent this. The government has continually failed to implement policies that will help create jobs. Studies have shown that investment in the power sector would have a lot of positive multiplier effects. The power sector is said to be able to generate over one million jobs if invested in (Chinedu, 2014). 
This will include the amount of jobs created in fixing the faulty supply as well as the positive externalities generated from it. A lot of other companies would now be able to invest in Nigeria hence creating job opportunities. According to Adawo, (2012), other factors accounting for the unemployment in the country include the unconcerned nature of the local governments to create employment, non-diversification of the economy, little focus on the vocational skill acquisition and the half-baked nature of the graduates being produced. The Unemployment rate in the country is alarming and the figures given by the statistical authorities are aimed at misleading the citizens. 
The labour force in the country shows a 0.3% yearly growth rate while GDP growth rate at 1984 factor cost grows at 3.5% over a period of 33 years (Adawo and Essein, 2012). This shows that the country has been having a jobless growth which is detrimental to the economy. The major reason for this level of unemployment is the country is the inability to bring together job seekers and job providers i.e. Frictional Unemployment as well as immobility and geographical differences. This is due to the fact that the jobs and workers are highly heterogeneous in the sense that the job location, skill required and pay do not match what the job seeker is looking for.
2.1.6 The Impact Of Social  Media On Employment Creation Among Kwara Polytechnic Students 
The impact of social media on employment creation among kwara polytechnic students can be both positive and negative. It's important to consider various aspects and perspectives to understand the broader implications. Here are some points to consider: 
 Positive Impact:
1.  Networking Opportunities:  Social media platforms provide students with opportunities to connect with professionals, alumni, and potential employers. Networking can lead to job offers, internships and mentorship opportunities.
2. Job Search and Recruitment. : Many companies use social media for recruitment purposes. Students can find job openings and submit applications online social media platforms like LinkedIn are particularly valuable for professional networking and job searches.
3. Skill Development: Active use of social media can enhance digital and communication skills, which are valuable in today's job market. Students can showcase their talents, projects, and achievements through social media profiles, attracting potential employers.
4. Entrepreneurship Opportunities:  Social media provides a platform for students to showcase their entrepreneurial skills and promote their businesses. Students can use social media for marketing, customer engagement and building a professional brand.
Negative Impact:
1. Distraction From Studies:  Excessive use of social media can distract students from their academic responsibilities, potentially affecting their grades and overall performance. 
2. Privacy Concerns: Sharing too much personal information on social media may lead to privacy issues. Employers may check social media profiles, and inappropriate content could negatively impact job prospects. 
3. Fake News and Misinformation: Students may encounter misinformation or fake job opportunities on social media, leading to wasted time and potential scams. 
4. Negative Effects on Mental Health: Comparison with peers and exposure to unrealistic standards on social media can contribute to stress and negatively impact mental health the newness of this concept to Nigeria, there is lack of relevant literature linking the social network media to the labour market outcome. However, after looking at the state of the labour market and the emergence of this new social media era, the author will look at how we can use social media to help improve on the state of the Nigerian Labour Market i.e. how Social Recruiting can be used in the country given the success in other countries. 
Although social recruiting is fairly new, there are companies in the country that help connect jobseekers to employers. Companies like dragnet, E-recruiter Nigeria, Jetheights, Nigerian Careers, SGS are all primarily established for this purpose. They get your CV and then they show you possible jobs relating to your qualifications and also in your nearby location hence helping to reduce the problem of heterogeneity between the jobseeker and the job. There are however very few companies who go on social network sites to look for possible recruits but given the changing nature of things in the technological world, most of the companies, even Federal institutions plan on being engaged on social networks as a means for recruitment and also for marketing purposes. Companies trying to appeal to the Generation Y, seek such platforms to advertise. 
Also, social media recruiting has been found to be useful in providing better candidate quality; this is due to the fact that you get a larger pool of applicants and also don’t have to go through the process of searching résumés one after the other you just type in the quality you are looking and candidates who meet such requirements show up thereby giving you a better qualified person in less time than the traditional means of employment. Social Media recruiting has also been found to create stronger employer brand (Careerbuilder, 2011). This is due to the fact that the jobseeker finds you more visible and is able to see more about the company and the benefits of working in such an environment. Even if the major problem in Nigeria is that the supply is more than the demand, the companies still want to get the best possible employees and hence want to be as attractive as possible. Lastly, given the fact that a large percentage of the Generation Y are on one social network or the other, companies get to screen them based on their posts to know more about them.
