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[bookmark: _GoBack]This study investigates the impact of social media campaigns on employment generation among graduates in Ilorin, Kwara State, Nigeria. With the rising unemployment rate among Nigerian graduates, the study explores how platforms like LinkedIn, Facebook, Twitter, and Instagram serve as tools for job creation, skill development, and career networking. A survey research design was adopted, utilizing both structured questionnaires and personal interviews as instruments for data collection. The study sampled 150 respondents, selected through random sampling from a target population of 150 graduates aged 20 and above. Data analysis was conducted using descriptive statistics and simple percentages, presented in frequency tables and interpreted with a Relative Importance Index (RII). Findings reveal that over 70% of graduates actively engage with career-oriented social media content, including job advertisements, skill development programs, and entrepreneurship campaigns. While social media was found to significantly influence employability and entrepreneurship among youths, challenges such as digital illiteracy, high internet costs, poor connectivity, and the spread of false job advertisements were noted. The study concludes that although social media campaigns have strong potential for reducing graduate unemployment in Ilorin, their full effectiveness depends on digital access, awareness, and strategic use. It recommends the promotion of digital literacy programs, partnerships with employers, improved internet infrastructure, and strict content regulation to enhance the impact of social media on youth employment.
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CHAPTER ONE
INTRODUCTION
1.1	BACKGROUND TO THE STUDY
Social media has emerged as a transformative force in the digital age, influencing how individuals connect, businesses operate, and societies evolve. One of its most significant impacts is on employment generation, particularly among graduates who face increasing difficulties entering saturated and highly competitive labor markets. With platforms like LinkedIn, Facebook, Instagram, and Twitter providing spaces for networking, branding, and skill promotion, social media campaigns have revolutionized the job search landscape. These campaigns offer a dynamic intersection of technology, communication, and opportunity, making them pivotal in addressing global graduate unemployment challenges (Murire et al., 2023).
Unemployment among graduates is a persistent global issue, particularly pronounced in regions such as Sub-Saharan Africa and South Asia. For example, South Africa has reported a graduate unemployment rate of 31%, highlighting structural barriers such as skill mismatches, limited job experience, and lack of access to employment networks (Statistics South Africa, 2021a). Traditional methods of job searching and recruitment often fail to bridge these gaps, necessitating innovative solutions that leverage technology. Social media campaigns serve as a viable alternative, facilitating direct connections between employers and job seekers, providing platforms for showcasing skills, and democratizing access to employment opportunities (Harry & Chinyamurindi, 2020).
Graduates are increasingly expected to demonstrate digital literacy as part of their employability skills, and social media platforms offer unparalleled opportunities to do so. Platforms such as LinkedIn have become indispensable for professional networking, enabling graduates to create detailed profiles, highlight accomplishments, and connect with industry professionals. Similarly, platforms like Instagram and YouTube allow graduates in creative fields to showcase their portfolios and attract potential clients or employers. These campaigns, powered by sophisticated algorithms, ensure that job postings reach targeted audiences, enhancing the efficiency of the job search process. Furthermore, the multimedia capabilities of these platforms provide an engaging and interactive way to share information, making them particularly effective in employment campaigns (Benson et al., 2014).
Beyond merely matching employers with potential employees, social media campaigns play a crucial role in promoting entrepreneurship among graduates. With minimal resources required to establish an online presence, graduates can use these platforms to launch and market small businesses. For example, Facebook Marketplace and Instagram Shops allow individuals to sell products directly to consumers, bypassing traditional barriers such as high startup costs. These entrepreneurial activities not only provide income for the individuals involved but also contribute to job creation within local economies, illustrating the cascading impact of social media on employment (Olawale & Ajibola, 2023).
Social media's role in employment generation is not confined to direct job placements or entrepreneurial ventures. It also encompasses skill development and capacity building. Numerous campaigns focus on equipping graduates with digital skills through online workshops, webinars, and tutorials. For instance, initiatives that teach coding, digital marketing, or graphic design often rely on platforms like YouTube or Facebook Live to disseminate knowledge widely. These skills are increasingly valuable in the gig economy, where platforms such as Upwork and Fiverr connect freelancers with global clients, further diversifying employment opportunities for graduates (Chukwu et al., 2020).
However, the reliance on social media for employment generation is not without challenges. Digital inequality remains a significant barrier, particularly in developing regions where internet access is limited or prohibitively expensive. Additionally, the overabundance of information on social media can overwhelm job seekers, complicating the process of identifying credible opportunities. Misinformation and fraudulent job advertisements are other concerns, underscoring the need for robust regulations and digital literacy programs to safeguard users (Ibrahim et al., 2016). These issues highlight the importance of a coordinated approach that combines social media strategies with supportive policies to maximize their potential.
Research underscores the critical role of social media in bridging the gap between education and employment. For instance, the CareerEDGE model identifies digital literacy and networking as essential components of graduate employability, both of which are enhanced through social media campaigns (Dacre Pool & Qualter, 2013). Similarly, the Social Media Integration Model (SMIM) emphasizes the interactive nature of these platforms, which foster collaboration, knowledge exchange, and innovation. These theoretical frameworks provide valuable insights into how social media can be optimized for employment purposes, guiding the design and implementation of effective campaigns (Garcia, 2011).
The COVID-19 pandemic further highlighted the importance of social media in employment generation. With physical restrictions limiting traditional job-seeking methods, social media became a lifeline for many unemployed graduates. Virtual career fairs, online interviews, and remote work opportunities were facilitated through these platforms, showcasing their adaptability and resilience in times of crisis. The pandemic also accelerated the shift towards digital-first job markets, making social media campaigns an integral part of contemporary employment strategies (Nwachukwu et al., 2023).
1.2	STATEMENT TO THE PROBLEM
Graduate unemployment in Nigeria, particularly in Ilorin, Kwara State, remains a pressing issue despite the increasing number of graduates entering the labor market. A persistent mismatch between graduate skills and labor market demands, coupled with limited access to traditional job opportunities, exacerbates this challenge. Social media platforms such as LinkedIn, Facebook, and Twitter offer potential solutions by connecting job seekers to opportunities, promoting skills, and fostering entrepreneurship. However, in Ilorin, many graduates lack the digital literacy to leverage these platforms effectively, and employers underutilize social media for recruitment.
Furthermore, limited research exists on the impact of social media campaigns in addressing graduate unemployment in Kwara State, leaving gaps in understanding how these tools can be optimized to bridge employment gaps. This study seeks to examine how social media campaigns can enhance employment generation among graduates, offering insights into innovative solutions to reduce unemployment and foster economic growth in Ilorin and beyond.
1.3	RESEARCH QUESTIONS
i. How do social media campaigns influence graduate employability in Ilorin?
ii. In what ways does social media facilitate connections between job seekers and employers?
iii. What barriers limit the effective use of social media campaigns for employment generation?
1.4	AIM AND OBJECTIVES OF THE STUDY 
The research aim to analyse the impact of social media campaigns on employment generation among graduates in Ilorin, Kwara State, and identify strategies to enhance their effectiveness in addressing unemployment challenges.
The research objectives are;
i. To assess the influence of social media campaigns on graduate employability in Ilorin.
ii. To evaluate the role of social media in connecting job seekers with employers
iii. To identify barriers limiting the effective use of social media campaigns for employment generation
1.5	SIGNIFICANCE OF THE STUDY
