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ABSTRACT
This study investigates the perception, effectiveness, and extent of Facebook’s use as a tool for creating job opportunities in Ilorin West Local Government Area (L.G.A.), Kwara State, Nigeria, amidst rising unemployment and limited access to traditional job search methods. Employing a quantitative descriptive survey, data were collected from 100 purposively sampled Facebook users via a structured questionnaire administered through Google Forms and physical distribution. Grounded in the Uses and Gratifications Theory, the findings reveal that 97% of respondents use Facebook to search for or share job information, with 81% having applied for jobs found on the platform, primarily through advertisements (67%). While 60% perceive Facebook as effective and 65% note increased job opportunities, only 30% consider it reliable, with 75% citing concerns about misleading or fraudulent posts. Additionally, 55% rely on Facebook for job information, but only 40% view it as widely used for awareness, indicating moderate reach. Challenges include low reliability, fraudulent content, and uneven visibility. The study recommends educating job seekers on identifying credible posts, promoting verified job groups, partnering with Facebook for targeted campaigns, and introducing formalized job-matching tools. These findings underscore Facebook’s potential as a transformative job search platform while highlighting the need to address trust and accessibility barriers to enhance its impact in Ilorin West L.G.A..
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CHAPTER ONE
INTRODUCTION
1.1. Background of the Study
The rapid evolution of social networks over the last decade has drastically changed communication patterns and the way people interact, not just socially but also professionally. According to Nadkarni and Hofmann (2012), social networking sites (SNS) serve as tools for self-promotion and public relations. Initially, these platforms were primarily used for personal connections, but over time, they have been increasingly recognized for their professional utility. As platforms like Facebook have grown in popularity, they have also become key instruments in job searching and professional branding (Capua, 2012; Shohrowardhy et al., 2014). Facebook, in particular, is no longer limited to social interaction but has evolved into an informal tool for professional development, helping individuals showcase their talents, education, and career intentions (Van Hoye et al., 2009). This shift has positioned Facebook as a valuable tool for both job seekers and employers, offering a more dynamic method for career growth and recruitment (Brown & Vaughn, 2011).
In recent years, Facebook has transcended its origins as a social network and emerged as a key platform for business-related activities, including recruitment. Employers now utilize Facebook to search for suitable job candidates, evaluating their professional profiles and personal information to assess their compatibility with specific job roles (Ladkin & Buhalis, 2016). Social networks like Facebook enable employers to bypass traditional recruitment methods, such as newspaper advertisements, by directly engaging with potential employees through job postings and professional groups (Janta & Ladkin, 2013). For job seekers, Facebook offers a platform to project their professional image and enhance their job prospects by sharing educational qualifications, skills, and work experience in a public forum (Shohrowardhy et al., 2014). This use of social media as a job search tool has significantly altered the landscape of employment, particularly in the context of a rapidly digitalizing world.
Despite the increasing adoption of social media platforms in recruitment, the academic exploration of the use of these platforms for job seeking, especially in developing regions like Nigeria, remains limited. While there have been studies on the general use of social media for professional purposes (Brown & Vaughn, 2011; Van Hoye et al., 2009), there is a notable gap in research on how users in specific regions, such as Kwara State in Nigeria, perceive and utilize platforms like Facebook for job opportunities. This study seeks to address this gap by investigating the perception of Facebook as a job search tool in the Ilorin West Local Government Area (L.G.A.) of Kwara State. This research is particularly relevant given the rise of unemployment rates in many developing countries, including Nigeria, and the increasing role of social media in bridging employment gaps.
In Nigeria, the use of social media for recruitment is on the rise, with platforms such as Facebook and LinkedIn becoming increasingly central to the recruitment process. According to Pinstripe (2012), a significant percentage of adults are active on at least one social networking site, with Facebook and LinkedIn being the most popular choices for professional networking. Social media has thus become an integral part of the recruitment process, enabling companies to connect with potential candidates more efficiently than through traditional methods. Studies indicate that many employers now use social networks to find qualified candidates, with 83% of companies reportedly using social media for recruitment (Jobvite, 2009; 2012). The ease of access and widespread use of Facebook has transformed how both employers and job seekers interact within the labor market.
This trend is also observed in developing regions like Kwara State, where Facebook is increasingly viewed as an informal tool for self-promotion and job search. The platform’s widespread use for advertising job vacancies in various Facebook groups and company pages reflects a growing shift toward digital recruitment (Collins, 2012). However, the effectiveness and perception of Facebook as a job search tool in this specific region have not been thoroughly explored. In the context of Ilorin West L.G.A., the use of Facebook for job searching is still emerging, and there is a need to understand how local job seekers perceive this medium and its impact on their career prospects. This study, therefore, aims to provide insight into how Facebook is being utilized by job seekers and the potential benefits and challenges that arise from using social media for professional purposes in Kwara State.
Furthermore, the rise of digital platforms has contributed to the growing demand for social media marketing and digital recruitment strategies. In line with the increasing reliance on the internet and mobile devices for job searches, Facebook offers several advantages over traditional methods, such as broader reach, ease of access, and the ability to network directly with employers or other professionals (Schroeder, 2010; Smith, 2010). This is particularly relevant in developing countries like Nigeria, where access to traditional media is often limited, and many young job seekers turn to digital platforms for job opportunities (Meiselwitz, 2016). Understanding how job seekers in Ilorin West L.G.A. perceive Facebook’s role in creating job opportunities will help businesses and recruitment agencies better tailor their hiring practices to local needs and preferences.
This research will also examine how the evolving role of Facebook in recruitment can address the challenges posed by unemployment in developing economies like Nigeria. With the country facing a growing unemployment rate and the challenges associated with traditional job-seeking methods, Facebook and other social media platforms have the potential to fill the gap between job seekers and employers by offering more accessible, efficient, and interactive means of finding and applying for jobs. This study aims to shed light on whether the growing use of Facebook for recruitment can significantly contribute to reducing unemployment rates in Kwara State and provide recommendations for improving its effectiveness as a recruitment tool in the region.
In conclusion, as Facebook continues to play a pivotal role in professional networking and job searching, understanding its perception as a job search tool in the context of Kwara State becomes crucial. This research seeks to explore the effectiveness of Facebook as a recruitment platform in Ilorin West L.G.A., providing valuable insights into the challenges and opportunities it presents for both job seekers and employers in this region. By examining local perceptions and practices, the study aims to contribute to the broader discourse on social media’s role in bridging the employment gap in developing economies.
1.2.  Statement of the problem 
In recent years, the use of social networking platforms, particularly Facebook, has become increasingly popular for professional purposes, including job searching and recruitment. However, despite the growing adoption of these platforms for job-related activities, there remains limited research on how job seekers in specific regions, particularly in developing countries such as Nigeria, perceive and utilize Facebook as a tool for creating job opportunities. In Kwara State, particularly in Ilorin West L.G.A., there is a noticeable shift towards using Facebook for professional networking, job searching, and self-promotion. While the advantages of Facebook as a recruitment tool have been acknowledged globally, it is unclear how local job seekers and employers in this region perceive its effectiveness in bridging the employment gap.
There is a significant lack of empirical evidence examining the impact of Facebook on job creation within the context of Kwara State’s labor market. Although social media platforms like Facebook have been shown to offer greater reach and ease of access compared to traditional job advertising methods, the actual perception and utilization of Facebook by job seekers in Ilorin West L.G.A. remain underexplored. This gap in understanding limits the potential for businesses and recruitment agencies to optimize Facebook’s capabilities for more effective and efficient recruitment processes. Furthermore, the challenges faced by job seekers in utilizing Facebook for career development and the impact it has on their employment prospects remain unclear.
This study seeks to investigate how Facebook is perceived by job seekers in Ilorin West L.G.A. as a tool for creating job opportunities and to evaluate the extent to which it is effectively used for job searching, professional branding, and recruitment. It will also examine whether the perception of Facebook as a professional platform is likely to encourage job seekers to improve their career-oriented online image, thereby enhancing their job prospects. The findings of this research will contribute to a deeper understanding of social media’s role in addressing unemployment challenges in Kwara State, and inform local businesses, recruiters, and policymakers on how to better leverage Facebook as a tool for job creation and professional development.
1.3.  Research Objectives 
I. To examine the audience perception of Facebook as a tool for creating job opportunities in Ilorin west L.G.A 
II. To investigate the effectiveness of Facebook as a tool for creating job opportunities in Ilorin west L.G.A
III. To understand the extent to which Facebook is being used to create awareness on job opportunities in Ilorin west L.G.A 
1.4.  Research Questions 
I. What are the audience perception of Facebook as a tool for creating job opportunities in Ilorin west L.G.A?
II. What are the effectiveness of facebook as a tool for creating job opportunities in Ilorin west L.G.A?
III. What is the extent to which Facebook is being used to create awareness on job opportunities in Ilorin west L.G.A?
1.5.  Significance of the study 
This study lies in its potential to provide valuable insights into the role of Facebook as a job search and recruitment tool in Kwara State, particularly in Ilorin West L.G.A. By examining local job seekers’ perceptions and usage of Facebook for career development, the study will contribute to understanding the effectiveness of social media in addressing unemployment challenges in the region. The findings will inform businesses, recruitment agencies, and policymakers on how to better utilize Facebook for targeted recruitment, professional branding, and talent acquisition. Additionally, this research will shed light on the evolving role of digital platforms in bridging the employment gap in developing regions, offering practical recommendations for enhancing online job searching practices and improving job opportunities for local residents.
1.6.  Scope and limitations of the study
This study is focused on examining the perception and use of Facebook as a tool for job creation and job searching in Ilorin West Local Government Area (L.G.A.) of Kwara State, Nigeria. The study will specifically target job seekers within this region, exploring how they utilize Facebook for professional networking, self-promotion, and job search activities. It will also assess the effectiveness of Facebook as a recruitment platform for both job seekers and employers in the local labor market. The research will be limited to individuals actively using Facebook in Ilorin West, with an emphasis on the perspectives of both job seekers and employers regarding its role in enhancing job opportunities.
Limitations
· Financial constraint: Insufficient fund tends to impede the efficiency of the researcher in sourcing for the relevant materials, literature or information and in theprocess of data collection (internet, questionnaire and interview.
· Time constraint: The researcher will simultaneously engage in this study with other academic work. This consequently will cut down on the time devoted for the research work.
1.7.  Definition of key terms
I. Facebook: A popular social networking platform that allows users to create profiles, connect with others, share content, and engage in social interactions. It is increasingly used for professional networking, job searching, and self-promotion, in addition to its original social functions.
II. Job Opportunities: Employment prospects or positions available for individuals seeking work. These can be advertised through various mediums, including traditional job portals, social media platforms, or employer websites.
III. Social Media: Online platforms that enable users to create, share, and interact with content, and connect with other users. Examples include Facebook, Twitter, LinkedIn, and Instagram, which are used for personal, social, and professional purposes.
IV. Perception: The way in which an individual or group understands or interprets something. In the context of this study, it refers to how job seekers in Ilorin West L.G.A. perceive Facebook as a tool for job searching and career development.
V. Ilorin West L.G.A.: A local government area located in the capital city of Kwara State, Nigeria, serving as the geographical focus of this study. The study will focus on job seekers within this region and their use of Facebook for job-related activities.
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CHAPTER TWO
LITERATURE REVIEW
2.0. INTRODUCTION 
This chapter present review of relevant literature regarding the concept of audience perception of Facebook as a tool for creating job opportunity in kwara state (a case study of Ilorin west local government). In this chapter, the concept of facebook, the history of facebook, the characteristics of facebook, concept of job opportunities and so on is been touched in order to simplify this study.
2.1. CONCEPTUAL FRAMEWORK 
2.1.1. CONCEPT OF FACEBOOK
Facebook is a social networking website that was founded in February 2004 by Harvard University students Chris Hughes, Andrew McCollum, Dustin Moskovitz, Eduardo Saverin and Mark Zuckerberg.
The idea behind Facebook was to provide an online book of faces for university students to connect and share information. It was initially a social network for Harvard and expanded in the following years to any university. It eventually became a social network for anyone, anywhere in the world.
The concept of a social network was a nascent one in 2004 and not entirely unique. Other social networks that were active at the time Facebook was created were Friendster, which was launched in 2002, and MySpace, which was launched in 2003. Users post information, status updates and pictures of themselves on social networks. These items are shared with friends, family and communities of interest.
Facebook is more than just a social networking platform; it's also a business. Facebook had its initial public offering on May 18, 2012, on the Nasdaq stock exchange trading under the symbol FB. The company rebranded as Meta on Oct. 28, 2021. As of Dec. 1, 2021, Facebook trades under the symbol MVRS.
Facebook is only one of several technologies that Meta operates. In 2012, Facebook acquired social networking site Instagram for $1 billion. Facebook then acquired WhatsApp for $19 billion in 2014. Facebook later got into virtual reality (VR) hardware with its acquisition of Oculus VR in 2014 for $2 billion. With Meta, the idea is to create and enable the metaverse. This would meld social networking, VR and augmented reality components to create new types of user interactions and experiences.
2.1.2. The History of Facebook
The founding of Facebook: How It Happened
Zuckerberg decided to create a student directory with photos and basic personal information,  Facemash, which used photos compiled from the online facebooks of nine dormitory Houses, placing two next to each other and asking users to choose the hotter person. To accomplish this, Mark hacked into the protected areas of Harvard’s computer network and copied the houses’ private dormitory ID images.
Harvard at that time did not have a student directory with photos and essential information, and the Facemash site generated 450 visitors and 22000 photo-views in its first several hours online. The initial site mirrored people’s physical community—with their real identities, represented the key aspects of what later became Facebook.
The site was quickly forwarded to several campus group list servers but was shut down a few days later by the Harvard administration. Zuckerberg got into trouble, being charged by the administration with breach of security, violating copyrights, and violating individual privacy, and faced expulsion, but ultimately the charges were dropped.
The following semester, in January 2004, Mark began writing code for a new website. In February 2004, he launched the Thefacebook site, initially located at URL thefacebook.com. When Zuckerberg finished the site, he told a couple of friends, and one of them put it on an online mailing list. Immediately several dozen people joined, and then they were telling people at the other houses. It was like an avalanche; within twenty-four hours, Thefacebook had somewhere between twelve hundred and fifteen hundred registrants.
Initially, membership was restricted to students of Harvard College, and within the first month, more than half the undergraduate population at Harvard was registered on the site. Mark soon attracted assistants to promote the website—Eduardo Saverin (business aspects), Dustin Moskovitz (programmer), Andrew McCollum (graphic artist), and Chris Hughes. In March 2004, Facebook expanded to 3 other Universities—Stanford, Columbia, and Yale. This expansion continued when it opened to all Ivy League and Boston area schools, and gradually most universities in Canada and the United States.
The company Facebook incorporated in the summer of 2004 and the entrepreneur Sean Parker, who had been informally advising Zuckerberg, became the company’s president. At the same time, the company received its first investment of US$500000 from PayPal co-founder Peter Thiel and moved its base of operations to Palo Alto, California. The company dropped The from its name after purchasing the domain name facebook.com in 2005 for $200000.
Facebook Through the Decades
}Decade 1 – 2003 to 2013
Facebook started in 2003 as a student directory featuring basic information and photos proposed to replace the domineering paper sheets and private online directories used at Harvard. Facebook was originally called FaceMash when launched in 2003.
By 2004, Mark Zuckerberg began to write the code of a new website, TheFacebook. The website was launched on February 4, 2004, recording over 12,000 registrants within the first twenty-four hours of going live.
Although, when created, membership was restricted to only Harvard University students; however, by March 2004, membership had expanded to almost all universities in Canada and the United States.
Facebook dropped the “The” suffix in 2005 after the domain name, Facebook.com was purchased. During this same period, Facebook headquarters was moved to Palo Alto, California, and Sean Parker, Zuckerberg’s unofficial advisor, was appointed as the company’s president.
After hitting the six millionth registrants in December 2005, the network further expanded to universities in the United Kingdom, New Zealand, Australia, and several other parts of the world that could now register. Also, employees of top companies, such as Microsoft and Apple, became eligible to register. The social media platform became available to everyone 13 years and older in September 2006, and with this, the social media network users skyrocketed to several million.
The company introduced the group pages feature in 2007, allowing companies to attract prospects and close multiple deals without leaving the website. Over 100,000 business pages were registered in the beta testing stage.
In February 2011, the social media platform became the largest online photo directory, surpassing even Pixable, expected to have 1billion photos before the summer of 2011.
}Decade 2 – 2014 To Date.
In 2015, over 900 million people were active users worldwide, generating an average of $10billion as revenue yearly since its creation. In 2014, Facebook developed another iOS and Android app, Facebook Lite, allowing users to access their platform with lesser data.
Facebook Zero was launched in February 2010 to allow users to enjoy the platform for free without the need for mobile data. Facebook also launched its dating service, Facebook Dating, in May 2018.
Presently, there are over 2billion active users on Facebook, doubling as the biggest social media network all over the world. In November 2021, Mark Zuckerberg announced that the company was changing its name to “Meta” to further embrace AI.
2.1.3. Benefits or advantages of Facebook
Following are the benefits or advantages of Facebook:
· You can connect to the world and get all the information by just signing up on it.
· You can find and invite your friends to connect.
· You can share each and every moment of your personal life with all your contacts.
· It provides an interface where you can chat with all the people you know.
· Business promotion is one of the biggest advantages of facebook. You can advertise your business on fan pages and through Advertisements.
· You can entertain yourself on Facebook as it provides games to play with friends and family members.
· The best part of Facebook is that it is free of cost and that you don't need to pay for the services available to you. The exception is paid advertisement and paid promotion.
· You can create one or many groups pertaining to particular topic and invite your contacts to be member of the same. This allows other facebook users to also join the group. This provides platform for the like minded people to discuss and share their views. The group members can post queries and also provide answer to queries of the others.
· It has messenger utility which can be installed on the mobile phones to have quick access compare to web page.
2.1.4. Drawbacks or disadvantages of Facebook
Following are the drawbacks or disadvantages of Facebook:
· person can get addicted to Facebook in no time.
· Some people can create fake accounts which results into harassment and abuse.
· Hackers are now using facebook who send scams which can retrieve all your personal data.
· You can not hide your personal details as it is viewed by all the people even if he/she is not your relative.
· Some people create groups in order to abuse people or personalities considering their relgion or Caste.
· Addiction by childrens lead to poor academic results.
2.1.5. Features Of Facebook
Facebook started out as a community where users shared information about themselves and different topics. Over time, different features expanded the scope of its capabilities:
1. Timeline: User profiles and updates are shown on what it known as the Timeline. Timeline is the successor to the Facebook wall, which was the original home for user profiles and updates. The user timeline includes posts, status updates, friend listings, photos, videos and user activity information.
2. Friends: A primary feature of Facebook is the ability to search for and connect with friends and family. The search interface helps users quickly find acquaintances and also suggests potential connections.
3. News Feed: News Feed enables users to view news from the connections and groups that they follow. Users can like a given post or comment on it.
4. Pages: Pages are the profile and content pages for businesses on Facebook. Pages provide the ability for businesses to share information and communicate with customers.
5. Games: Facebook provides an integrated capability enabling users to play games on their own or together with friends. Among the early successes of games on Facebook was Zynga's FarmVille.
6. Groups: Communities of interest can organize themselves with the Facebook group feature. This enables the sharing of information, images and active discussions.
7. Events: This feature enables users and groups to organize events that their followers can attend. It enables users to send out invites and help manage an attendee list.
8. Marketplace: This is an online yard sale, where users can buy and sell goods and services with other Facebook members.
9. Messenger: This is an instant messenger that enables friends to communicate in real time via webchat or a mobile app.
10. Video: Facebook Live is a feature that enables individuals and businesses to stream live video to friends, family and followers.
2.1.6. Uses for Facebook
Billions of people around the world use Facebook daily to create and grow communities, personal interactions and revenue. There are many uses for Facebook that individuals, community groups and businesses can benefit from:
A. Connecting with friends: The primary use of Facebook has always been about connecting people. Facebook is a way to find and connect with friends and remain updated on their activities.
B. Connecting communities: Facebook is used to create and organize communities of interest on just about any topic. It's a platform that can enabled like-minded individuals to come together, share ideas, discuss and organize.
C. Engaging with customers: For businesses, Facebook can help with brand building and customer engagement. Having a Facebook presence enables businesses to share information about products and services to established and potential customers.
D. Searching for jobs: Facebook is often a way to look at the personal and professional lives of people and organizations to see if there is a cultural fit. Businesses also often list available jobs on the app.
E. Selling goods and services: Businesses can sell goods and services directly in the marketplace. They can also push consumers toward their products via advertisements.
2.1.7. Concept of Job Opportunity 
Gary Becker, a Nobel laureate in economics, developed the human capital theory, which focuses on how individuals’ investments in education and training influence their job opportunities. According to Becker, job opportunities are closely tied to an individual’s skill set, education, and experience. The more an individual invests in acquiring knowledge and improving their skills, the better the job opportunities available to them in the labor market. Becker argued that education is an investment that leads to greater productivity, which in turn increases one’s chances of securing higher-paying and more prestigious jobs. He also suggests that job opportunities are often influenced by the returns on such human capital, meaning that individuals with specialized skills or education are more likely to find lucrative positions.
Edwin O’Boyle’s perspective on job opportunities takes into account not only the availability of jobs but also the barriers that might limit access to them. O’Boyle emphasizes the importance of factors such as geographic mobility, social networks, and even societal structures like discrimination in determining how individuals can access employment. For example, even if job opportunities exist in certain regions or industries, individuals may not be able to take advantage of them due to factors like a lack of mobility, insufficient resources, or social barriers such as discrimination based on gender, race, or ethnicity. O’Boyle’s approach highlights the complexity of job opportunities, suggesting that access to these opportunities depends on both personal and structural factors that influence how individuals enter the labor market.
John Maynard Keynes, one of the most influential economists of the 20th century, argued that job opportunities are a result of the overall demand in the economy. Keynesian economics emphasizes the role of government intervention in stimulating economic activity. According to Keynes, when aggregate demand for goods and services increases (through government spending, for example), businesses respond by increasing production. This increased demand for goods and services creates a need for more labor, thus generating job opportunities. In times of economic downturns, Keynes advocated for government spending to boost demand and, by extension, create jobs. His theory shows that job opportunities are not only a function of supply (availability of workers) but also a crucial demand-side factor.
David Autor, a leading scholar in labor economics, focuses on how technological change and globalization impact job opportunities. Autor argues that job opportunities are not static but evolve as economies adjust to new technological advancements and global economic shifts. For example, automation and artificial intelligence can eliminate jobs in certain industries, such as manufacturing, but they can also create new opportunities in others, such as technology, healthcare, and advanced services. In Autor’s view, job opportunities are dynamically linked to technological innovations and the global movement of labor and capital. As some industries decline, new opportunities arise in areas that require different skills and knowledge. Autor’s research highlights the importance of adaptability in the labor market, where workers must continuously update their skills to take advantage of emerging job opportunities.
Amartya Sen’s capability approach offers a broader, more inclusive view of job opportunities. Sen argues that access to a job is not sufficient by itself; what is critical is an individual’s capability to pursue, choose, and succeed in these opportunities. He emphasizes that job opportunities should be seen not just as external opportunities but as ones that individuals have the freedom to pursue, given their capabilities. This includes considering factors like social inclusion, education, health, and economic security. For example, someone living in a remote area or facing significant health challenges may have access to job opportunities but lack the personal capabilities or resources to seize them. Thus, Sen’s definition expands the concept of job opportunities to include the broader social and economic conditions that allow individuals to fully participate in the labor market.
Arthur Lewis, in his dual-sector model of economic development, defined job opportunities in terms of the structural shifts that occur in an economy as it transitions from an agrarian to an industrial base. Lewis suggested that, in developing economies, job opportunities are first created in the modern industrial sector as the economy begins to industrialize. The traditional agricultural sector often has surplus labor, meaning that the modern sector has the potential to absorb workers from the rural economy, providing new job opportunities in cities and industrial areas. However, the transition is not always smooth, as workers in the agricultural sector may lack the skills required for industrial jobs, leading to underemployment or low-quality jobs. Lewis’s model underscores the importance of economic structure in determining where and how job opportunities are created, especially in developing nations undergoing industrialization.
Job opportunities refer to the availability of employment positions within a given economy or labor market, shaped by a combination of economic, social, and personal factors. A key element influencing job opportunities is labor market demand, which is directly tied to the overall economic climate. When demand for goods and services increases, businesses expand, leading to the creation of more job openings. Furthermore, an individual’s skills and education play a crucial role in determining their access to job opportunities. Those with specialized skills, higher education, or relevant experience are typically better positioned to secure higher-paying and more desirable roles. However, economic conditions also significantly affect job availability. In periods of economic growth, companies are more likely to hire, while during recessions, job opportunities tend to decline due to reduced business expansion and investment. Technological advancements, as noted by many economists, can both create new roles and displace existing ones, particularly as automation and digitalization reshape industries. Government policies also impact job creation; policies that foster entrepreneurship, education, and infrastructure development can stimulate the economy, creating more job opportunities. Additionally, social factors, such as discrimination and inequalities, can limit access to job opportunities for marginalized groups, preventing them from fully participating in the labor market. Finally, an individual’s geographic mobility—the willingness and ability to relocate for work—can also determine the job opportunities available to them. Overall, job opportunities are a complex interaction of demand, individual qualifications, economic conditions, policies, and social dynamics that shape how employment opportunities are created and accessed.
2.1.8. Types of Job Opportunities 
Job opportunities can be classified into various types based on factors such as the nature of work, industry, skill requirements, and employment status. The following are some common types of job opportunities:
1. Full-Time Jobs: These are positions that require employees to work a set number of hours per week, typically 35 to 40 hours, with benefits like health insurance, paid time off, and retirement plans. Full-time jobs are often permanent roles within companies.
2. Part-Time Jobs: These positions require fewer hours than full-time jobs, usually less than 30 hours per week. Part-time jobs may offer flexibility and are often suitable for students, retirees, or people seeking supplemental income. However, they may not always come with the same benefits as full-time positions.
3. Temporary Jobs: Temporary or “temp” jobs are short-term positions that are usually filled to meet seasonal demand, cover for employee absences, or assist with specific projects. These jobs can be full-time or part-time and are often arranged through staffing agencies.
4. Freelance/Contract Jobs: Freelancers or independent contractors work on a project or contract basis, providing services for clients or companies without a long-term commitment. Freelancers have more control over their working hours and the types of projects they take on, but they typically lack benefits like health insurance or retirement plans.
5. Internships: Internships provide temporary work experience for students or recent graduates. They can be paid or unpaid and are designed to help individuals gain skills, knowledge, and connections in a particular field. Internships often lead to permanent job opportunities, depending on performance and organizational needs.
6. Remote Jobs: With the rise of technology and the internet, many job opportunities now allow workers to perform their duties from any location, rather than requiring them to be on-site. Remote jobs can be full-time, part-time, freelance, or contract-based and are increasingly popular in fields like tech, customer service, and content creation.
7. Entry-Level Jobs: These positions are designed for individuals who are just starting their careers or entering a new field. Entry-level jobs typically require minimal experience and offer on-the-job training. They provide opportunities for skill development and career progression.
8. Skilled Jobs: Skilled job opportunities require specific training, expertise, or education, such as positions in healthcare, engineering, technology, or skilled trades like plumbing and electrical work. These roles typically offer higher pay and greater career advancement opportunities.
9. Management and Executive Jobs: These positions involve overseeing teams, departments, or entire organizations. Management and executive jobs often require significant experience and leadership abilities. They offer higher compensation and additional responsibilities, such as strategic decision-making and long-term planning.
10. Social and Non-Profit Jobs: These opportunities are often found in organizations that focus on social good, such as charities, NGOs, and public service institutions. Jobs in this sector can range from administrative and managerial positions to fieldwork in community development, healthcare, and education.
2.1.9. Impact Of Facebook In Creating Job Opportunities 
Facebook has significantly impacted job creation in various ways, serving as a powerful tool for businesses, entrepreneurs, and individuals. One of the most notable contributions is its ability to enable businesses, both large and small, to market their products and services to a global audience. Entrepreneurs, with minimal initial investment, can leverage Facebook’s advertising tools to grow their brands, which often leads to job creation in areas such as sales, marketing, content creation, and customer service. Additionally, Facebook has facilitated the rise of freelancing and remote work. Many freelancers utilize Facebook groups and communities to network, find clients, and promote their services, while Facebook’s job posting features make it easier for companies to advertise remote and freelance roles.
The platform has also given rise to new job markets in social media management and content creation. Businesses frequently hire social media managers and content creators to maintain their presence on Facebook, engage with their audience, and craft compelling content. As Facebook has become a major e-commerce platform, especially through Facebook Marketplace, individuals can create businesses by selling products or services directly through the platform, leading to job creation in logistics, customer support, and online sales. Facebook’s job listing feature and industry-specific groups have also simplified job searches, enabling individuals to connect with potential employers and find local or remote job opportunities more easily.
Furthermore, Facebook’s advertising and analytics capabilities have fueled the demand for professionals skilled in digital marketing, especially in Facebook Ads. As businesses increasingly rely on Facebook for advertising, this has led to the growth of jobs in digital marketing, campaign management, and data analytics. The platform has also fostered entrepreneurship, providing a space for new ventures and startups to network and grow, often leading to additional employment opportunities. The rise of influencer marketing on Facebook has created jobs in fields such as photography, videography, content writing, and social media management, as influencers expand their brands and collaborate with businesses.
However, Facebook has had a profound impact on job creation by offering businesses the ability to reach new customers, enabling freelancing and remote work opportunities, creating new sectors in digital marketing and e-commerce, and providing platforms for networking and job searches. As the platform continues to evolve, it is likely that its role in job creation will only expand further.
2.2.  THEORETICAL FRAMEWORK 
According to Asemah (2011, p.131), a theory is only an attempt to synthesis and integrate empirical evidence for maximum clarity and coherence. When conducting research, theories are crucial. They play a vital role in testing and analysing theories. The theoretical framework which aids in determining the relevance of any study to our general understanding of the communication process. 
2.2.1. Uses and Gratification Theory
The Uses and Gratification theory was created by Elihu Katz, Jay Blumler, and Michael Gurevitch in 1974. This theory is also called Utility theory. This approach focuses on the choices of the audience when using a specific media compared to others, as well as the different gratifications they get from the media based on their social and psychological needs (Ovie & Nwaoboli, 2022). Severin and Tankard published a study in 1997. The Uses and Gratification theory focuses on what people use the media for, rather than how the media affects people.
Edegoh, Asemah, and Nwammuo (2015).
This theory tries to answer certain questions, such as:
· What are the things that people want to get by using media.
· How do people use different forms of communication and entertainment to meet their personal requirements?
· How does using media affect individuals or their social life?
· How do people's characteristics and personal differences impact the way they use media.