2.2 Theoretical Framework
Theoretical framework has to do with the existing theories on the research topic. There have been a lot of related works done in this field. These include The Social Exchange Theory, Social Network Theory, Elaboration Likelihood Model and The Standard Search Theory
2.3.1 Social Exchange Theory:
This theory emerged out of the works of Homans (1961), Blau (1964) and Emerson (1962, 1967). It is psychological in nature and has a background in Utilitarianism and Behaviourism and Neoclassical economics. The social exchange theory is based on the following assumptions; that individuals are rational human beings, therefore they carry out cost-benefit analysis before carrying out any action. It also assumes that both rational parties are seeking to maximize benefits or profit from the carrying out of transactions. Lastly, it assumes that the rewards gotten from such transactions lead to the exchange process. It was first applied to work settings by Liden et al (1997) and to Recruiting by Lisa McGregor (2010). 
Generally, when being used in decision making, the cost is compared to the benefit and the method is chosen if the benefit outweighs the cost. This can be applied to Social Recruitment. Of the various methods of trying to recruit, such as the traditional interviews, the use of job boards, using online recruiting agencies, and the new Social recruitment, the social recruitment has been found to be the one with the highest benefit (Jobvite 2010), with the lowest amount of cost. This is because the organisations do not have to pay anything to be on such sites. Also, they benefit a lot because they get a larger pool of recruits they can choose from. 
There is a vast amount of possible skills for which they can search for and offer employment. On the other hand, with the jobseekers, they don’t have to keep going from one job interview to another or writing several CVs to fit the employment opportunity. They do not even have to keep up to date on every new vacancy because with their profiles on the social network sites, they can be viewed by companies and also offered jobs they didn’t even apply for or know about. Hence for both parties, the rational thing to do would be to pick Social Recruitment since the benefits outweigh the cost, the firms save more money hence higher profits and the jobseekers benefit more and lastly both parties get rewards; employees and jobs which are the basic assumptions of the theory.
2.2.2 Social Network Theory
This theory was first brought to light in the works of Emile Durkheim and Ferdinand Tonnies in the late 1800s. It a theoretical construct used to study the social ties that exist between individuals, organisations or groups. It views social relationships in forms of nodes and ties (York University, 2005). The individuals are represented in form of the nodes and the relationships between individuals are represented by the tides. In its simplest form, it studies the relationship between nodes and ties. Relating it to recruiting, Social Network Theory looks at the ability of owners to get access to resources not under their control in a cost-effective way through networking. It provides value to workers by allowing them access to social resources that are embedded within a network. This can be applied to social recruiting by including the technology factor. Social Recruiting grants you access to resources not under your control by granting you a access to a field of qualified prospects via your social network presence.
2.3 Empirical  Framework
Numerous empirical and methodological studies Conducted by researchers indicate a significant positive correlation between social network engagement and effective recruitment. 
A work done by bola (2014) shows that social media increased employment opportunities by 40%. He identified LinkedIn, Twitter, Facebook, as top platforms for job searching, emphasizing the importance of social media literacy and online professional presence in enhancing employability. The research was done using an online survey of 1,000 students and social media users. He also conducted in-depth interviews with 20 recruitment agencies and career advisors. The results gotten showed that indeed there is a need for students to develop social media skills and maintain a professional online presence to increase their employability. 
Another work done by Bennett (2015) shows that social media can significantly enhance students employability by facilitating professional networking and relationship-building, the study survey 300 graduates from UK university, representing various disciplines, and conducted 20 in-depth interviews with graduates, recruiters, and career advisors.
The online survey assessed social media usage, job search strategies and perceived importance of social media in job searching. They research concluded that social media plays a pivotal role in enhancing employment opportunities with recruiters valuing social media for candidates sourcing and screening. 
Another study done by Grosinger (2014) published in the journal of college students retention found out that students who utilize LinkedIn have reported higher rates of employment compared to those who did not. The research was done through a survey of 1,200 students from various universities, exploring social media usage, jobs search strategies, and employment outcomes. Also 30 in-depth interviews were conducted with students, recruiters, and career advisors to gather qualitative insights on students experience with social media in job searching, recruiters, perspective on social media in hiring processes, and career advisors' views on social media's role in employability. The study recommended that education integrate social media literacy into career development, programs, employers, leverage social media for recruitment and talent management. The results were shown that indeed there were still various aspects of social media recruiting that can be tapped into the gain even more value.