This study is significant as it contributes to the growing body of knowledge on leveraging technology, particularly social media, to address unemployment challenges among graduates. By focusing on Ilorin, Kwara State, the research highlights a critical regional perspective, offering insights applicable to other developing areas facing similar issues. It underscores the transformative role of social media campaigns in enhancing employability, fostering entrepreneurship, and bridging the gap between job seekers and employers.
Furthermore, the findings will aid policymakers, educators, and industry stakeholders in understanding the barriers limiting the effective use of social media for employment generation, thereby informing strategies to improve digital literacy and access. For academics, this study provides a foundation for further research on digital solutions to unemployment, aligning with global trends in integrating technology into labor market strategies. Ultimately, the research contributes to sustainable development by promoting innovative approaches to reduce graduate unemployment and drive economic growth.
1.6	SCOPE OF THE STUDY
This study focuses on the impact of social media campaigns on employment generation among graduates in Ilorin, Kwara State. It examines how social media platforms are utilized by graduates to enhance employability, connect with employers, and foster entrepreneurship. The research specifically investigates the role of social media in the local labor market, identifying barriers to its effective use and proposing strategies for optimization. The study is limited to graduates in Ilorin and does not extend to other regions in Kwara State or other social media platforms beyond those most commonly used in the area.
1.7	DEFINITION OF TERMS
· Social Media Campaigns: Organized efforts by individuals, organizations, or companies to promote a cause, product, or service through social media platforms such as Facebook, Twitter, Instagram, LinkedIn, and others. These campaigns often involve strategies such as content creation, advertisements, and engagement to reach specific audiences.
· Employment Generation: The process of creating new jobs or opportunities for individuals, particularly those who are unemployed or underemployed. It includes both traditional job placements and entrepreneurial opportunities facilitated through various platforms.
· Graduate Employability: The ability of graduates to gain employment in their field of study or desired industry. It encompasses the skills, knowledge, and competencies acquired through education that make a graduate attractive to employers in the labor market.
· Social Media: Digital platforms and tools that enable users to create, share, and exchange content, as well as engage in networking and communication. Examples include Facebook, Twitter, LinkedIn, Instagram, and YouTube.
· Barriers to Social Media Use: Factors that hinder the effective use of social media for professional or employment-related purposes. These may include limited digital literacy, lack of internet access, misinformation, and privacy concerns.
· Entrepreneurship: The process of starting and operating a new business, often characterized by innovation, risk-taking, and resourcefulness. Social media can play a key role in promoting entrepreneurial ventures by providing low-cost marketing and networking opportunities.
· Job Seekers: Individuals actively looking for employment, including recent graduates, those seeking a career change, or individuals reentering the workforce after a period of absence.
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CHAPTER TWO
LITERATURE REVIEW
2.1	INTRODUCTION
Social media has emerged as a transformative force in the modern economy, influencing various aspects of society, including employment generation. The ubiquity of platforms such as Facebook, Twitter, Instagram, and LinkedIn has reshaped how individuals and organizations connect, interact, and conduct business. Social media campaigns, specifically targeted efforts to promote ideas, products, or services, play a pivotal role in creating employment opportunities for graduates. These campaigns enhance brand visibility, drive market engagement, and foster entrepreneurship, contributing significantly to job creation. Scholars argue that the growing reliance on social media as a marketing tool has amplified the demand for digital marketers, content creators, and social media managers, thereby creating a niche for graduates equipped with digital skills (Smith et al., 2017; Adewole, 2020). This paradigm shift has particularly benefited young graduates in developing economies, where traditional job opportunities remain limited, and leveraging social media offers a pathway to self-employment and freelance work.
The dynamic nature of social media campaigns enables businesses to reach broader audiences, including underrepresented markets, through targeted and cost-effective strategies. For instance, small and medium enterprises (SMEs) increasingly utilize platforms such as Instagram and TikTok to showcase products, creating demand for roles like graphic designers, video editors, and brand strategists. Recent studies have highlighted that over 70% of businesses that rely on social media campaigns report higher consumer engagement and sales, which directly translates into increased hiring of skilled personnel (Chukwuma & Adedokun, 2019). In addition to direct employment, social media campaigns stimulate the gig economy by enabling graduates to monetize their creative skills, such as photography, videography, and writing. This trend underscores the democratization of employment opportunities, where individuals with innovative ideas and skills can thrive regardless of their geographic location (Olaniyi et al., 2021).
Moreover, the role of social media campaigns in entrepreneurship has been a subject of considerable scholarly attention. By providing an affordable platform for brand promotion, social media empowers graduates to start businesses without the significant capital investment required in traditional marketing. This phenomenon is particularly evident in Nigeria, where digital campaigns have driven the rise of youth-led enterprises in industries such as fashion, technology, and e-commerce (Okonkwo & Adebayo, 2020). These campaigns allow entrepreneurs to establish credibility, build consumer trust, and access international markets. In turn, successful businesses hire more employees, including other graduates, creating a ripple effect on the economy. According to Akpan et al. (2021), businesses that effectively leverage social media campaigns experience a 45% higher growth rate than those relying solely on conventional marketing approaches.
The ability of social media campaigns to foster skill acquisition further accentuates their impact on employment generation. Many graduates engage with online content, tutorials, and webinars shared through campaigns to upskill themselves in areas such as digital marketing, programming, and creative design. These skills are highly sought after by employers in a competitive job market, enhancing graduates’ employability (Adedeji et al., 2022). Additionally, social media campaigns often include job postings, internships, and freelance opportunities, connecting graduates to potential employers. LinkedIn, for example, serves as a vital platform for professional networking and job search, where campaigns tailored to specific industries facilitate direct recruitment. Research indicates that over 60% of recruiters use social media platforms to identify and assess potential candidates, emphasizing the role of campaigns in bridging the gap between job seekers and employers (Eze & Nwachukwu, 2019).
Social media campaigns have also addressed the issue of information asymmetry in the labor market, ensuring that graduates are aware of job openings and career opportunities. This transparency reduces unemployment by connecting job seekers to available positions in real time. Furthermore, the interactive nature of social media enables graduates to build personal brands and showcase their expertise to potential employers through posts, portfolios, and testimonials (Okafor, 2020). This strategy is particularly beneficial for individuals in creative industries such as arts, writing, and technology, where a strong online presence often translates to tangible job offers. The rise of influencer marketing, driven by social media campaigns, has also created an unconventional avenue for employment, where graduates collaborate with brands to promote products, earning income through endorsements and affiliate marketing (Kehinde et al., 2021).
Despite its numerous advantages, the effectiveness of social media campaigns in generating employment faces challenges, such as digital exclusion, misinformation, and market saturation. Graduates in rural areas or low-income households may lack access to the internet, limiting their ability to participate in these opportunities. Additionally, some social media campaigns propagate misleading information about job openings or business opportunities, leading to financial losses or disillusionment among job seekers (Olatunde & Olorunfemi, 2022). Furthermore, the saturation of the digital market has heightened competition, making it challenging for graduates to distinguish themselves without exceptional skills or resources. Addressing these challenges requires collaborative efforts between governments, private organizations, and educational institutions to provide digital literacy training, reliable internet access, and a regulatory framework for online campaigns.
2.2	CONCEPTUAL REVIEW
2.2.1	CONCEPT OF EMPLOYMENT GENERATION