The theory has the following assumptions:
· Media use is purposeful and driven by people's motivations. They always have a reason for consuming media, either to get information or for entertainment.
· The choice of media depends on what the audience wants and needs.
· The media are in competition with other ways of satisfying our needs, but there are many different needs that can be fulfilled by consuming mass media.
· People use media because of their personal and mental reasons.
· Media messages do not have a powerful impact on individuals because they are active media users and choose to explore the media in their own way.
The Uses and Gratifications Theory suggests that individuals actively seek out wmedia to fulfill specific needs and desires. In the context of Facebook, users might perceive the platform as a tool for job creation because it meets their needs for social interaction, networking, business opportunities, or career advancement. UGT can help analyze how users in Ilorin West interact with Facebook for job-related purposes, what gratifications they seek (e.g., employment opportunities, business promotion), and how Facebook serves these needs compared to other platforms.
2.3. EMPIRICAL REVIEW 
Several studies have explored the role of social media, particularly Facebook, in creating job opportunities and shaping public perceptions of its effectiveness. Achor & Nnabuko (2019) focused on the influence of social media on government policy in Nigeria, adopting the Gatekeeping Theory. This study revealed that social media significantly impacts decision-making processes, suggesting that similar dynamics apply to employment platforms, with Facebook facilitating access to job opportunities through content dissemination. They used a quantitative methodology, including surveys, to gather insights from Nigerian social media users, finding that Facebook plays a crucial role in public engagement and job-related interactions.
Similarly, Hermida (2015) explored social media’s role in public opinion and societal matters, using the Audience Engagement Theory. His study examined the different ways social media users engage with content, emphasizing that platforms like Facebook have become crucial tools for job seekers. His mixed-methods research found that Facebook helps users access employment resources and build professional networks, with a significant perception of its value as a job-search tool. Hermida recommended that users develop media literacy skills to more effectively navigate job-seeking opportunities through these platforms.
In a more region-specific study, Kwaja (2022) looked at the role of Facebook in job creation for Nigerian youth, specifically in Ilorin West, Kwara State. Using the Diffusion of Innovations Theory, Kwaja examined how Facebook functions as a tool for professional networking and job hunting. His research, which involved surveys with local job seekers, found that many individuals in the region rely on Facebook for networking, accessing job advertisements, and directly connecting with employers. His study concluded that Facebook significantly reduces unemployment by enhancing job seekers’ access to job-related information and networking opportunities. He recommended partnerships between local governments and Facebook to improve job creation efforts.
Nida Fatima & Dr. Sandhya Sinha (2020): This study analyzed the effect of social media platforms like Facebook on employment generation in Nigeria. The research applied Social Capital Theory, which emphasizes how online networks can facilitate job creation. Using quantitative methods, including surveys of Facebook users, the findings showed that social media significantly increases employment prospects by providing platforms for job advertisement, networking, and skill development. The study concluded that Facebook helps bridge the gap between employers and potential employees, particularly in the informal sector. They recommended that Nigerian youths actively engage on social media to access more job opportunities and skills.
Kwaja (2022): This research focused on Facebook’s role in youth employment within Ilorin West, Kwara State, Nigeria. Using the Diffusion of Innovations Theory, it explored how Facebook aids job seekers by connecting them to employers and job opportunities. The study, which employed survey-based methodology, revealed that many young job seekers in the region actively used Facebook to find job leads, network, and connect with employers. The findings showed that Facebook played a crucial role in reducing unemployment in the region. Kwaja recommended that local governments collaborate with tech companies to enhance Facebook’s role in employment creation.
Fatima & Sinha (2020): Another study by Fatima and Sinha examined social media’s broader role in reshaping job search behavior in Nigeria. This study adopted the Technology Acceptance Model (TAM) to assess how users perceive the utility of social media, specifically Facebook, in accessing employment opportunities. Through quantitative surveys, the study found that while Facebook is widely accepted as a tool for job searching, many users struggled with the lack of professional development and job matching features on the platform. The researchers suggested integrating more formalized job matching features to improve its effectiveness.