CHAPTER THREE
RESEARCH METHODOLOGY
3.0 Introduction
Research methodology could be seen as a way of explaining how a researcher intends to carry out their research. it's a logical systematic plan to resolve a research problem. 
A methodology details a researcher approach to the research to ensure reliable valid results that address their aims and objectives. 
This study is designed to assess the impact of social media employment creation among kwara polytechnics students. This goal cannot be achieved unless the research work is otherwise local and accurate.
Hence this chapter center on the research used in carrying out the work, the partners pointed here is that it helps to know which method is  appropriate for the project (Kim et al,2021).
3.1Research Design 
Research design can be defined as the framework of research method and techniques chosen by a researcher to conduct a study (Warburton, 2022).
The design allows researchers to sharpen the research methods suitable for the subject matter and set up their studies for success. 
According to Obasi (1999), also define research design as a plan that outlines how to collect and analyze data for a research project. 
It is a framework that helps to tackle a research problem,  define the scope of the research and address practical issues. 
According to Leedy (2000), research design is a detailed plan that outlines the procedures for collecting and analyzing data to answer the research question or test the hypotheses. It also includes the sampling strategy, data collection methods, and data analysis procedures, as well as the strategies for controlling extraneous valuables and establishing validity. 
Neuman(2010) defines research design as a scheme that outlines how the researcher will collect and analyze data to answer the research question including the selection of participants, the measurement of variables, and the data analysis procedures. It is the blue print of a rude map that guides the researcher through entire research process. 
Fink (2013) survey research can be used to describe, explain, or predict phenomena, and can be conducted using various modes, including online, phone, or in-person. 
Crewell (2014) defines survey research as a quantitative research method that involves collecting data from a sample of individuals through the use of self-report measures such as questionnaire or interview. 
3.2 Population of the Study
According to cook(1999), the population of the study can be defined as the subject of the target population from which the sample is chosen from the research intent. 
It may be appropriate to say that the sample frame is an aforementioned form at which the population of the study  could be seen as an operational definition of target population (Henry 1990, Beckman & Reg 1998).
The study population chosen for this research was one hundred (100) kwara state polytechnics students including both female and male students.
3.3 Sample Size and Sampling Techniques 
Sample size refers to the number of individuals or objects selected from the population to participate in the study. It is a critical aspect of research design, as it influences the accuracy, precision, and generalisability of the research finding Lohr(2010). A larger sample size generally leads to a more precise estimate of population parameters and increases the likelihood of debating statistically significant effects. However, it is important to balance sample size with concentrations of practically, cost, and ethical implications. 
Sampling techniques are the methods used to select a sample from the population. Different sampling techniques have varying degrees of representativeness and can be broadly categorized into two types probability sampling and non-probability sampling. 
In this study a simple random sampling method was employed to select a representative sample of 100 students from the various departments and levels with kwara state polytechnic in order to get appropriate result.
3.4 Research instrument 
According to Okunna (2020); research instruments can be defined as a tool used to collect measure and analyze data. The researcher will make use of the questionnaire survey as an instrument for data analysis.
According to Robinson (2011), Questionnaire refers to as a device for servility answers to using a form which the respondent fills  personally. The research instrument used in collecting the data purely questionnaire and all be distributed as stated above.
Survey plans or any other forms which are used to collect information on substantially identical items from 100 respondents.
3.5 Validity and Research of the Instrument
According to (Kelinger,2000) validity and research of the instrument refers to the extent to which a research instrument measures what it is supposed to measure. 
It is a critical concept in research, as it determines the accuracy and reliability of the findings (Crasswell,2000).
The researcher adopted these techniques of validity and reliability in ascertaining research questionnaires. The reason for the method choosing was to allow the participants to be able to express themselves giving the researcher the chances of understanding what impact has social media made on employment in kwara polytechnic.
3.6 Data Collection Method
According to Cresswell (2016 )data collection methods refer to the techniques and tools used to gather and record data from participants, respondents, or sources. 
The aim of the data collection method is to assist the researcher with solutions to the problem earlier identified. The specifications and classification of data used in the collection of information for this study is the primary source of data only based on information gotten. 
Primary data has been used in conducting the research. The respondent supplies supplementary data, the interview granted the respondent was basically on the subject of the study and direct assessment were made by the researcher to present the data in an appropriate way. 
3.7 Method of Data Analysis
According to John Turkey (1961), method of data analysis can be defined as the procedures for analyzing data, techniques for interpreting the results of such procedures, ways of planning the gathering of data to make its analysis easier, more precise, or more accurate. 
This area covers diagnostic tests, conceptual models and analytical models. Tables were used to present data. SPSS version 2.1 to analyze the data. The researcher used a diagnostic test as a statistical measure to test data accuracy. The analysis was what the researchers used to eventually draw up a conclusion on the assessment of the impact of social media on the creation of employment opportunities among kwara polytechnic students.