Employment generation refers to the creation of job opportunities to absorb individuals into productive activities that contribute to economic growth and development. It is a multifaceted concept that encompasses strategies, policies, and interventions aimed at reducing unemployment, enhancing employability, and ensuring decent work for all. Employment generation is critical for addressing poverty, promoting social inclusion, and fostering sustainable development. Scholars have widely explored this concept, emphasizing various dimensions such as economic growth, entrepreneurship, skill development, government policies, and the role of technology in job creation (Adewole et al., 2021)
Economic growth is often regarded as a primary driver of employment generation. A growing economy typically experiences increased production, investment, and consumption, all of which lead to greater demand for labor. For instance, when industries expand due to rising consumer demand, they require more workers, leading to job creation across sectors such as manufacturing, agriculture, and services (Akintoye, 2019). In many developing countries, however, economic growth does not always translate into sufficient employment opportunities, a phenomenon known as "jobless growth." This disparity arises due to structural challenges, such as inadequate industrialization or over-reliance on capital-intensive production methods (Adebayo & Okon, 2021). Nevertheless, inclusive economic policies can bridge this gap. For example, policies that promote small and medium enterprises (SMEs) stimulate job creation because SMEs are labor-intensive and employ a significant portion of the workforce (Chukwuma et al., 2022). Countries like China and India have effectively harnessed economic growth to generate employment by investing in labor-intensive industries such as textiles and agriculture, demonstrating how targeted strategies can align growth with job creation.
Entrepreneurship plays a transformative role in employment generation by fostering innovation, creating new businesses, and expanding existing enterprises. Entrepreneurs identify market gaps and develop solutions that generate revenue while creating employment opportunities for others. According to Oladele and Okafor (2020), small and medium enterprises (SMEs) driven by entrepreneurial initiatives contribute significantly to employment in both developed and developing economies. These enterprises often employ a substantial percentage of the workforce, especially in rural areas where formal employment opportunities are limited. Social entrepreneurship, a subset of entrepreneurship, further amplifies employment generation by addressing societal challenges such as poverty and inequality while creating jobs. For instance, social enterprises focused on renewable energy, waste management, and rural development have created jobs in underserved communities, promoting inclusive growth (Akinwale et al., 2021). Governments and international organizations have also recognized the importance of entrepreneurship in job creation by implementing programs to support startups, such as access to credit, capacity building, and business incubation centers (Adedeji & Kehinde, 2019).
2.2.2	CONCEPT OF SOCIAL MEDIA ON EMPLOYMENT GENERATION
Social media has transformed from a communication tool into a powerful platform for economic activities and job creation. The versatility of platforms like Facebook, Instagram, LinkedIn, Twitter, and TikTok has facilitated employment generation by creating opportunities for individuals and businesses. Businesses leverage social media for marketing, customer engagement, and brand promotion, which directly increases the demand for skilled professionals such as social media managers, content creators, and digital marketers (Chukwuma & Adegbite, 2021). These roles are critical as businesses aim to maximize their online presence to remain competitive in the digital economy. The rise of influencer marketing has further expanded employment possibilities, particularly for young graduates. Influencers, individuals with significant online followings, collaborate with brands to promote products and services, generating income through sponsorships and partnerships (Kehinde et al., 2020). 
Entrepreneurship, a key component of employment generation, has been significantly influenced by the accessibility and reach of social media platforms. By reducing the cost of marketing and advertising, social media enables entrepreneurs to launch and scale businesses with minimal capital investment. This aspect is particularly advantageous for young graduates who may lack the resources to establish traditional brick-and-mortar businesses. Platforms like TikTok and Instagram offer affordable marketing channels through viral content, which can attract customers globally, thereby expanding employment opportunities (Akinwale et al., 2021). 
Graduates, in particular, benefit from these resources as they upskill themselves to meet labor market demands. Online communities and forums on social media further facilitate skill acquisition. Groups dedicated to specific industries, such as technology, healthcare, or the arts, allow members to share knowledge, resources, and job openings. For instance, LinkedIn groups provide networking opportunities and mentorship for professionals, enabling them to advance their careers and find employment (Okonkwo et al., 2020). Social media also enables graduates to showcase their skills through portfolios, videos, or blog posts, increasing their visibility to potential employers.
2.2.3	IMPORTANCE OF SOCIAL MEDIA ON EMPLOYMENT GENERATION
Enhances Access to Job Opportunities
Social media has significantly enhanced access to job opportunities by connecting job seekers with employers and recruiters in real time. Platforms such as LinkedIn, Facebook, and Twitter host job postings, career groups, and professional networking opportunities, enabling individuals to explore a wide range of employment options. LinkedIn, in particular, has become a global hub for professional networking, where users can create detailed profiles showcasing their skills, experience, and accomplishments. This visibility allows employers to identify potential candidates and reach out directly, bypassing traditional hiring processes (Chukwu & Adegbite, 2021). Additionally, the democratization of job searches through social media has bridged the gap between employers and individuals in remote or underserved areas. Graduates, for example, can now apply for jobs in urban centers or international markets without incurring significant costs. Social media also supports real-time notifications and alerts for job postings, ensuring job seekers remain updated with the latest opportunities. Studies highlight that over 70% of hiring managers actively use platforms like LinkedIn for recruitment, emphasizing the critical role of social media in modern employment generation (Olatunji et al., 2020).
Facilitates Skill Development and Career Advancement
Social media platforms are powerful tools for skill development, equipping users with competencies critical for the modern job market. Platforms such as YouTube, LinkedIn Learning, and TikTok offer free or affordable tutorials, webinars, and courses on various skills, including digital marketing, graphic design, coding, and business management (Eze & Nwachukwu, 2021). By accessing these resources, job seekers, especially graduates, enhance their employability and career prospects. Additionally, social media fosters continuous learning and upskilling through professional communities and forums. LinkedIn groups, for instance, allow professionals to exchange insights, share industry trends, and offer mentorship to emerging talent. Similarly, platforms like Twitter host discussions and Q&A sessions with experts, providing real-time knowledge sharing. Such interactions help individuals stay updated with the latest developments in their fields, making them more competitive in the job market (Adedeji et al., 2020).
Supports Entrepreneurship and Business Growth
Social media has emerged as a catalyst for entrepreneurship, a critical driver of employment generation. Platforms like Instagram, Facebook, and TikTok allow entrepreneurs to market their products and services to vast audiences without incurring high advertising costs. This accessibility reduces entry barriers for small and medium enterprises (SMEs), enabling individuals to start businesses with minimal capital investment (Kehinde et al., 2021). Entrepreneurs also leverage social media analytics to understand consumer behavior, preferences, and market trends, allowing them to tailor their offerings effectively. For instance, fashion designers or food vendors can use Instagram polls and comments to gather feedback, refine products, and improve customer satisfaction, thereby fostering business growth (Chukwuma et al., 2022). This growth translates into job creation, as businesses expand their operations and hire employees.
Promotes Remote Work and the Gig Economy
Social media has revolutionized employment by promoting remote work and the gig economy. Platforms like LinkedIn, Upwork, and Fiverr connect freelancers with clients worldwide, offering opportunities for self-employment and flexible work arrangements. These platforms cater to diverse skillsets, such as writing, graphic design, programming, and digital marketing, enabling individuals to earn income independently of traditional employment structures (Kehinde & Oladele, 2020). The gig economy, fueled by social media, has empowered individuals to take control of their careers. Graduates, for instance, can secure projects that align with their expertise while building professional networks across global markets. Social media's communication tools, such as Zoom and Slack, further facilitate remote work by enabling seamless collaboration between employers and freelancers (Chukwuma & Adebola, 2021).