CHAPTER THREE
METHODOLOGY
3.0 Introduction
Research is the process of arriving at a dependable solution to a problem through the planned and systematic collection, analysis, and interpretation of data. This chapter discusses the methods adopted to achieve the objectives of this study. It also explains the data collection methods, sampling procedures, and data analysis techniques employed to investigate the audience perception of Facebook as a tool for creating job opportunities in Ilorin West Local Government Area of Kwara State.
3.1 Research Design
According to Bets (2021), research design combines different components of research, involving the systematic use of data collection and analysis techniques to logically address research questions. This study adopts a quantitative research design to provide objective and generalized insights into how Facebook is perceived as a tool for creating job opportunities.Quantitative research design is appropriate for this study because it enables the collection and analysis of numerical data, providing a basis for making predictions and testing relationships between variables. Fleetwood (2022) states that quantitative methods are ideal for generalizing results to a larger population, which aligns with this study’s aim of understanding the role of Facebook in job creation in Ilorin West L.G.A.
3.2 Research Method
The method used for this research is the descriptive survey method. Bhat (2022) defines descriptive research as a method for systematically describing the characteristics of a phenomenon. This method is suitable for investigating how Facebook is perceived as a tool for job creation, as it allows for the collection of data on respondents’ experiences and opinions. Longe (2021) explains that surveys provide a structured approach for collecting data and exploring relationships between variables. By adopting this method, the study gathers evidence from respondents to make generalizations about the role of Facebook in fostering job opportunities.
3.3 Population of the Study
Ravikiran (2023) defines population as the entire group of individuals about whom the researcher wishes to draw conclusions. The population of this study comprises residents of Ilorin West Local Government Area, particularly those who actively use Facebook. This population includes students, professionals, business owners, and job seekers, reflecting a diverse audience likely to engage with job-related content on Facebook. Ilorin West is one of the largest local government areas in Kwara State, with an estimated population of over 364,000 according to recent data. This population provides a broad base for examining audience perceptions of Facebook’s role in job creation.
3.4 Sample Size and Sampling Technique
Omni Convert (2020) defines sample size as the number of subjects included in a research study to represent a population. Kibuacha (2021) adds that a representative sample ensures generalizability of the findings. Given the large population of Ilorin West L.G.A., a sample size of 100 respondents was determined to be appropriate for this study. A purposive sampling technique was used to target individuals who actively use Facebook and are familiar with its features, particularly those related to job opportunities. This sampling approach ensures that the study captures relevant and meaningful insights from the target audience.