CHAPTER FOUR
DATA PRESETATION AND ANALYSIS
4.0	INTRODUCTION
This chapter focuses on data presentation and analysis observed from the question and the study to set out in the research methodology.
 This study findings are presented to examine “assessment impact of social media on the creation of employment opportunities among kwara state polytechnic student”
This research instruments which are questionnaire and survey guide were used to acquire data.
The data collected represented in accordance with the order establishment in the study questions and sample proportion were used to evaluate the respondents demographic information.
4.1	DATA PRESENTATION 
 	According to Okoto and Nwafor (2013) data presentation is the process of organizing summarizing and usually representing data in a way that is easily understandable and meaningful to the audience. It also refers to the organization and presentation of data in table, graphs, chart, etc. In this research project the instrument for the study was administered to random selected respondentss in polytechnic and it consist of three section (A,B, and C) of 20 questions which are relevant to this study.
Table1: sex distribution of respondents
	Gender
	Number of respondents 
	Percentage (%)

	Male
	54
	54%

	Female
	46
	46%

	Total
	100
	100%


Source: Research survey, 2025
Table1 show that 54 respondents representing (54%) are male while 46 respondents representing (46%) were female. This table shows that majority of the respondents are male.
Table2: Age distribution of respondents 
	Age
	Number of respondents 
	Percentage 

	18-25yrs
	59
	59%

	26-35yrs
	38
	38%

	36-45yrs
	3
	3%

	Total
	100
	100%


Source: Research survey, 2025
 Table 2 above classifies the respondents age from the data gathered it shows that 59 of the respondents representing (59%) were between (18-25) years, 38 representing (38%) were between 26-35 years, and 3 representing (3%) were 36-45 years. Therefore it was concluded that majority of the respondents representing (59%) were 18-25 years.
Table3: Occupation distribution of respondents 
	Occupation 
	Number of respondents 
	Percentage 