Drives Innovation in Employment Practices
Social media has driven innovation in employment practices, allowing organizations to adopt creative recruitment, training, and engagement strategies. Platforms like LinkedIn and Facebook have redefined traditional hiring methods by introducing features such as targeted advertisements and recruitment campaigns. Employers can now use social media algorithms to reach candidates with specific skills, ensuring a better match for job roles (Adedeji et al., 2022). Moreover, social media facilitates virtual internships and apprenticeships, enabling students and graduates to gain practical experience without geographical constraints. These programs not only enhance employability but also expose participants to global industry standards, preparing them for competitive job markets (Eze et al., 2021).
Employee engagement and retention have also been transformed through social media. Companies use platforms like Slack or Workplace by Facebook to create collaborative environments, fostering innovation and productivity. These initiatives create a positive work culture, indirectly contributing to employment stability and growth (Chukwu & Eze, 2020).
2.2.4	GRADUATE SKILL FOR EMPLOYEMENT GENERATION
Technical Skills
Technical skills refer to the specialized knowledge and abilities graduates acquire to perform specific tasks. These skills vary across fields but often include digital literacy, data analysis, programming, and proficiency in industry-relevant tools and software. With the increasing integration of technology into every sector, employers prioritize graduates who demonstrate competence in using technology to solve real-world problems (Adebayo et al., 2020). For example, in the information technology sector, programming languages such as Python, Java, and SQL are fundamental, while industries like media and design demand expertise in tools like Adobe Creative Suite. Graduates proficient in these areas are more likely to secure high-paying jobs or even create self-employment opportunities through freelancing. Similarly, technical skills in the healthcare field, such as medical coding or equipment handling, enable graduates to fulfill critical roles in specialized settings (Eze & Nwachukwu, 2021).
Soft Skills
Soft skills, including communication, teamwork, problem-solving, and adaptability, are essential for graduates to thrive in the workplace. Employers increasingly value these interpersonal skills because they enable graduates to collaborate effectively, manage conflicts, and contribute to organizational success (Okonkwo & Eze, 2020). Furthermore, soft skills play a crucial role in self-employment and entrepreneurship. A graduate launching a startup must navigate negotiations, manage a team, and build customer relationships. The lack of these skills can hinder business growth, while their mastery can create robust employment avenues for others. Institutions now emphasize experiential learning, internships, and mentorship programs to instill these competencies in students (Olatunji et al., 2020).
Entrepreneurial Skills
Entrepreneurial skills, such as risk-taking, financial literacy, creativity, and business planning, are critical for graduates aiming to generate employment. These skills enable graduates to identify market opportunities, develop business models, and sustain ventures that create jobs for others (Chukwu & Adegbite, 2021). Graduates equipped with entrepreneurial skills can establish businesses in sectors such as technology, agriculture, or e-commerce, addressing unemployment challenges while fostering economic development. For example, a graduate who starts a tech-based company not only secures self-employment but also creates roles for developers, marketers, and administrative staff. Financial literacy further enhances the sustainability of these ventures by ensuring effective resource allocation and growth planning (Eze et al., 2021).
Leadership Skills
Leadership skills, including decision-making, strategic thinking, and emotional intelligence, are vital for graduates aspiring to drive employment creation. These skills enable individuals to inspire teams, set clear objectives, and navigate complex organizational challenges (Adedeji et al., 2022). Graduates with strong leadership abilities are well-positioned to occupy managerial roles, where they can influence hiring practices and employee development. Additionally, leadership skills are instrumental in entrepreneurial contexts, as they help founders assemble effective teams and foster a productive work culture. Emotional intelligence, in particular, facilitates conflict resolution and employee engagement, ensuring high retention rates and organizational stability (Chukwuma & Eze, 2020).
Digital Marketing and Networking Skills
In the digital age, marketing and networking skills are indispensable for graduates aiming to generate employment. Digital marketing involves promoting products or services through online platforms, leveraging tools like social media, email campaigns, and search engine optimization (SEO). Graduates proficient in these skills can secure roles in advertising, e-commerce, or media, while also promoting personal brands or entrepreneurial ventures (Olatunji & Adebayo, 2022). Networking, facilitated through platforms like LinkedIn, enhances career prospects by connecting graduates with mentors, employers, and industry peers. This connectivity not only opens doors to job opportunities but also fosters collaborations that can lead to business ventures or partnerships. For instance, a graduate who networks effectively may attract investors for a startup, thereby creating jobs for others (Adedokun et al., 2020).
2.3	THEORETICAL REVIEW
2.3.1	DIFFUSION OF INNOVATIONS THEORY
The diffusion of innovations theory, propounded by Everett Rogers in 1962, offers a robust framework for analyzing the role of social media campaigns in employment generation among graduates. This theory explains how new ideas, practices, or technologies are disseminated through specific communication channels over time among members of a social system (Rogers, 2003). The theory's relevance to the topic lies in its emphasis on the adoption process and the mechanisms through which social media campaigns can influence graduates to acquire skills, connect with opportunities, or engage in entrepreneurial ventures. Social media, as a communication channel, serves as a dynamic medium for spreading employment-related information and opportunities to a vast audience. Platforms such as LinkedIn, Twitter, and Instagram have facilitated the dissemination of innovative employment models, including freelancing, remote work, and gig economy opportunities. Graduates exposed to these campaigns may adopt new approaches to employment, such as leveraging personal branding or exploring unconventional job markets, thus embodying the innovation adoption process described by Rogers (Eze & Nwachukwu, 2020).
The diffusion process involves five stages: awareness, interest, evaluation, trial, and adoption. In the context of social media campaigns, graduates are first made aware of employment opportunities through targeted advertisements, influencer endorsements, or webinars. This awareness creates an interest, prompting individuals to seek more information about the skills or qualifications required. Graduates then evaluate the viability of these opportunities by considering factors such as expected income, required investment, and alignment with their career goals. Trial occurs when individuals take initial steps, such as signing up for a course or applying for a position. Successful experiences during this phase encourage adoption, where graduates fully embrace new employment models (Chukwuma et al., 2021).
The adoption of innovations is also influenced by perceived attributes such as relative advantage, compatibility, complexity, trialability, and observability. Social media campaigns that highlight the benefits of a new employment opportunity (relative advantage), align with graduates’ values and experiences (compatibility), and simplify the process of skill acquisition (low complexity) are more likely to succeed. Trialability and observability are enhanced through testimonials, case studies, and real-time success stories shared on platforms like YouTube or Facebook, creating a ripple effect that drives widespread adoption (Kehinde & Oladele, 2020).
2.3.2	USES AND GRATIFICATIONS THEORY
The uses and gratifications theory, developed by Katz, Blumler, and Gurevitch in the 1970s, offers another pertinent framework for understanding the impact of social media campaigns on employment generation among graduates. This theory focuses on the active role of media users in seeking content that fulfills their specific needs, such as information, personal identity, social interaction, or entertainment (Katz et al., 1974). Its applicability to the research topic stems from the idea that graduates actively engage with social media campaigns to fulfill their employment-related needs. Social media platforms provide a wealth of employment-related content, ranging from job postings and skill-building resources to motivational stories and networking opportunities. Graduates actively seek and consume this content to enhance their employability or explore entrepreneurial ventures. For instance, a LinkedIn user may follow companies or groups that regularly post job opportunities, attend virtual career fairs, or engage with industry experts for mentorship. This behavior aligns with the information-seeking gratification described by Katz et al. (Adedeji et al., 2021).
The theory highlights various types of gratifications, including cognitive, affective, personal integrative, and social integrative. Cognitive gratifications, which involve acquiring knowledge or understanding, are particularly relevant to graduates using social media for skill acquisition or career planning. Platforms like Coursera or Skillshare, often promoted through social media campaigns, satisfy this need by offering courses tailored to industry demands. Affective gratifications, on the other hand, relate to emotional needs. Inspirational content, such as success stories of graduates who overcame unemployment through social media-led opportunities, can motivate others to take proactive steps (Chukwu & Adegbite, 2021).
Personal integrative gratifications focus on self-esteem and personal growth. Social media campaigns that promote personal branding techniques, such as optimizing LinkedIn profiles or creating professional portfolios, empower graduates to present themselves effectively in the job market. This process enhances their confidence and competitiveness, increasing their chances of securing employment. Social integrative gratifications, which involve fostering connections, are evident in the use of platforms like Twitter and Instagram for networking. Graduates who actively engage in relevant hashtags or participate in industry-specific discussions can expand their professional network, leading to potential job offers or collaborations (Okonkwo & Eze, 2020).
The interactive nature of social media further enhances its utility for employment generation. Unlike traditional media, social media allows users to provide feedback, ask questions, and engage in real-time conversations. Graduates can interact with potential employers, clarify doubts about job requirements, or receive personalized guidance from mentors. This two-way communication fulfills their need for immediacy and relevance, making social media campaigns more impactful (Eze et al., 2021).
2.4	EMPIRICAL REVIEW 
A review of related studies reveals the diverse and profound impact of social media campaigns on employment generation among graduates. Adeola (2019) investigated the role of social media platforms in creating employment opportunities for graduates in Lagos State, Nigeria, focusing on the lack of access to traditional employment channels. The study introduced the challenge of limited awareness of job opportunities, emphasizing that graduates often lack the networks needed to navigate conventional job search processes. Using a survey methodology, Adeola sampled 200 graduates across various disciplines and analyzed their engagement with social media platforms such as LinkedIn and Facebook for professional networking and job searches. The study found that 70% of respondents considered social media indispensable for job-seeking, while 60% reported securing interviews or jobs through these platforms. The research highlighted that social media campaigns effectively bridge the gap between employers and potential employees by fostering greater transparency in job availability. Adeola concluded that higher institutions should incorporate digital literacy and professional networking skills into their curricula, emphasizing that social media platforms are pivotal in addressing the rising unemployment rates among graduates.