3.5 Research Instrument
The primary data collection tool for this study is a questionnaire. Hassan (2022) describes a questionnaire as a structured research tool designed to systematically gather information from individuals or groups.
The questionnaire for this study comprises two sections:
· Section A: Questions capturing demographic information, including age, gender, occupation, and level of education.
· Section B: Questions designed to address the research objectives, such as frequency of Facebook usage, perceptions of its effectiveness in job creation, and specific features of Facebook used for professional opportunities.
3.6 Validity of the Research Instrument
Pattino and Ferreira (2018) define validity as the extent to which a research instrument measures what it is intended to measure. To ensure validity, the researcher conducted content validation by submitting the questionnaire to the research supervisor and experts for review and necessary adjustments. Their feedback was used to refine the questions and ensure they aligned with the study’s objectives.
3.7 Reliability of the Research Instrument
According to Mcleod (2023), reliability refers to the consistency of a research instrument in measuring a construct over time. To ascertain reliability, the researcher employed a test-retest technique. Schiffer and Williams (2022) explain that this method involves administering the same questionnaire to a small sample of respondents twice at different intervals to check for consistency. High correlation between the two sets of responses confirmed the reliability of the instrument.
3.8 Method of Administration of the Research Instrument
The data for this research were obtained from both primary and secondary sources.
· Primary Data: Collected through the administration of questionnaires to selected respondents in Ilorin West L.G.A. The questionnaires were distributed physically and electronically (via Google Forms) for ease of accessibility.
· Secondary Data: Obtained from journals, books, articles, and online resources related to Facebook, social media, and job creation.
3.9 Method of Data Analysis
All data obtained from respondents were coded and analyzed using the Statistical Package for Social Sciences (SPSS) Software Version 23. Data were categorized according to the questionnaire responses, and descriptive statistics such as frequencies and percentages were generated. Statistical representations, including tables and charts, were used to present the findings, providing a clear understanding of audience perceptions of Facebook as a tool for creating job opportunities in Ilorin West L.G.A. 