	Student
	59
	59%

	Civil servant
	13
	13%

	Self employed 
	28
	28%

	Total
	100
	100%


Source: Research survey, 2025
 Table 3 above classifies the respondents occupation from the data gathered, it shows that 59 of the respondents (59%) were students, 13 respondents representing (13%) were civil servant and 28 representing (28%) are self employed. Therefore, it was concluded that majority of the respondents representing (59%) were students.
Table4: Marital status distribution of respondents 
	Marital status 
	Number of respondents 
	Percentage 

	Single 
	81
	81%

	Married 
	16
	16%

	Divorced 
	3
	3%

	Total
	100
	100%


Source: Research survey, 2025
 Table 4 above classifies the respondents marital status from the gathered data. It shows that 81 of the respondents representing (81%) were single, 16 representing (16%) were married and 3 representing (3%) were divorced. Therefore, it was concluded that majority of the respondents representing (81%) were single.
Table5: Religion distribution of respondents 
	Religion 
	Number of respondents 
	Percentage 

	Islam
	68
	68%

	Christian
	32
	32%

	Others
	0
	0%

	Total
	100
	100%


Source: Research survey, 2025
 Table 5 above classifies the respondents religion from the data gathered, it shows that 68 of the respondents representing (68%) were Muslim and 32 respondents representing (32%) were Christian and 0 representing others. Therefore, it was concluded that majority of the respondents representing (68%) were Muslim.


Table6: Qualification distribution of respondents 
	Qualification 
	Number of respondents 
	Percentage 

	SSCE/WAEC
	10
	10%

	NCE/OND
	18
	18%

	BSC/HND
	72
	72%

	Total
	100
	100%


Source: Research survey, 2025
 Table 6 above classifies, the respondents qualification from the data gathered, it shows that thing of the respondents representing (10%) were SSCE/WAEC, 18 representing (18%) were NCE/OND, and 72 representing (72%) are BSC/HND. Therefore, it was concluded that majority of the respondents representing (72%) were BSC/HND.
Table7: How frequently do you use social media?
	Responses
	Frequency
	Percentage 

	Multiple times a day
	93
	93%

	Once a day
	5
	5%

	A few times a week
	2
	2%

	Rarely 
	0
	0%

	Never
	0
	0%

	Total
	100
	100%


Source: Research survey, 2025
 Table 7 above shows that 93 responding to representing 93% uses social media multiple times a day. This means that majority agreed of the respondents choose multiple times a day.


Table8: How much time do you spend on social media per day?
	Responses
	Frequency
	Percentage 

	Less than 30 minute 
	5
	5%

	30 minutes to 1 hour 
	20
	20%

	1 hour to 2 hours
	7
	7%

	More than 2 hours 
	68
	68%

	Total 
	100
	100%


Source: Research survey, 2025
 Table 8 shows, that 68 respondents representing 68% Spend more than 2 hours, 20 respondents representing 20% spent 30 minutes to 1 hour. This means that majority spend more than 2 hours.
Table9: What do you primarily use social media for?
	Responses
	Frequency
	Percentage 

	Socializing 
	24
	24%

	Entertainment 
	19
	19%

	Education 
	15
	15%

	Job searching 
	24
	24%

	Professional networking 
	18
	18%

	Total
	100
	100%


Source: Research survey, 2025
 Table 9 above show that 24 respondents representing (24%)  socializing, 24 respondents representing (24%) job searching. This means that majority of the respondents choose socializing and job searching.



Table10: Have you ever use social media to find a job or internship?
	Responses
	Frequency
	Percentage 

	Yes
	81
	81%

	No
	19
	19%

	Total 
	100
	100%


Source: Research survey, 2025
Table10 shows that 81 respondents representing (81%) yes,19 respondents representing (19%) No. This means that majority of the respondents choose Yes, that they have used social media to find a job or internship.
Table11: Which social media platform have you used for job searching?
	Responses
	Frequency
	Percentage 

	Twitter 
	10
	10%

	Facebook 
	41
	41%

	Linkedin
	18
	18%

	Instagram
	31
	31%

	Total
	100
	100%


Source: Research survey, 2025
Table 11 shows that 41 respondents representing (41%) Facebook, 31 respondents representing 31% Instagram. This means that majority of the respondents choose Facebook and Instagram as their platform for job searching.