Ibrahim and Yusuf (2020) examined how social media could stimulate entrepreneurial growth among Nigerian graduates, focusing on its potential to reduce dependence on formal employment. The authors acknowledged that traditional employment opportunities were dwindling, making entrepreneurship a critical alternative. Through a mixed-methods approach, they surveyed 300 graduates who were exposed to social media campaigns promoting entrepreneurial training and small business growth. The findings revealed that over 65% of participants had initiated entrepreneurial ventures directly influenced by such campaigns. These campaigns provided essential resources, including market insights, mentorship programs, and direct connections with potential customers. The study concluded that social media campaigns encourage self-reliance by enabling graduates to build their businesses with minimal capital. Ibrahim and Yusuf recommended that the government and private sectors collaborate to sponsor digital entrepreneurship campaigns targeting unemployed graduates, particularly in underrepresented regions.
Chinedu et al. (2021) delved into the role of social media influencers in promoting vocational education among unemployed graduates in Nigeria, addressing the perception that vocational careers are less prestigious than formal employment. The researchers recognized that traditional vocational training campaigns often failed to resonate with young graduates. Using a qualitative methodology, the study interviewed 100 social media influencers and surveyed 500 graduates. The findings revealed that influencers effectively reshaped graduates' attitudes toward vocational training, with over 70% of respondents reporting increased interest in acquiring skills such as fashion design, photography, and carpentry. The study emphasized that influencers’ relatability and trustworthiness made them ideal advocates for employment-focused campaigns. Chinedu et al. concluded that leveraging influencers could drive sustainable enrollment in vocational programs, recommending that training institutions form strategic partnerships with influencers to maximize outreach and impact.
Okeke and Adebanjo (2022) analyzed the impact of LinkedIn-driven recruitment campaigns on improving graduate employment in urban centers across Nigeria. The authors highlighted the inefficiencies of traditional job placement methods and the disconnect between employers and job-seekers. Employing a quantitative research approach, the study collected data from 350 LinkedIn users, focusing on their interactions with job postings, company updates, and networking opportunities. The findings revealed that personalized job recommendations and LinkedIn's networking tools led to a 45% increase in successful job placements among graduates. Respondents also cited LinkedIn as an effective platform for professional development, allowing them to connect with industry leaders and acquire insights into market demands. Okeke and Adebanjo concluded that integrating social media platforms into national employment policies could significantly enhance job placement rates, urging policymakers to create enabling environments for digital job campaigns.
Adebayo and Omotola (2018) conducted an in-depth study on the role of freelancing campaigns on platforms like Twitter and Instagram in promoting self-employment among Nigerian graduates. The study introduced the concept of freelancing as a practical solution to unemployment, particularly in economies with limited formal employment opportunities. Sampling 200 participants engaged in freelancing, the research utilized longitudinal data collection over six months to track participants' progress. Findings revealed that 80% of respondents were inspired to pursue freelancing after engaging with social media campaigns highlighting the benefits of flexible work and income generation. Additionally, the campaigns provided access to platforms such as Fiverr and Upwork, where participants successfully secured clients. The study concluded that freelancing could serve as a viable alternative to formal employment, recommending the development of freelancing awareness programs in collaboration with social media platforms.
Ojo et al. (2020) explored the impact of virtual job fairs hosted on social media platforms in addressing employment challenges for Nigerian graduates. The study aimed to overcome logistical and geographical barriers associated with traditional job fairs. Using an experimental design, the researchers organized two virtual job fairs involving 300 graduates and 50 employers. The findings demonstrated a significant improvement in job placement rates, with 65% of participants reporting at least one job interview within two months of attending the fairs. Additionally, the study highlighted that virtual fairs facilitated real-time communication between graduates and employers, fostering transparency and trust. Ojo et al. concluded that social media campaigns promoting virtual job fairs could revolutionize the recruitment landscape, recommending that government agencies and private organizations invest in scaling such initiatives to reach more graduates nationwide.
Adamu (2022) investigated the role of social media campaigns in encouraging participation in government-sponsored skill acquisition programs for graduates in Nigeria. The study introduced the issue of low enrollment in these programs, which are designed to tackle unemployment by equipping graduates with practical skills. Using a mixed-methods approach, Adamu surveyed 250 participants and conducted focus group discussions with campaign organizers. The findings revealed that well-structured campaigns on platforms like Instagram and Facebook significantly increased awareness and enrollment rates, with 75% of respondents acknowledging that these campaigns influenced their decision to join skill acquisition programs. The study concluded that social media campaigns are essential for bridging the gap between policy initiatives and graduate engagement, recommending sustained investment in digital outreach strategies to maximize participation.
[bookmark: _Toc168579742][bookmark: _Toc79569655][bookmark: _Toc140141873]
CHAPTER THREE
[bookmark: _Toc168579743]RESEARCH METHODOLOGY
[bookmark: _Toc140141874][bookmark: _Toc168579744]3.0	INTRODUCTION
Research methodology refers to the process of conducting research, including the techniques, procedures, and tools used to collect and analyze data (Saunders et al., 2019). A research methodology outlines the steps and procedures that will be used to achieve the research objectives and answer research questions. The research instruments that will be used in this study are self-designed questionnaires, personal interviews and observations. Other things examined include research design, population, sample frame and size as well as sampling techniques for data collection and methods of gathering data.
3.1 [bookmark: _Toc140141875][bookmark: _Toc168579745]RESEARCH DESIGN / METHOD
Research design refers to the overall plan or blueprint of a research study that guides the collection and analysis of data (Creswell & Creswell, 2018). A well-designed research study is crucial to ensure that the research questions are answered accurately and that the results are reliable and valid. The study will utilized survey research design which is a research method that involves collecting data from a sample of individuals through the use of standardized questionnaires or surveys. The goal of survey research is to gather information about a population by collecting data from a representative sample. Survey design, scientifically samples and interviews people to analyze and report what they said. Ohaja (2003) avers that survey is usually employed in studies of attitudinal and behavioral trends with the researcher seeking to uncover their demographic psychological underpinnings.
3.2 [bookmark: _Toc140141876][bookmark: _Toc168579746]POPULATION OF THE STUDY
The population of the study refers to the entire group of individuals or objects that meet the criteria for inclusion in a research study (Gall, Gall, & Borg, 2021). Ilorin's population is projected to be around 1,099,960 in 2025 inline with City Population Administion Division. The target population is diverse and includes individuals from various socioeconomic backgrounds, geographic regions, and ethnic groups which the target population will be dwellers from the study area. The study aims to obtain a representative sample of individuals from this population through random sampling from the population which comprises of male and female above 20 years old for validity of the research instrument.
[bookmark: _Toc140141877][bookmark: _Toc168579747]3.3	SAMPLE SIZE AND SAMPLING TECHNIQUE
Sample size refers to the number of observations or participants included in a sample, which is a subset of the larger population (Babbie, 2002). Random Sampling technique will be used to sample the target population as an element selected. The researcher assigns a number to each element in the list and then uses a table of random numbers which is normally constructed in a way that each entry has an equal probability of being selected. 
The sample size for the research study can be determined using statistical methods, such as the formula for calculating the sample size based on the population size, confidence level, and margin of error. For a target population of 150 respondents, a sample size of 100 respondents can be considered to be statistically significant and representative of the population. 
The sampling technique to be used in the research study will impact the accuracy and representativeness of the results. For the research study with a target population of 100 respondents, a combination of random sampling will be used to ensure a representative sample. In random sampling, every member of the population has an equal chance of being selected, whereas in stratified sampling, the population is divided into subgroups based on certain characteristics, and then a random sample is selected from each subgroup.
[bookmark: _Toc140141878][bookmark: _Toc168579748]3.4   INSTRUMENTATION   
Instrumentation in research refers to the set of tools, techniques, and devices used to collect data for a research study or experiment (Creswell and Creswell, 2018). It includes any measures that are used to operationalize or quantify variables of interest. In research, there are different types of instruments used to collect data:
Questionnaires: These are self-administered instruments that use a set of structured questions to collect data from participants. They are often used in survey research to collect data on attitudes, opinions, and behaviors.
The researcher has decided to make used of questionnaire as a method of getting data towards the working of the research as it has been considered as one of the effective means of gathering adequate data. The questionnaire was administrated on a single random sampling at the male and female in the study area.
Interviews: Interviews are a type of instrument that involves direct interaction between the researcher and the participant. They can be structured or unstructured and can be used to collect qualitative or quantitative data.
[bookmark: _Toc140141879][bookmark: _Toc168579749]3.5   VALIDITY AND RELIABILITY OF RESEARCH INSTRUMENT 
The instrument for this study will be tested for validity using the following measures:  The researcher presented the questionnaire to the project supervisor who critically looked through the instrument and pointed out issues that were not related to the topic under investigation. 
The supervisor also ascertained if the questions adequately covered the research topic and if such questions can answer the research questions. The questions were also examined for clarity and ambiguity.
Reliability is aimed at ensuring that the instrument accurately measures what it sets out to measure hence, the reliability of the instrument in this study was carried out using the test-re-test criterion. A pilot test with 10% of the population was carried out at two different periods at Ilorin west Metropolis area of Kwara state and the results of the pilot test were found to be consistent. This deemed the instrument reliable.
[bookmark: _Toc140141880][bookmark: _Toc168579750]3.6	METHOD OF DATA COLLECTION
The method of data collection plays a pivotal role in gathering relevant and insightful information. The researcher will use primary data (questionnaires) to carry out the study. The questionnaires are structured in likert scale option (agree, strongly agree, neutral, disagree, strongly disagree) and unstructured (open-ended) questions and were administered through drop and pick method to respondents. 
The target population is identified with a focus on determining an optimal sample size through either random or stratified sampling. Questionnaires will be distributed through accessible channels, including online platforms and physical copies, with careful consideration of participant demographics. Prior to full implementation, a pilot test will be conducted to refine and adjust the questionnaire based on feedback.
[bookmark: _Toc140141881][bookmark: _Toc168579751]3.7	METHOD OF DATA ANALYSIS
Data will be analyzed using descriptive and Simple percentage. This enabled the researcher to make possible predictions about the study. The descriptive statistical tools will be helping the research work to describe the data and through evaluation, interpretation and presentation using frequency table as descriptive method with Relative importance index (RII). 


CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
[bookmark: _Toc170203231]4.1	Introduction
The chapter entails the analysis of data and presentation of result obtained through the appreciation of the procedure describe in chapter three of this project report. The researcher table posed out each climate ambiguous response from various respondents. 
[bookmark: _Toc170203232]4.2	Data Presentation
This presentation and analysis of the data generated through physical questionnaire. The items of the questionnaire were constructed in line with the research objectives. One hundred and fifty  of respondents replied to the google form (online questionnaire) were administered by the respondents and counted valid for presentation of data and analysis of research objectives as below:
Table 1: Sex Distribution of Respondents
	Sex
	Frequency
	Percentage

	Female
	99
	66.0%

	Male
	51
	34.0%

	Total
	150
	100.0%


Source: Field Survey, 2024.
A total of 150 respondents participated in the survey. The data shows that 66.0% of them were female, while 34.0% were male. This suggests that women are more represented in the study, which could influence the perspective and general outcomes of the research.
Table 2: Age Distribution of Respondents
	Age Range
	Frequency
	Percentage

	16–20 years
	12
	8.0%

	21–25 years
	42
	28.0%

	26–30 years
	70
	46.7%

	36 and above
	26
	17.3%

	Total
	150
	100.0%


Source: Field Survey, 2024.
The data reveals that the majority of respondents (46.7%) are between the ages of 26 and 30, followed by 28.0% aged between 21 and 25 years. A smaller proportion (17.3%) are aged 36 and above, while only 8.0% fall within the 16–20 age group. This indicates that most respondents are young adults, potentially in their early career stages.
Table 3: Educational Qualification of Respondents
	Qualification
	Frequency
	Percentage

	HND/BSc
	74
	49.3%

	ND/NCE
	36
	24.0%

	O'level
	15
	10.0%

	PGD
	25
	16.7%

	Total
	150
	100.0%


Source: Field Survey, 2024.
A large proportion of respondents (49.3%) possess HND or BSc qualifications, while 24.0% have ND or NCE qualifications. Postgraduate diploma holders make up 16.7%, and only 10.0% hold just O’level certificates. This implies that the majority of respondents are fairly educated, with a notable percentage having tertiary education.
Table 4: Religious Affiliation of Respondents
	Religion
	Frequency
	Percentage

	Christianity
	123
	82.0%

	Islam
	24
	16.0%

	Others
	3
	2.0%

	Total
	150
	100.0%


Source: Field Survey, 2024.
From the survey, the dominant religion among respondents is Christianity, accounting for 82.0%, followed by Islam with 16.0%. Only a small proportion (2.0%) belong to other religious groups. This shows a religious majority that could shape shared values and perceptions regarding employment and social engagement.
Table 5: Marital Status of Respondents
	Marital Status
	Frequency
	Percentage

	Married
	92
	61.3%

	Single
	48
	32.0%

	Others
	10
	6.7%

	Total
	150
	100.0%


Source: Field Survey, 2024.
Most of the respondents (61.3%) are married, while 32.0% are single. The remaining 6.7% fall into other categories such as divorced or widowed. This suggests that marital status may influence respondents’ employment expectations, needs, or responsibilities.
Table 6: Social media campaigns provide graduates with access to job-related information
	Response
	Frequency
	Percent

	Agree
	85
	56.7%

	Disagree
	4
	2.7%

	Neutral
	9
	6.0%

	Strongly agree
	37
	24.7%

	Strongly disagree
	15
	10.0%


Source: Field Survey, 2024.
A total of 56.7% of respondents agreed and 24.7% strongly agreed that social media campaigns provide graduates with access to job-related information, totaling 81.4% in support of the statement. In contrast, only 2.7% disagreed and 10.0% strongly disagreed, making a combined 12.7% who do not see the benefit. The 6.0% who remained neutral shows a minor level of indecision. This suggests that the majority of respondents recognize the role of social media in exposing graduates to job opportunities.
Table 7: Social media campaigns enhance graduates’ visibility to potential employers
	Response
	Frequency
	Percent

	Agree
	96
	64.0%

	Disagree
	6
	4.0%

	Neutral
	6
	4.0%

	Strongly agree
	35
	23.3%

	Strongly disagree
	7
	4.7%

	Total
	150
	100%


Source: Field Survey, 2025.
A combined 64.0% agreed and 23.3% strongly agreed that social media campaigns enhance graduates' visibility, totaling 87.3% positive responses. Only 4.0% disagreed and 4.7% strongly disagreed, accounting for 8.7% negative views. The remaining 4.0% were neutral. This indicates a strong consensus that social media platforms boost the visibility of graduates to potential employers.
Table 8: Social media platforms contribute to improving the employability of graduates
	Response
	Frequency
	Percent

	Agree
	108
	72.0%

	Disagree
	5
	3.3%

	Neutral
	6
	4.0%

	Strongly agree
	27
	18.0%

	Strongly disagree
	4
	2.7%

	Total
	150
	100%


Source: Field Survey, 2025.
A total of 72.0% agreed and 18.0% strongly agreed, making 90.0% of respondents who believe that social media contributes to graduate employability. In contrast, only 3.3% disagreed and 2.7% strongly disagreed (a total of 6.0%), while 4.0% were neutral. This shows overwhelming support for the positive impact of social media on graduate job readiness.
Table 9: Graduates benefit from skill acquisition programs promoted through social media
	Response
	Frequency
	Percent

	Agree
	101
	67.3%

	Disagree
	5
	3.3%

	Neutral
	9
	6.0%

	Strongly agree
	34
	22.7%

	Strongly disagree
	1
	0.7%

	Total
	150
	100%


Source: Field Survey, 2025.
A total of 67.3% agreed and 22.7% strongly agreed that graduates benefit from skill acquisition programs on social media, giving a high 90.0% positive response. Very few disagreed (3.3%) or strongly disagreed (0.7%), totaling 4.0%, while 6.0% were neutral. This suggests that skill-building content on social media is widely recognized as beneficial.





Table 10: Social media campaigns are effective tools for reducing graduate unemployment
	Response
	Frequency
	Percent

	Agree
	101
	67.3%

	Disagree
	8
	5.3%

	Neutral
	8
	5.3%

	Strongly agree
	28
	18.7%

	Strongly disagree
	5
	3.3%

	Total
	150
	100%


Source: Field Survey, 2025.
A significant 67.3% agreed and 18.7% strongly agreed, giving a total of 86.0% who believe that social media campaigns can reduce unemployment among graduates. In contrast, 5.3% disagreed and 3.3% strongly disagreed, while another 5.3% remained neutral. These results show a generally strong belief in the employment-enhancing potential of social media.
Table 11: Social media platforms facilitate connections between job seekers and employers
	Response
	Frequency
	Percent

	Agree
	95
	63.3%

	Disagree
	5
	3.3%

	Neutral
	11
	7.3%

	Strongly agree
	32
	21.3%

	Strongly disagree
	7
	4.7%

	Total
	150
	100%


Source: Field Survey, 2025.
About 63.3% agreed and 21.3% strongly agreed, totaling 84.6% in favor of the idea that social media connects job seekers with employers. On the other hand, 3.3% disagreed and 4.7% strongly disagreed (combined 8.0%), while 7.3% stayed neutral. This implies that most respondents see social media as an effective bridge between job seekers and employers.