CHAPTER FOUR
 4.0. Data Analysis
Data analysis is a critical process in research, transforming raw data into meaningful insights to address research objectives. It involves organizing, summarizing, and interpreting data to draw logical and statistical conclusions. In this chapter, data collected from the questionnaire titled " audience perception of Facebook as a tool for creating job opportunities in Ilorin West Local Government Area of Kwara State." are presented in tables for clarity and comprehensive understanding. The analysis uses a simple percentage tabular presentation to facilitate interpretation of the primary data gathered from the field. All questionnaire items are analyzed in alignment with the research questions to evaluate the audience's perception and awareness of Facebook as a tool for creating job opportunities in Ilorin West Local Government Area of Kwara State.
 4.1. Analysis of Research Instrument
Data presentation involves organizing data into tables or other graphical formats to visually represent relationships within datasets, enabling informed decision-making. In this study, data are presented in tables according to the questionnaire items and responses. The questionnaire, comprising twenty (20) items across three sections (A, B, and C), was designed to answer research questions related to the audience's perception and awareness of Facebook as a tool for creating job opportunities in Ilorin West Local Government Area of Kwara State. A total of one hundred (100) copies of the questionnaire were distributed to residents of Ilorin west, Nigeria. All presentations are conducted using a simple percentage tabular format, with descriptive analysis techniques employed to interpret the contents of the tables.
DISTRIBUTION TABLE
	Description
	Value

	Respondents
	100

	Number of questionnaires distributed
	100

	Number of questionnaires returned
	100

	Number of questionnaires discarded
	Nil

	Number of questionnaires presented and analyzed
	100

	Number of questionnaires not returned
	Nil


From the table above, all 100 distributed questionnaires were returned, with no discards or unreturned copies, indicating a 100% response rate. The respondents were residents of Ilorin west, and all 100 questionnaires were analyzed, ensuring a robust dataset for this study.
 4.2. Analysis of Questionnaire

 SECTION A: DEMOGRAPHY OF THE RESPONDENTS
QUESTION 1: What is your age group?
TABLE 1
	Responses
	Frequency
	Percentage (%) 

	15-20
	30
	30%

	21-25
	50
	50%

	26-30
	15
	15%

	31 and above
	5
	5%

	Total
	100
	100%


Source: Field Work, 2025
In Table I, the majority of respondents (50%) fall within the 21–25 age group, followed by 30% in the 15–20 age bracket. Those aged 26–30 constitute 15%, while only 5% are 31 and above. This indicates that the sample is predominantly composed of young adults, with 95% of participants under the age of 31.
QUESTION 2: What is your gender?
TABLE 2
	Responses
	Frequency
	Percentage (%) 

	Male
	55
	55%

	Female
	45
	45%

	Total
	100
	100%


Source: Field Work, 2025
In Table II, the majority of respondents are male (55%), followed by females at 45%. This shows a relatively balanced gender distribution, with a slight male majority.

QUESTION 3: What is your highest level of education? 
TABLE 3
	Responses
	Frequency
	Percentage (%) 

	High school
	25
	25%

	Undergraduate degree
	45
	45%

	Postgraduate degree
	20
	20%

	Other
	10
	10%

	Total
	100
	100%


Source: Field Work, 2025
From Table 3, 25 respondents (25%) report high school as their highest level of education, while the majority 45 respondents (45%) hold an undergraduate degree. A further 20 respondents (20%) have attained a postgraduate degree, and 10 (10%) fall into the “Other” category. This indicates that 65% of respondents have completed higher education (undergraduate or postgraduate), suggesting a relatively well educated sample, which may influence their critical thinking, media literacy, and decision-making in areas such as consumer behavior or content trust.

QUESTION 4: What is your marital status? 
TABLE 4
	Responses
	Frequency
	Percentage (%) 

	Single
	87
	87%

	Married
	13
	13%

	Divorced
	0
	0%

	Total
	100
	100%


Source: Field Work, 2025
From Table 4, a significant majority of respondents—87%—identify as single, while only 13% report being married. None of the respondents are divorced. This suggests that the sample is predominantly composed of individuals who are not currently in marital relationships, which may have implications for lifestyle preferences, spending habits, and media consumption patterns, especially in areas such as marketing and social behavior analysis.

QUESTION 5: What is your occupation?
TABLE 5
	Responses
	Frequency
	Percentage (%) 

	Student
	79
	79%

	Civil Servant
	7
	7%

	Self employed 
	4
	4%

	Other
	10
	10%

	Total
	100
	100%


Source: Field Work, 2025
From Table 5, 79 respondents (79%) identify as students, making up the overwhelming majority of the sample. Civil servants account for 7 respondents (7%), while 4 respondents (4%) are self-employed. An additional 10 respondents (10%) fall into the “Other” category. This distribution highlights that most participants are currently in an academic phase of life, which may shape their attitudes, routines, and interactions with media or consumer products, particularly in relation to trends and digital communication.

 4.3. Analysis of Questions Segment
 SECTION B: 
QUESTION 6: Do you use Facebook to search for or share information about job opportunities?
TABLE 6
	Responses
	Frequency
	Percentage (%) 

	Yes
	97
	97%

	No
	3
	3%

	Total
	100
	100%


Source: Field Work, 2025
From Table 6, 97 respondents (97%) indicated that they use Facebook to search for or share information about job opportunities, while only 3 respondents (3%) said they do not. This overwhelming majority suggests that Facebook is a popular and trusted platform among users for accessing or disseminating job-related information.

QUESTION 7: How often do you come across job opportunity posts or advertisements on Facebook? 
TABLE 7
	Responses
	Frequency
	Percentage (%) 

	Very often
	19
	19%

	Quite often
	26
	26%

	Not often
	40
	40%

	Rarely
	15
	15%

	Total
	100
	100%


Source: Field Work, 2025
From Table 7, 19 respondents (19%) reported that they come across job opportunity posts or advertisements on Facebook very often, and 26 respondents (26%) said quite often, totaling 45% frequent exposure. Meanwhile, 40 respondents (40%) indicated they do not often encounter such posts, and 15 respondents (15%) said they rarely do, totaling 55% less frequent exposure. This shows that while Facebook serves as a job information platform for many, the frequency of exposure varies significantly among users.

QUESTION 8: Have you ever applied for a job opportunity you found on Facebook? 
TABLE 8 
	Responses
	Frequency
	Percentage (%) 

	Yes
	81
	81%

	No
	11
	11%

	Not sure
	8
	8%

	Total
	100
	100%


Source: Field Work, 2025
From Table 8, 81 respondents (81%) indicated that they have applied for a job opportunity found on Facebook. Meanwhile, 11 respondents (11%) said they have not, and 8 respondents (8%) were not sure. This reflects a strong level of engagement with job-related content on Facebook, suggesting that the platform plays a significant role in connecting users with employment opportunities.
QUESTION 9: How do you primarily use Facebook to learn about job opportunities in Ilorin West L.G.A? 
TABLE 9
	Responses
	Frequency
	Percentage (%) 

	Job groups/page
	15
	15%

	Personal contacts/network
	8
	8%

	Advertisement
	67
	67%

	Other
	10
	10%

	Total
	100
	100%


Source: Field Work, 2025
From Table 9, a majority of respondents (67%) primarily use advertisements on Facebook to learn about job opportunities in Ilorin West L.G.A. This is followed by job groups/pages at 15%, personal contacts or networks at 8%, and other sources at 10%. This suggests that paid or promoted content plays a dominant role in how job-related information is accessed by users in the area.

QUESTION 10: Do you believe Facebook is a reliable platform for finding job opportunities in Ilorin West L.G.A?
TABLE 10
	Responses
	Frequency
	Percentage (%) 

	Yes
	30
	30%

	No
	60
	60%

	Not sure
	10
	10%

	Total
	100
	100%


Source: Field Work, 2025
From Table 10, 30 respondents (30%) believe that Facebook is a reliable platform for finding job opportunities in Ilorin West L.G.A. However, a larger number—60 respondents (60%)—do not consider it reliable. Meanwhile, 10 respondents (10%) are not sure. This indicates a general skepticism among respondents regarding the credibility and trustworthiness of job-related information found on Facebook.