Table12: Social Media can be used to spread information on employment opportunities.
	Responses
	Frequency
	Percentage 

	Strongly agree
	78
	78%

	Agree
	21
	21%

	Neutral 
	0
	0%

	Strongly disagree 
	0
	0%

	Disagree 
	1
	1%

	Total
	100
	100%


Source: Research survey, 2025
Table 12 shows that 78 respondents representing (78%) strongly agree, 21 respondents representing (21%) agree. This means that majority agree that social media can be used to spread information on employment opportunities.
Table13: Social media provides more job opportunities than any other seeing media.
	Responses
	Frequency
	Percentage 

	Strongly agree
	53
	53%

	Agree
	37
	37%

	Neutral 
	10
	10%

	Strongly Disagree 
	0
	0%

	Disagree 
	0
	0%

	Total
	100
	100%


Source: Research survey, 2025
Table13 show that 53 respondents representing (53%) strongly agree, 37 respondents representing (37%) agree. This means majority of the respondents agree that social media provide more job opportunities.
Table14: Social media serve as a viable platform for students to showcase their skills and talents to potential employers.
	Responses
	Frequency
	Percentage 

	Strongly agree
	59
	59%

	Agree
	37
	37%

	Neutral 
	2
	2%

	Strongly Disagree 
	1
	1%

	Disagree 
	1
	1%

	Total
	100
	100%


Source: Research survey, 2025
Table 14 show that 59 respondents representing (59%) strongly agree, 37 respondents representing (37%) agree. This means that majority agree.
Table15: Social media enables students to showcase their skills and talents effectively to attract employment opportunities.
	Responses
	Frequency
	Percentage 

	Strongly agree
	50
	50%

	Agree
	40
	40%

	Neutral 
	3
	3%

	Strongly disagree 
	4
	4%

	Disagree 
	3
	3%

	Total 
	100
	100%


Source: Research survey, 2025
Table 15 show that 50 respondents representing (50%) strongly agree, 40 respondents representing (40%) agree. This means that majority of the respondents agree that social media enables students to showcase their skills and talents effectively to attract employment opportunities.
Table16: Social media platform like LinkedIn, instagram, and Facebook are effectively for showcasing skills and talents to attract job opportunities 
	Responses
	Frequency
	Percentage 

	Strongly agree
	55
	55%

	Agree
	39
	39%

	Neutral 
	3
	3%

	Strongly disagree 
	1
	1%

	Disagree 
	2
	2%

	Total
	100
	100%


Source: Research survey, 2025
Table 16 show that 55 respondents representing (55%) strongly agree, 39 respondents representing (39%) agree. This means that majority of the respondents agree.
Table17: Do you believe social media is a reliable source for creating employment opportunities.
	Responses
	Frequency
	Percentage 

	Strongly agree
	52
	52%

	Agree
	35
	35%

	Neutral 
	9
	9%

	Strongly disagree 
	2
	2%

	Disagree 
	2
	2%

	Total
	100
	100%


Source: Research survey, 2025
Table 17 show that 52 respondents representing (52%) strongly agree, 35 respondents representing (35%) agree. This means that majority of the respondents agree that social media is a reliable source for creating employment opportunities.
Table18: Social media allows students to build and promote their personal brand.
	Responses
	Frequency
	Percentage 

	Strongly agree 
	67
	67%

	Agree
	27
	27%

	Neutral 
	4
	4%

	Strongly disagree 
	1
	1%

	Disagree 
	1
	1%

	Total
	100
	100%


Source: Research survey, 2025
Table18 show that 67 respondents representing (67%) strongly agree, 27 respondents representing (27%) agree. This means that majority of the respondents agree.
Table19: Social media has made it easier for students to develop skills that are relevant to the job market.
	Responses
	Frequency
	Percentage 