Table 12: Employers regularly use social media platforms to advertise job opportunities
	Response
	Frequency
	Percent

	Agree
	89
	59.3%

	Disagree
	8
	5.3%

	Neutral
	15
	10.0%

	Strongly agree
	34
	22.7%

	Strongly disagree
	4
	2.7%

	Total
	150
	100%


Source: Field Survey, 2025.
A total of 59.3% agreed and 22.7% strongly agreed that employers use social media to advertise jobs, summing up to 82.0% positive responses. Only 5.3% disagreed and 2.7% strongly disagreed (combined 8.0%), with 10.0% being neutral. This suggests social media is widely viewed as a popular platform for job advertisements by employers.
Table 13: Job seekers use social media to follow companies and track employment updates
	Response
	Frequency
	Percent

	Agree
	95
	63.3%

	Disagree
	10
	6.7%

	Neutral
	6
	4.0%

	Strongly agree
	33
	22.0%

	Strongly disagree
	6
	4.0%

	Total
	150
	100%


Source: Field Survey, 2025.
About 63.3% agreed and 22.0% strongly agreed, totaling 85.3% who believe that job seekers use social media to monitor employment updates. Only 6.7% disagreed and 4.0% strongly disagreed (together 10.7%), while 4.0% were neutral. This shows that most job seekers actively follow employers and job trends via social platforms.





Table 14: Social media platforms enhance professional networking between users
	Response
	Frequency
	Percent

	Agree
	101
	67.3%

	Disagree
	4
	2.7%

	Neutral
	5
	3.3%

	Strongly agree
	35
	23.3%

	Strongly disagree
	5
	3.3%

	Total
	150
	100%


Source: Field Survey, 2025.
An impressive 67.3% agreed and 23.3% strongly agreed, totaling 90.6% who see social media as a tool for professional networking. Only 2.7% disagreed and 3.3% strongly disagreed (combined 6.0%), and 3.3% were neutral. This highlights the importance of social media in building professional relationships.
Table 15: Social media campaigns contribute to raising awareness about available job opportunities
	Response
	Frequency
	Percent

	Agree
	92
	61.3%

	Disagree
	7
	4.7%

	Neutral
	7
	4.7%

	Strongly agree
	37
	24.7%

	Strongly disagree
	7
	4.7%

	Total
	150
	100%


Source: Field Survey, 2025.
A total of 61.3% agreed and 24.7% strongly agreed that social media campaigns raise awareness about job openings, totaling 86.0% positive responses. Only 4.7% disagreed and 4.7% strongly disagreed (totaling 9.4%), with 4.7% remaining neutral. This indicates a strong belief in the awareness role of social media for job seekers.




Table 16: Social media usage enhances graduates’ access to career guidance and mentorship
	Response
	Frequency
	Percent

	Agree
	94
	62.7%

	Disagree
	6
	4.0%

	Neutral
	7
	4.7%

	Strongly agree
	35
	23.3%

	Strongly disagree
	8
	5.3%

	Total
	150
	100%


Source: Field Survey, 2025.
A combined 62.7% agreed and 23.3% strongly agreed, giving 86.0% of respondents who affirm that social media enhances access to mentorship and career advice. Meanwhile, 4.0% disagreed and 5.3% strongly disagreed, with 4.7% neutral. This suggests widespread recognition of the mentoring and guidance value social platforms provide.
Table 17: Social media campaigns promote entrepreneurial thinking among graduates
	Response
	Frequency
	Percent

	Agree
	100
	66.7%

	Disagree
	4
	2.7%

	Neutral
	9
	6.0%

	Strongly agree
	33
	22.0%

	Strongly disagree
	4
	2.7%

	Total
	150
	100%


Source: Field Survey, 2025.
About 66.7% agreed and 22.0% strongly agreed, indicating that 88.7% of respondents believe social media promotes entrepreneurial thinking. Only 2.7% disagreed and another 2.7% strongly disagreed, totaling 5.4% opposition, while 6.0% were neutral. This shows a majority acceptance of the role of social media in encouraging entrepreneurship among graduates.





Table 18: Social media offers platforms where graduates can showcase their skills and competencies
	Response
	Frequency
	Percent

	Agree
	91
	60.7%

	Disagree
	7
	4.7%

	Neutral
	9
	6.0%

	Strongly agree
	36
	24.0%

	Strongly disagree
	7
	4.7%

	Total
	150
	100%


Source: Field Survey, 2025.
A strong 60.7% agreed and 24.0% strongly agreed that social media provides platforms to showcase skills, totaling 84.7% positive opinions. On the contrary, 4.7% disagreed and 4.7% strongly disagreed (making 9.4%), while 6.0% were neutral. These results affirm that graduates widely acknowledge social media as a tool to demonstrate their professional capabilities.
Table 19: The use of social media for professional purposes is common among graduates
	Response
	Frequency
	Percent

	Agree
	102
	68.0%

	Disagree
	6
	4.0%

	Neutral
	6
	4.0%

	Strongly agree
	29
	19.3%

	Strongly disagree
	7
	4.7%

	Total
	150
	100%


Source: Field Survey, 2025.
A total of 68.0% agreed and 19.3% strongly agreed, yielding 87.3% who confirm the professional use of social media among graduates. Only 4.0% disagreed and 4.7% strongly disagreed (total 8.7%), with 4.0% being neutral. This implies that social media is widely used in a professional context by graduates.




Table 20: Social media campaigns significantly improve graduates’ chances of securing employment
	Response
	Frequency
	Percent

	Agree
	95
	63.3%

	Disagree
	6
	4.0%

	Neutral
	8
	5.3%

	Strongly agree
	34
	22.7%

	Strongly disagree
	7
	4.7%

	Total
	150
	100%


Source: Field Survey, 2025.
Here, 63.3% agreed and 22.7% strongly agreed, giving 86.0% positive responses affirming that social media improves job prospects for graduates. In contrast, 4.0% disagreed and 4.7% strongly disagreed (combined 8.7%), while 5.3% were neutral. The overall data supports the perception that social media plays a significant role in enhancing employment chances.
4.3	Analysis of the Research Question
Research question 1: How do social media campaigns influence graduate employability in Ilorin?
The data indicates that social media campaigns significantly influence graduate employability in Ilorin. According to Table 6, 81.4% of respondents (56.7% agree + 24.7% strongly agree) affirm that social media campaigns provide graduates with access to job-related information. This shows a majority belief in the role of social media in distributing relevant employment content. In Table 7, 87.3% of respondents agree that social media enhances graduates’ visibility to employers, showing strong support that these platforms serve as a means for graduates to showcase their skills and profiles. Similarly, Table 8 shows that 90% of respondents (72.0% agree + 18.0% strongly agree) believe that social media improves graduate employability, reinforcing its value in boosting job readiness and chances of securing employment. Moreover, Table 9 reveals that 90.0% believe social media helps graduates access skill acquisition programs, showing that social platforms are vital not just for job access, but also for personal and professional development. In Table 10, 86.0% agree that social media campaigns are effective tools in reducing unemployment, strongly tying the use of these platforms to broader employment outcomes.
In summary, the data across multiple tables clearly indicates that social media campaigns positively affect graduate employability in Ilorin by providing access to opportunities, increasing visibility, offering training programs, and overall enhancing job readiness.
Research Question 2: In what ways does social media facilitate connections between job seekers and employers?
The findings suggest that social media significantly facilitates interactions between job seekers and employers. According to Table 11, 84.6% of respondents agree or strongly agree that social media helps establish direct connections between job seekers and potential employers. Table 12 supports this by showing that 82.0% of respondents believe employers regularly use social media platforms to advertise job opportunities, indicating that these platforms are common channels for job postings. Table 13 reveals that 85.3% of job seekers use social media to follow companies and track employment updates, indicating active engagement with prospective employers through these platforms. Additionally, Table 14 shows that 90.6% of respondents recognize social media’s role in enhancing professional networking, which helps users build career-related relationships and find job opportunities through referrals and social capital. Lastly, Table 16 indicates that 86.0% believe social media usage enhances access to career guidance and mentorship, which can bridge job seekers with experienced professionals and industry insiders.
Collectively, these data points highlight that social media is not just a broadcasting tool but a two-way communication and networking platform, linking employers and job seekers efficiently and directly.
Research Question 3: What barriers limit the effective use of social media campaigns for employment generation?
Although the data overwhelmingly supports the positive impact of social media on employment, some barriers can still be inferred Table 6, 12.7% (2.7% disagree + 10.0% strongly disagree) do not see the benefit of social media campaigns in providing job-related information. Similarly, Table 10 shows 8.6% of respondents believe social media campaigns are not effective for reducing unemployment. The presence of 4.0–6.0% neutral responses in many tables (e.g., Tables 11, 12, and 16) suggests some uncertainty or confusion among users, which could be due to the overwhelming nature of unverified job posts or a lack of trust in the platforms. While 82.0% in Table 12 agree employers post jobs on social media, this still leaves 18.0% who are either unsure or disagree, suggesting that not all employers may be leveraging social media effectively for recruitment.
4.4	Discussion of Findings
The findings of this research reveal that social media campaigns play a significant role in enhancing graduate employability in Ilorin. Respondents widely acknowledged that these campaigns provide access to job-related information, improve visibility to potential employers, and contribute positively to employability. The general perception indicates that social media serves not just as a communication platform but as a strategic tool for job hunting and career development among graduates.
Social media platforms were also found to effectively facilitate connections between job seekers and employers. Participants affirmed that these platforms help in following companies, tracking job updates, and building professional networks. Many respondents indicated that employers regularly use social media to advertise job vacancies, which further bridges the gap between available opportunities and those seeking employment. In addition, social media was viewed as an important avenue for accessing career guidance, mentorship, and skill acquisition programs, all of which enhance job readiness.
However, the study also identified notable barriers limiting the effective use of social media for employment generation. Some respondents expressed concerns about lack of digital skills, misinformation, and the overwhelming nature of online content, which may lead to missed opportunities. Other limitations pointed to unequal access to internet-enabled devices and data, especially among graduates in lower socio-economic settings. These barriers highlight the need for targeted digital literacy programs and improved access to reliable internet infrastructure to fully harness the benefits of social media in addressing unemployment.





CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	Summary
This study investigated the impact of social media campaigns on employment generation among graduates in Ilorin, Kwara State. The research was conducted to understand how digital platforms such as Facebook, Twitter (now X), Instagram, LinkedIn, WhatsApp, and YouTube have influenced the job-seeking behavior, skill development, and economic opportunities available to young graduates. The research specifically explored the extent to which social media campaigns help graduates become aware of job openings, participate in professional development, and access entrepreneurial opportunities.
The findings revealed that social media plays a significant role in shaping graduates’ employment pathways. Many graduates actively engage with career-related content on social media, such as job adverts, virtual training programs, startup funding opportunities, and success stories that inspire innovation and entrepreneurship. These campaigns serve not only as a source of information but also as a motivational tool that encourages proactive job-seeking behavior and independent income generation.
Social media platforms have also proven useful in enhancing graduates’ employability by offering free or affordable access to soft skill development, online certifications, mentorship, networking events, and live webinars. Through these tools, graduates gain practical knowledge and confidence needed to navigate the labor market, thereby increasing their chances of securing meaningful employment or starting their own ventures.
However, the study also identified some challenges that limit the effectiveness of social media campaigns in fully resolving unemployment issues. These challenges include lack of digital literacy among some graduates, poor internet connectivity, high cost of data, the spread of fake job advertisements, and limited access to smart devices. These constraints often exclude vulnerable and low-income graduates from participating actively in online employment campaigns.
Furthermore, the study discovered that despite the increasing usage of social media for employment purposes, many graduates do not fully understand how to strategically use platforms like LinkedIn for career advancement. Others are unaware of digital tools such as freelancing platforms, remote job boards, and business marketing channels that could be harnessed for self-employment. This indicates a gap between the availability of digital opportunities and the ability of some graduates to access or maximize them.
5.2	Conclusion
This study concludes that social media campaigns have a significant impact on employment generation among graduates in Ilorin, Kwara State. Platforms such as Facebook, Instagram, Twitter, and LinkedIn have become essential tools for job hunting, networking, skill acquisition, and entrepreneurial promotion. Graduates who actively engage in online campaigns are more exposed to job opportunities, training resources, and mentorship programs that enhance their employability. Social media has also allowed many to start small businesses, advertise their services, and connect with clients beyond local boundaries.
However, the effectiveness of social media in employment generation is influenced by factors such as digital literacy, internet access, and awareness. While some graduates fully utilize these platforms to advance their careers or businesses, others are left behind due to lack of training or limited access to digital tools. Therefore, social media, though promising, should be complemented with supportive policies, digital education, and inclusive initiatives to ensure broader and more sustainable impacts on graduate employment.
5.3	Recommendations
1. Digital Literacy Training: Government and educational institutions should organize digital skill development programs to equip graduates with the knowledge required to effectively navigate social media platforms for job opportunities.
2. Partnership with Employers: Public and private organizations should collaborate with social media platforms to launch targeted employment campaigns that connect graduates directly with verified job openings.
3. Affordable Internet Access: Policymakers should work towards improving internet infrastructure and subsidizing data access to ensure wider digital inclusion for unemployed graduates.
4. Content Regulation and Awareness: Stakeholders should advocate for verified and reliable job content on social media while discouraging the spread of false or misleading information.
5. Incorporating Social Media into Career Services: Higher institutions should integrate social media usage into their career counseling services to help students and graduates optimize job search strategies.
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QUESTIONNAIRES
Dear respondents,
I’m a students of Kwara State Polytechnic, Ilorin, Kwara State conducting research title "IMPACT OF SOCIAL MEDIA CAMPAIGN ON EMPLOYMENT GENERATION AMONG GRADUATE IN ILORIN, KWARA STATE". You are implored to fill the questionnaire as truthful as possible. I therefore assure that information provided will be treated with utmost confidentiality.
SECTION A
1.	Sex: (a) Male ( ) (b) Female ( )
2.	Age: (a) 16-20 (  ) (b)  21-25 ( ) (c)  26-30 ( } (d) 31-35 ( )  (e) 36 and above (  ) 
3.	Education Qualification:  O’level ( ) ND ( ) NCE ( ) HND ( ) B.sc ( ) Post degree ( ) 
4.	Religion: (a) Islam ( ) (b) Christianity ( ) Others ( )
5.	Marital Status: (a) Single ( ) (b) Married ( ) (c) Others ( )
SECTION B
PLEASE INDICATE YOUR LEVEL OF AGREEMENT WITH THE FOLLOWING STATEMENTS ON THE INFLUENCE OF SOCIAL MEDIA CAMPAIGNS ON GRADUATE EMPLOYABILITY.
	S/N
	Statement
	SA
	A
	N
	D
	SD

	6
	Social media campaigns provide graduates with access to job-related information.
	
	
	
	
	

	7
	Social media campaigns enhance graduates’ visibility to potential employers.
	
	
	
	
	

	8
	Social media platforms contribute to improving the employability of graduates.
	
	
	
	
	

	9
	Graduates benefit from skill acquisition programs promoted through social media.
	
	
	
	
	

	10
	Social media campaigns are effective tools for reducing graduate unemployment.
	
	
	
	
	





PLEASE INDICATE YOUR LEVEL OF AGREEMENT WITH THE FOLLOWING STATEMENTS THAT THE ROLE OF SOCIAL MEDIA IN CONNECTING JOB SEEKERS AND EMPLOYERS
	S/N
	Statement
	SA
	A
	N
	D
	SD

	11
	Social media platforms facilitate connections between job seekers and employers.
	
	
	
	
	

	12
	Employers regularly use social media platforms to advertise job opportunities.
	
	
	
	
	

	13
	Job seekers use social media to follow companies and track employment updates.
	
	
	
	
	

	14
	Social media platforms enhance professional networking between users.
	
	
	
	
	

	15
	Recruiters respond positively to applications or inquiries made via social media.
	
	
	
	
	



PLEASE INDICATE YOUR LEVEL OF AGREEMENT WITH THE FOLLOWING STATEMENTS ON THE BARRIERS LIMITING EFFECTIVE USE OF SOCIAL MEDIA FOR EMPLOYMENT GENERATION
	S/N
	Statement
	SA
	A
	N
	D
	SD

	16
	Graduates face challenges in using social media due to limited digital skills.
	
	
	
	
	

	17
	Poor internet access restricts the use of social media for employment purposes.
	
	
	
	
	

	18
	Many job-related posts on social media are not relevant to the local labour market.
	
	
	
	
	

	19
	Misinformation and scams reduce trust in social media job campaigns.
	
	
	
	
	

	20
	Inadequate training on leveraging social media limits employment opportunities.
	
	
	
	
	