Section C: 
QUESTION 11: Facebook is perceived as an effective tool for creating job opportunities in Ilorin West L.G.A.   
TABLE 11
	Responses
	Frequency
	Percentage (%) 

	Strongly Agree
	20
	5%

	Agree 
	40
	10%

	Neutral
	25
	25%

	Disagree 
	5
	40%

	Strongly Disagree 
	10
	20%

	Total
	100
	100%


Source: Field Work, 2025
From Table 11, 20 respondents (20%) strongly agree and 40 respondents (40%) agree that Facebook is perceived as an effective tool for creating job opportunities in Ilorin West L.G.A., making up a total of 60% agreement. On the other hand, 25 respondents (25%) are neutral, while 5 respondents (5%) disagree and 10 respondents (10%) strongly disagree, totaling 15% disagreement. This suggests that a majority of the respondents see Facebook as a valuable platform for job creation in the area.
QUESTION 12: The audience in Ilorin West L.G.A trusts Facebook as a credible source for job opportunity information.  
TABLE 12
	Responses
	Frequency
	Percentage (%) 

	Strongly Agree
	30
	30%

	Agree 
	45
	45%

	Neutral
	15
	15%

	Disagree 
	7
	7%

	Strongly Disagree 
	3
	3%

	Total
	100
	100%


Source: Field Work, 2025
From Table 12, 30 respondents (30%) strongly agree and 45 respondents (45%) agree that the audience in Ilorin West L.G.A trusts Facebook as a credible source for job opportunity information, totaling 75% agreement. Meanwhile, 15 respondents (15%) are neutral. On the other hand, 7 respondents (7%) disagree and 3 respondents (3%) strongly disagree, making a total of 10% disagreement. This indicates that a significant majority of the audience perceives Facebook as a trustworthy platform for job-related information.

QUESTION 13: Facebook job posts are often seen as accessible and easy to apply for by residents of Ilorin West L.G.A. 
TABLE 13
	Responses
	Frequency
	Percentage (%) 

	Strongly Agree
	25
	25%

	Agree 
	40
	40%

	Neutral
	20
	20%

	Disagree 
	10
	10%

	Strongly Disagree 
	5
	5%

	Total
	100
	100%


Source: Field Work, 2025
From Table 13, 25 respondents (25%) strongly agree and 40 respondents (40%) agree that Facebook job posts are often seen as accessible and easy to apply for by residents of Ilorin West L.G.A, totaling 65% agreement. Meanwhile, 20 respondents (20%) are neutral. On the other hand, 10 respondents (10%) disagree and 5 respondents (5%) strongly disagree, making a total of 15% disagreement. This suggests that a majority of respondents find Facebook job posts user-friendly and approachable for job applications.

QUESTION 14: Facebook has successfully connected job seekers with employers in Ilorin West L.G.A.
TABLE 14
	Responses
	Frequency
	Percentage (%) 

	Strongly Agree
	15
	15%

	Agree 
	35
	35%

	Neutral
	25
	25%

	Disagree 
	15
	15%

	Strongly Disagree 
	10
	10%

	Total
	100
	100%


Source: Field Work, 2025
From Table 14, 15 respondents (15%) strongly agree and 35 respondents (35%) agree that Facebook has successfully connected job seekers with employers in Ilorin West L.G.A, totaling 50% agreement. Meanwhile, 25 respondents (25%) are neutral. On the other hand, 15 respondents (15%) disagree and 10 respondents (10%) strongly disagree, making a total of 25% disagreement. This indicates that while half of the respondents believe Facebook plays a successful role in linking job seekers with employers, a significant portion remains uncertain or disagrees.
QUESTION 15: The use of Facebook has increased the number of job opportunities available in Ilorin West L.G.A.
TABLE 15
	Responses
	Frequency
	Percentage (%) 

	Strongly Agree
	20
	20%

	Agree 
	45
	45%

	Neutral
	20
	20%

	Disagree 
	10
	10%

	Strongly Disagree 
	5
	5%

	Total
	100
	100%


Source: Field Work, 2025
From Table 15, 20 respondents (20%) strongly agree and 45 respondents (45%) agree that the use of Facebook has increased the number of job opportunities available in Ilorin West L.G.A., totaling 65% agreement. Meanwhile, 20 respondents (20%) are neutral. On the other hand, 10 respondents (10%) disagree and 5 respondents (5%) strongly disagree, making a total of 15% disagreement. This suggests that a significant majority perceive Facebook as contributing positively to job availability in the area.

QUESTION 16: Facebook is widely used to create awareness about job opportunities in Ilorin West L.G.A.
TABLE 16
	Responses
	Frequency
	Percentage (%) 

	Strongly Agree
	10
	10%

	Agree 
	30
	30%

	Neutral
	30
	30%

	Disagree 
	20
	20%

	Strongly Disagree 
	10
	10%

	Total
	100
	100%


Source: Field Work, 2025
From Table 16, 10 respondents (10%) strongly agree and 30 respondents (30%) agree that Facebook is widely used to create awareness about job opportunities in Ilorin West L.G.A., totaling 40% agreement. Meanwhile, 30 respondents (30%) remain neutral. Conversely, 20 respondents (20%) disagree and 10 respondents (10%) strongly disagree, making a total of 30% disagreement. This reflects a somewhat divided perception, with less than half recognizing Facebook as a widely used platform for job awareness in the area.

QUESTION 17: Many residents of Ilorin West L.G.A rely on Facebook to stay informed about job openings. 
TABLE 17
	Responses
	Frequency
	Percentage (%) 

	Strongly Agree
	15
	15%

	Agree 
	40
	40%

	Neutral
	25
	25%

	Disagree 
	15
	15%

	Strongly Disagree 
	5
	5%

	Total
	100
	100%


Source: Field Work, 2025
From Table 17, 15 respondents (15%) strongly agree and 40 respondents (40%) agree that many residents of Ilorin West L.G.A rely on Facebook to stay informed about job openings, totaling 55% agreement. Meanwhile, 25 respondents (25%) are neutral. On the other hand, 15 respondents (15%) disagree and 5 respondents (5%) strongly disagree, making a total of 20% disagreement. This suggests that a majority of residents depend on Facebook as a source for job information, though a notable portion remains uncertain or unconvinced.

QUESTION 18: Facebook’s features (e.g., groups, pages, targeted ads) make it effective for spreading job opportunity awareness.  
TABLE 18
	Responses
	Frequency
	Percentage (%) 

	Strongly Agree
	15
	15%

	Agree 
	35
	35%

	Neutral
	25
	25%

	Disagree 
	15
	15%

	Strongly Disagree 
	10
	10%

	Total
	100
	100%


Source: Field Work, 2025
From Table 18, 15 respondents (15%) strongly agree and 35 respondents (35%) agree that Facebook’s features (such as groups, pages, and targeted ads) make it effective for spreading job opportunity awareness, totaling 50% agreement. Meanwhile, 25 respondents (25%) remain neutral. Conversely, 15 respondents (15%) disagree and 10 respondents (10%) strongly disagree, making a total of 25% disagreement. This indicates a moderate positive perception of Facebook’s tools in promoting job opportunities, though a significant number of respondents are either neutral or skeptical.

QUESTION 19: Some job opportunity posts on Facebook in Ilorin West L.G.A are misleading or fraudulent.
TABLE 19 
	Responses
	Frequency
	Percentage (%) 

	Strongly Agree
	30
	30%

	Agree 
	45
	45%

	Neutral
	15
	15%

	Disagree 
	7
	7%

	Strongly Disagree 
	3
	3%

	Total
	100
	100%


Source: Field Work, 2025
From Table 19, 30 respondents (30%) strongly agree and 45 respondents (45%) agree that some job opportunity posts on Facebook in Ilorin West L.G.A are misleading or fraudulent, totaling 75% agreement. Meanwhile, 15 respondents (15%) are neutral. On the other hand, 7 respondents (7%) disagree and 3 respondents (3%) strongly disagree, making a total of 10% disagreement. This suggests a strong perception among respondents that misleading or fraudulent job posts are a significant issue on Facebook in the area.
QUESTION 20: The extent of Facebook usage for job opportunity awareness in Ilorin West L.G.A is sufficient to meet residents’ needs.
TABLE 20
	Responses
	Frequency
	Percentage (%) 