	Strongly agree 
	53
	53%

	Agree
	42
	42%

	Neutral 
	3
	3%

	Strongly disagree 
	1
	1%

	Disagree 
	1
	1%

	Total
	100
	100%


Source: Research survey, 2025
Table 19 shows that 53 respondents representing (53%) strongly agree, 42 respondents representing (42%) agree. This means that majority of the respondents agree.
Table20: False information has limited the effectiveness of social media in creating job opportunities.
	Responses
	Frequency
	Percentage 

	Strongly agree 
	36
	36%

	Agree
	29
	29%

	Neutral 
	18
	18%

	Strongly disagree 
	8
	8%

	Disagree 
	9
	9%

	Total
	100
	100%


Source: Research survey, 2025
Table 20 show that 36 respondents representing (36%) strongly agree, 29 respondents representing (29%) agree. This means that majority of the respondents agree.
4.2	ANALYSIS OF RESEARCH QUESTIONS 
These are the analysis of research question used in the research work that’s produced the expected outcomes of the wok done.
RESEARCH QUESTION ONE:
What are the level of awareness among polytechnic students regarding job opportunities available to social media platforms?
The data on the table 12, shows that 78 respondents representing 78% strongly agreed, 21 respondents representing 21% agreed, and 1 respondents representing 1% disagreed. It actually confined that students are aware of job opportunities available to social media platforms.

RESEARCH QUESTION TWO:
Do skills and knowledge of student students help in leveraging social media for employment purposes?
The Data on table 14 and 15 shows that social media serves as a viable platform for students to showcase their skills and talent to potential employers. Table 14 above it shows that 59 respondents representing 59% strongly agreed, 37 respondents representing 37% agreed, to respondentss representing 2% were Neutral, 1(1%) respondentss representing disagree and 1 (1%) respondents representing strongly disagree. The findings shows that skills and knowledge of students helps in leveraging social media for employment purposes.
RESEARCH QUESTION THREE:
What extent of training and guidance provided to student students can help in social media employment creation?
The data on table 19 answer the question social media has made it easier for students to develop skills that are relevant to the job market. This shows that 53 respondents representing 53% strongly agreed, 42 respondents representing 42%, three respondents representing 3% neutral,1(1%) respondents strongly disagrees 1(1%) respondents disagreed. The finding show that majority of the respondents agreed that training and guidance provided to students can help them in social media employment creation.
RESEARCH QUESTION FOUR:
What are the network opportunities available to students for social media related job roles?
The data on table 18 answer the question social media allows students to build and promote the personal branch. These shows that 67 respondents representing 67% strongly agreed, 27 respondents representing 27%, 4(4%) representing neutral, 1(1%) strongly disagreed, and 1(1%) disagreed. Finding issues that majority of the respondents agreed that exploration of nitro opportunities available to students for social media related job roles for Kwara polytechnic students.
RESEARCH QUESTION FIVE:
What are the challenges faced by students in utilizing social media for employment purposes?
In relation to table 20 false information as limited effectiveness of social media in creating job opportunities. This shows that 36 respondents representing 36% strongly, 29 (29) respondents. This means that majority of the respondents agreed that challenges faced by students can be effective for social media, employment purpose.
4.3.  DISCUSSION OF FINDINGS
The purpose of this study: to examine the impact of social media on the creation of employment opportunities among Kwara polytechnic students.
The results obtained in the statistical analysis was used to provide an answer to this research question past in this study hundred (100) questionnaire were administered to the respondents and responses we returned.
The first research question 1 show in table 12 what are the level of awareness among polytechnic students regarding job opportunities available to platforms in relation to table 12 show that 78 respondents representing (78%) strongly agreed , 21 respondents representing (21%) agreed.
It actually confined that social media create awareness among kwara polytechnic students regarding job opportunities . As a result of this, the majority of the respondents strongly agreed that social media creates awareness among Kwara polytechnic students regarding job opportunities.
The research question 2 show in table 14 and 15 that 59 respondents representing (59%) strongly agree, that 37 respondents representing 37% agree. Do skills and knowledge of students helps in leveraging social media employment purposes. This actually confined that major majority of the respondents choose agree that skills and knowledge of students helps in leveraging social media employment purposes.
Research question three I discovered that majority of the respondents agreed that training and guidance provided to students can help them in social media employment creation with 53 (53%) respondents agreed while 1(1%) respondents disagree to it.
Defining on assessing the impact of social media and creation of employment opportunities among Kwara Polytechnic students .
Social media is a medium that enable social interaction and collaborative action online that enable users to come across social media, employment creation.
It is important to note that social media, such as Facebook, Twitter, LinkedIn are most feature for recruiting and the content shared on can vary widely.
The impact of social media on individual depends on how they engage with and the  content they choose to consume and create.
To fully understand the impact of social media on the creation of employment opportunities among kwara polytechnic students it would be necessary to conduct comprehensive research and studies that specifically examine the relationship between social media and the users.
Overall such research could involve surveys, interview and data analysis to provide empirical evidence on the subject.