	Strongly Agree
	15
	15%

	Agree 
	35
	35%

	Neutral
	25
	25%

	Disagree 
	15
	15%

	Strongly Disagree 
	10
	10%

	Total
	100
	100%


Source: Field Work, 2025
From Table 20, 15 respondents (15%) strongly agree and 35 respondents (35%) agree that the extent of Facebook usage for job opportunity awareness in Ilorin West L.G.A is sufficient to meet residents’ needs, totaling 50% agreement. Meanwhile, 25 respondents (25%) remain neutral. On the other hand, 15 respondents (15%) disagree and 10 respondents (10%) strongly disagree, making a total of 25% disagreement. This indicates a moderate level of satisfaction with Facebook’s reach for job opportunity awareness among the residents, though a notable portion remains uncertain or dissatisfied.
4.3. ANALYSIS OF RESEARCH QUESTIONS
The following analysis addresses the three research questions based on the data provided from the questionnaire titled "Audience Perception of Facebook as a Tool for Creating Job Opportunities in Ilorin West Local Government Area of Kwara State". The analysis uses relevant tables from the dataset to answer each question, presenting findings in a simple percentage format and summarizing key insights to evaluate audience perception, effectiveness, and the extent of Facebook’s use in creating job opportunity awareness.
Research Question 1: What are the audience perception of Facebook as a tool for creating job opportunities in Ilorin West L.G.A?  
Tables 6, 10, 11, 12, 13, and 19 address this research question.
Table 6 shows that 97% of respondents use Facebook to search for or share job opportunity information, indicating widespread engagement with the platform for employment purposes.
Table 10 reveals that only 30% believe Facebook is a reliable platform for finding job opportunities, with 60% disagreeing and 10% unsure, highlighting significant skepticism.
Table 11 indicates that 60% (20% strongly agree, 40% agree) perceive Facebook as an effective tool for creating job opportunities, with 25% neutral and 15% disagreeing.
Table 12 shows that 75% (30% strongly agree, 45% agree) trust Facebook as a credible source for job opportunity information, with 15% neutral and 10% disagreeing.
Table 13 reveals that 65% (25% strongly agree, 40% agree) find Facebook job posts accessible and easy to apply for, with 20% neutral and 15% disagreeing.
Table 19 indicates that 75% (30% strongly agree, 45% agree) believe some job opportunity posts on Facebook are misleading or fraudulent, with 15% neutral and 10% disagreeing.
Research Question 2: What are the effectiveness of Facebook as a tool for creating job opportunities in Ilorin West L.G.A?  
Tables 8, 11, 14, 15, and 18 address this research question.
Table 8 shows that 81% have applied for a job opportunity found on Facebook, with 11% not applying and 8% unsure, indicating strong action driven by the platform.
Table 11 reveals that 60% (20% strongly agree, 40% agree) perceive Facebook as effective for creating job opportunities, with 25% neutral and 15% disagreeing.
Table 14 indicates that 50% (15% strongly agree, 35% agree) believe Facebook successfully connects job seekers with employers, with 25% neutral and 25% disagreeing.
Table 15 shows that 65% (20% strongly agree, 45% agree) agree that Facebook has increased the number of job opportunities available, with 20% neutral and 15% disagreeing.
Table 18 reveals that 50% (15% strongly agree, 35% agree) find Facebook’s features (e.g., groups, pages, targeted ads) effective for spreading job opportunity awareness, with 25% neutral and 25% disagreeing.
Research Question 3: What is the extent to which Facebook is being used to create awareness on job opportunities in Ilorin West L.G.A?  
Tables 7, 9, 16, 17, and 20 address this research question.
Table 7 shows that 45% (19% very often, 26% quite often) frequently encounter job opportunity posts, while 55% (40% not often, 15% rarely) do so less frequently, indicating moderate visibility.
Table 9 reveals that 67% primarily use advertisements to learn about job opportunities, followed by job groups/pages (15%), personal networks (8%), and other sources (10%), highlighting advertisements as the dominant awareness channel.
Table 16 indicates that 40% (10% strongly agree, 30% agree) believe Facebook is widely used to create job opportunity awareness, with 30% neutral and 30% disagreeing.
Table 17 shows that 55% (15% strongly agree, 40% agree) agree that many residents rely on Facebook to stay informed about job openings, with 25% neutral and 20% disagreeing.
Table 20 reveals that 50% (15% strongly agree, 35% agree) believe the extent of Facebook’s usage for job opportunity awareness is sufficient, with 25% neutral and 25% disagreeing.
4.4. DISCUSSION OF FINDINGS
The findings provide critical insights into the audience perception, effectiveness, and extent of Facebook’s use as a tool for creating job opportunities in Ilorin West L.G.A, based on a youthful, predominantly student sample. The discussion contextualizes these findings within Nigeria’s digital and employment landscape, drawing comparisons with the provided studies on gender representation, preorder marketing, social media’s impact on communication, and Sobi FM’s sports coverage.
Demographic Profile (Section A, Tables 1–5): The respondents are predominantly young (95% aged 15–30, Table 1), single (87%, Table 4), and students (79%, Table 5), with 65% holding undergraduate or postgraduate degrees (Table 3). The slight male majority (55%, Table 2) ensures a balanced gender perspective. This demographic aligns with the youthful, educated samples in the gender representation study (80% aged 18–35, Table 2), preorder marketing study (95% aged 15–30, Table 1), social media study (95% aged 15–30, Table 1), and Sobi FM study (95% aged 15–30, Table 1), reflecting a digitally savvy population likely to engage with platforms like Facebook for job searches. The high student representation suggests a group actively seeking employment opportunities, making them ideal for studying Facebook’s role in job creation.
The audience perceives Facebook as a valuable but flawed tool for job opportunities. Near-universal engagement (97%, Table 6) and high trust in credibility (75%, Table 12) underscore its appeal, with 60% viewing it as effective (Table 11) and 65% finding posts accessible (Table 13). However, low reliability (30%, Table 10) and widespread concern about misleading or fraudulent posts (75%, Table 19) highlight significant trust issues, mirroring the preorder marketing study’s 60% reliability skepticism (Table 10 in the preorder study) and 50% concern over misleading posts (Table 18 in the preorder study). The contrast between high trust (75%, Table 12) and low reliability (30%, Table 10) suggests that while specific interactions (e.g., verified ads) are trusted, broader platform concerns persist. This aligns with Nigeria’s digital landscape, where social media is widely used but scams are prevalent, as seen in the social media study’s 50% noting weakened relationships due to miscommunication (Table 18 in the social media study).
Facebook is moderately effective, with 81% applying for jobs found on the platform (Table 8), 60% viewing it as effective for job creation (Table 11), and 65% noting increased job opportunities (Table 15). Its features (50%, Table 18) and employer connections (50%, Table 14) support its utility, but the lower agreement on connectivity (50%, Table 14) compared to applications (81%, Table 8) suggests that while Facebook excels at job discovery, actual employment outcomes may be limited by employer responsiveness or job legitimacy. This parallels the Sobi FM study, where 75% were satisfied with content quality (Table 12 in the Sobi FM study) but only 50% would recommend it (Table 20 in the Sobi FM study), indicating that high engagement does not always translate to full effectiveness. The gender representation study’s 86% valuing inclusive ads (Table 11 in the gender study) further highlights that effectiveness depends on aligning content with audience needs, a challenge for Facebook given its reliability issues.
Facebook is used to a moderate extent for job opportunity awareness, with 45% frequently encountering posts (Table 7) and 67% relying on advertisements (Table 9), reflecting a strong advertising-driven approach. The 55% who note resident reliance (Table 17) and 50% who find usage sufficient (Table 20) indicate significant reach, but the 40% who see it as widely used (Table 16) and 55% with less frequent exposure (Table 7) suggest uneven penetration. This mirrors the social media study’s 55% valuing efficiency (Table 17 in the social media study) but facing challenges like misunderstandings (40%, Table 16 in the social media study), indicating that while Facebook is a key awareness tool, its reach is not comprehensive. The reliance on ads (67%, Table 9) aligns with the preorder marketing study’s 46% noting fashion ads (Table 9 in the preorder study), highlighting social media’s strength in targeted content delivery but also its limitations in universal coverage.
Facebook is a widely used (97%, Table 6) and moderately effective tool for job opportunities in Ilorin West L.G.A, with 81% applying for jobs (Table 8), 65% noting increased opportunities (Table 15), and 60% viewing it as effective (Table 11). However, low reliability (30%, Table 10) and fraudulent posts (75%, Table 19) undermine trust, similar to the preorder marketing study’s trust barriers (10% reliability, Table 10 in the preorder study) and the social media study’s communication challenges (50% weakened relationships, Table 18 in the social media study). The moderate extent of use (50% sufficient, Table 20; 40% widely used, Table 16) reflects Nigeria’s digital economy, where platforms like Facebook are central but face issues like scams and uneven access. Compared to the gender representation study’s 86% valuing inclusive ads (Table 11 in the gender study) and Sobi FM’s 75% content satisfaction (Table 12 in the Sobi FM study), Facebook’s high engagement but trust issues highlight a need for improved credibility to maximize its job creation potential.









CHAPTER FIVE
SUMMARY, CONCLUSION, AND RECOMMENDATION
5.1. SUMMARY  
This study, titled "Audience Perception of Facebook as a Tool for Creating Job Opportunities in Ilorin West Local Government Area of Kwara State," was structured into five chapters to systematically investigate how job seekers and residents perceive and utilize Facebook for job search and professional networking in Ilorin West L.G.A., Nigeria.  
Chapter One introduced the research, highlighting the evolving role of Facebook from a social networking platform to a tool for professional development and job searching. It emphasized the platform’s growing importance in recruitment, particularly in developing regions like Nigeria, where traditional job search methods are often limited. The chapter outlined the problem statement, research objectives, research questions, significance, scope, limitations, and definitions of key terms, focusing on Ilorin West L.G.A. as the study area.  
Chapter Two provided a literature review, establishing a conceptual framework that defined Facebook, its history, features, and role in job creation, alongside the concept of job opportunities. The study was grounded in the Uses and Gratification Theory, which explains why individuals choose Facebook to meet professional needs, such as networking and job searching. Empirical studies highlighted Facebook’s role in enhancing job access but also noted challenges like reliability and fraudulent posts, particularly in Nigeria’s digital landscape.  
Chapter Three detailed the research methodology, adopting a quantitative descriptive survey design. The population comprised Facebook users in Ilorin West L.G.A., with a sample of 100 respondents selected via purposive sampling. Data were collected using a questionnaire administered physically and via Google Forms, validated through expert review and a pilot test, and tested for reliability using a test-retest method. Data analysis was conducted using the Statistical Package for Social Sciences (SPSS) to generate descriptive statistics.  
Chapter Four presented and analyzed data from 100 respondents, predominantly young (95% aged 15–30), single (87%), students (79%), and educated (65% with higher education degrees), with a slight male majority (55%). Key findings revealed near-universal Facebook use for job searches (97%), with 81% having applied for jobs found on the platform, primarily through advertisements (67%). While 60% perceived Facebook as effective and 65% noted increased job opportunities, only 30% considered it reliable, with 75% citing concerns about misleading or fraudulent posts. Additionally, 55% reported reliance on Facebook for job information, but only 40% viewed it as widely used for awareness, indicating moderate reach. The chapter compared findings with studies on gender representation, preorder marketing, social media’s impact on communication, and Sobi FM’s sports coverage, noting similar trust and reliability challenges in digital platforms.  
Chapter Five summarizes the findings, draws conclusions aligned with the research objectives, and provides recommendations to enhance Facebook’s effectiveness as a job search tool in Ilorin West L.G.A., addressing both its opportunities and challenges.  

5.2. CONCLUSION  
This study investigated the audience perception, effectiveness, and extent of Facebook’s use as a tool for creating job opportunities in Ilorin West L.G.A., Kwara State. The findings confirm that Facebook is a widely utilized platform, with 97% of respondents using it to search for or share job-related information, driven by its accessibility (65%), ease of use (65%), and ability to connect job seekers with employers (50%). These outcomes align with the Uses and Gratification Theory, which posits that individuals actively choose media like Facebook to fulfill specific needs, such as job searching, networking, and professional branding, due to its convenience and broad reach.  
The audience perception of Facebook is generally positive but tempered by significant concerns. While 60% view it as an effective tool for job creation and 75% trust it as a credible source for job information, only 30% consider it reliable, with 75% noting that misleading or fraudulent posts are a major issue. This duality reflects Nigeria’s digital landscape, where social media is a vital tool for connectivity but faces challenges like scams and misinformation, as seen in the preorder marketing study (50% citing misleading posts) and the social media study (40% noting misunderstandings). The youthful, educated demographic (95% aged 15–30, 65% with higher education) likely contributes to high engagement, as their digital nativity and academic lifestyles align with Facebook’s accessibility and networking features.  
Facebook’s effectiveness is evident, with 81% of respondents having applied for jobs found on the platform, 65% noting an increase in job opportunities, and 50% acknowledging its role in connecting job seekers with employers. However, its effectiveness is limited by low reliability (30%) and concerns about fraudulent posts (75%), which may hinder successful job outcomes. This mirrors the Sobi FM study, where high engagement (75% content satisfaction) did not fully translate to recommendation (50%), suggesting that engagement does not guarantee complete trust or effectiveness. The reliance on advertisements (67%) as the primary channel for job information underscores Facebook’s strength in targeted content delivery, similar to the preorder marketing study’s 46% reliance on fashion ads, but also highlights the need for credible content to maximize impact.  
The extent of Facebook’s use for job opportunity awareness is moderate, with 55% of residents relying on it for job information and 50% finding its usage sufficient, yet only 40% viewing it as widely used. The 45% who frequently encounter job posts indicate significant visibility, but the 55% with less frequent exposure suggest uneven reach, potentially due to algorithmic limitations or lack of awareness about job-specific groups. This aligns with the social media study’s finding of 55% valuing efficiency but facing communication barriers, indicating that while Facebook is a key awareness tool, its penetration is not comprehensive in Ilorin West L.G.A.  
In conclusion, Facebook is a valuable but imperfect tool for job creation in Ilorin West L.G.A., offering significant opportunities for job discovery (81% application rate) and awareness (55% reliance) but challenged by low reliability (30%) and fraudulent content (75%). Its effectiveness is bolstered by its accessibility and networking capabilities, particularly for young, educated job seekers, but trust issues and uneven awareness limit its full potential. Balancing accessibility with credibility is critical to enhancing Facebook’s role in addressing unemployment in Nigeria’s evolving digital economy, particularly in a region like Ilorin West, where digital platforms are increasingly vital for bridging employment gaps.  
5.3. RECOMMENDATIONS
Based on the findings, the following recommendations are proposed to enhance the effectiveness and credibility of Facebook as a tool for creating job opportunities in Ilorin West L.G.A.:  
1. Job seekers should be educated on identifying credible job posts and avoiding fraudulent ones through workshops or campaigns organized by local institutions, such as universities or community centers.
2. Local employers and recruitment agencies should create and promote verified Facebook groups and pages for job postings to improve reliability.
3. Kwara State government and local businesses should partner with Facebook to develop targeted job advertisement campaigns, ensuring broader and more consistent reach.
4. Facebook should introduce formalized job-matching tools, such as those on LinkedIn, to streamline job searches and applications.
5. Additional studies, including qualitative methods like interviews or focus groups, should explore the specific barriers to trust and effectiveness in using Facebook for job searches in Ilorin West.
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GQUESTIONNAIRE
KWARA STATE POLYTECHNIC, ILORIN
INSTITUTE OF INFORMATION AND COMMUNICATION TECHNOLOGY (IICT)
MASS COMMUNICATION DEPARTMENT

Dear Respondent,  
This questionnaire is designed to gather relevant information for my research work titled “audience perception of Facebook as a tool for creating job opportunities in Ilorin West Local Government Area of Kwara State.” Your honest responses will significantly contribute to the success of this study. Be assured that all information provided will be treated confidentially and used strictly for academic purposes.  
Thank you for your cooperation.  

INSTRUCTION: Please tick (✓) the option that best represents your opinion.  
The questionnaire is divided into three sections: Section A, B, and C.  
SECTION A: DEMOGRAPHICS OF THE RESPONDENT  
1. Age range?    A. 15-20 (   ) B. 21-25 (   ) C. 26-30 (   ) D. 31 and above (   )  
2. Sex?  A. Male (   ) B. Female (   )  
3. Highest level of education?   A. High school (   ) B. Undergraduate degree (   ) C. Postgraduate degree (   ) D. Other (   )  
4. Marital status?   A. Single (   ) B. Married (   ) C. Divorced (   )  
5. Occupation?  A. Student (   ) B. Self-employed (   ) C. Civil servant (   ).                          D. Unemployed (   ) E. Other (   )  
SECTION B: 
6. Do you use Facebook to search for or share information about job opportunities?                              A. Yes (   ) B. No (   )  
7. How often do you come across job opportunity posts or advertisements on Facebook?  A. Very often (   ) B. Quite often (   ) C. Not often (   ) D. Rarely (   )  
8. Have you ever applied for a job opportunity you found on Facebook?     A. Yes (   ) B. No (   ) C. Not sure (   )  
9. How do you primarily use Facebook to learn about job opportunities in Ilorin West L.G.A?        A. Job groups/pages (   ) B. Personal contacts/networks (   ) C. Advertisements (   ) D. Other (   )  
10. Do you believe Facebook is a reliable platform for finding job opportunities in Ilorin West L.G.A?   A. Yes (   ) B. No (   ) C. Not sure (   )  
SECTION C: 
KEYS: Strongly Agree {SA}, Agree {A}, Neutral {N}, Disagree {D}, Strongly Disagree {SD}  
11. Facebook is perceived as an effective tool for creating job opportunities in Ilorin West L.G.A.   A. Strongly agree (   ) B. Agree (   ) C. Neutral (   ) D. Disagree (   ) E. Strongly disagree (   )  
12. The audience in Ilorin West L.G.A trusts Facebook as a credible source for job opportunity information.  A. Strongly agree (   ) B. Agree (   ) C. Neutral (   ) D. Disagree (   ) E. Strongly disagree (   )  
13. Facebook job posts are often seen as accessible and easy to apply for by residents of Ilorin West L.G.A.    A. Strongly agree (   ) B. Agree (   ) C. Neutral (   ) D. Disagree (   ) E. Strongly disagree (   )  
14. Facebook has successfully connected job seekers with employers in Ilorin West L.G.A.              A. Strongly agree (   ) B. Agree (   ) C. Neutral (   ) D. Disagree (   ) E. Strongly disagree (   )  
15. The use of Facebook has increased the number of job opportunities available in Ilorin West L.G.A.         A. Strongly agree (   ) B. Agree (   ) C. Neutral (   ) D. Disagree (   ) E. Strongly disagree (   )  
16. Facebook is widely used to create awareness about job opportunities in Ilorin West L.G.A.       A. Strongly agree (   ) B. Agree (   ) C. Neutral (   ) D. Disagree (   ) E. Strongly disagree (   )  
17. Many residents of Ilorin West L.G.A rely on Facebook to stay informed about job openings.  A. Strongly agree (   ) B. Agree (   ) C. Neutral (   ) D. Disagree (   ) E. Strongly disagree (   )  
18. Facebook’s features (e.g., groups, pages, targeted ads) make it effective for spreading job opportunity awareness.  A. Strongly agree (   ) B. Agree (   ) C. Neutral (   ) D. Disagree (   ) E. Strongly disagree (   )  
19. Some job opportunity posts on Facebook in Ilorin West L.G.A are misleading or fraudulent.   A. Strongly agree (   ) B. Agree (   ) C. Neutral (   ) D. Disagree (   ) E. Strongly disagree (   )  
20. The extent of Facebook usage for job opportunity awareness in Ilorin West L.G.A is sufficient to meet residents’ needs.   A. Strongly agree (   ) B. Agree (   ) C. Neutral (   ) D. Disagree (   ) E. Strongly disagree (   )  