CHAPTER FIVE
 SUMMARY, CONCLUSION, AND RECOMMENDATIONS
5.0	INTRODUCTION
This research is based on the “Assessment of impact of social media on the creation of employment opportunities among Kwara polytechnic students”. This chapter provides a summary of all the other chapters of this research work. It covers all the areas discussed in subsequent chapters from the introduction to the data analysis. it also includes the conclusion of the researcher and recommendation for further Studies.
5.1	SUMMARY 
The name of this research project was to investigate, assessing the impact of social media on the creation of employment opportunities among Kwara state polytechnic students.
Chapter one is an introduction to research topic, it cover salient areas of the topic, background of the study, significance of the study, objectives of the study and research questions. The general objective of the study and research was to examine the impact of social media on the creation of employment opportunities among Kwara state polytechnic students.
Chapter two contains the literature review. The researcher compiled the findings of previous studies in the area of the topic and was able to find casual relationships between the independent, (social presence), and dependent (employment creation) variables.
The chapter three discussed the research methodology employed in carrying out this study, which involves the research design, population, sample size and sampling techniques, method of data collection, validating, and reliability of research instrument, and the method of data analysis.
The chapter four contain the analysis of data, It’s presentation and interpretation. Finally, the chapter of this study will discuss the summary, conclusion and as well as make recommendation on the subject matter. 
5.2	CONCLUSION
Based on the study and the finding so far, the Significance of social network presence of individual in the economy cannot be overstated. Several factors have been identified as being significant in the determination of employment in Kwara state polytechnic.
Lastly, social media should be given more attention in the labor market because it has a lot of potential in improving the employment figures in any economy. To meet the target of the vision, which is still very possible, the government and private sector should work hard to see that social recruiting and other factors that can help improve employment figures are put in place.
5.3	RECOMMENDATIONS
The result of this study shows a positive relationship between social network presence and employment opportunities. Hence the policy recommendation to be given to center on how social media can be made better in order to further improve the employment figures in the country. The following recommendations are put forward:
1. Content creators should produce a series of engaging videos on job searching, resume building, and interview prep.
2. Companies should do more of social recruiting by educating students on the several benefits that Social recruiting as offer as opposed to traditional methods.
3. The awareness of networking and showcasing once capabilities through social networking should be brought to the knowledge of Job seekers. It helps to stand out.
4. Students should be aware of the existence of sites because only a few people are aware of the benefits of these sites. Once this is achieved, there should be best coverage of job opportunity on sites or better access to sites where we vacancies are being published.
5. Students should be ICT compliant and acquire computer literacy skills as only those who are computers literate can best harness the benefits  of social media platforms and therefore enhance job opportunities.
6. Companies on social media should educate students on referral tools that are available on LinkedIn and introducing more ways of connecting people to highly placed individuals professionally.
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