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ABSTRACT
The effects of social network platforms on employment generation has been accorded minimal attention, however it is important to explore the impact this evolution has had on a major part of the economy, which is the labour market. A labour market in an economy functions with demand and supply of labour, whereby "labour demand" is the firms demand for labour and "labour supply" is the workers supply of labour. However the demand for and supply of labour are determined by a number of factors, one of which is access to the supplier and demander. In addressing the issue of access which can be coined as recruitment, technology can be said to have a played a great role. The impact of social media on job creation has been particularly evident in areas such as freelancing, e-commerce, and creative industries. Nigerian youths are leveraging social media platforms to showcase their talents, sell products or services, and build their professional networks. This has not only empowered them to become self-employed but has also contributed to economic growth and innovation in the country.
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CHAPTER ONE
INTRODUCTION
1.1	BACKGROUND OF THE STUDY
	The effects of social network platforms on employment generation has been accorded minimal attention, however it is important to explore the impact this evolution has had on a major part of the economy, which is the labour market. A labour market in an economy functions with demand and supply of labour, whereby "labour demand" is the firms demand for labour and "labour supply" is the workers supply of labour. However the demand for and supply of labour are determined by a number of factors, one of which is access to the supplier and demander. In addressing the issue of access which can be coined as recruitment, technology can be said to have a played a great role.
	The evolution of the Internet to web 2.0 has witnessed the rise of a phenomenon known as Social Media Networks (SMN). It is a relatively new era of web 2.0 technologies.
	The growth and buzz created effectively matches that of the dot-com era, becoming a facilitator of social interactions and collective action in cyber space (Parameswaran et al.,2007). Users of social media tools use them in a variety of ways for varied reasons, including professional and personal reasons. These activities include building networks of friends or colleagues, entertainment value from watching interesting videos, for publishing thoughts, recruitment, building reputations and that is just to name a few of its uses. It has become an effective communication channel that is increasingly embraced by jobseekers and it is changing the way they interact with organizations. This shift has had an impact on recruitment - where an evolution has already been witnessed, from traditional forms of recruitment to Social Media.
	Social networking sites are able to provide a method for organizations (firms demand to build two-way communication and engage prospective employee (workers supply). The use of social media as a recruitment tool throws up some opportunities and challenges for employers and prospective employees. Social media potentially offers speed, efficiency and the ability to target and attract specific, particularly apposite candidates in the recruitment process. It can provide a useful additional source of information on potential job candidates, especially since some data (at the personal as well as the professional level) may not be generated for the purpose of recruitment, and therefore may provide candid supplementary information on the applicant. For prospective employee it potentially offers multiple sources of information about the employer and the possibility of contact with existing employees to gain a more realistic job preview. Examples of social media include Facebook, LinkedIn, MySpace, Twitter, and Jobberman.
	Although there are some specific differences that exist between these sites, on the broader scale, they are the same. (Smith, 2010). "LinkedIn and Facebook, however, stand out as recruiting tools since they both include job-posting features for recruiters. Facebook and LinkedIn are most popular among young professionals. In a study conducted on 430 employees, LinkedIn and Facebook use is highest among the employees who are aged 26 to 45. In addition, 52% of the people surveyed use LinkedIn, 49% use Facebook, 31% use MySpace, and 6% use Twitter (Skeels, 2009).
	Employers who use LinkedIn and Facebook, as a result, have the highest potential of reaching young professionals in the workplace. In July 2010, Facebook revealed that it had over 500 million active users (Schroeder, 2010). In August it was reported that U.S. web users spent 41.1 million minutes on the website. That is equivalent to 9.9% of their entire time web-surfing that month (Schroeder, 2010). LinkedIn, on the other hand, has 30 million users and is used purely for business and networking reasons (Bulik, 2008)". Both of these sites, as a result, allow users to connect with others and tap into their internal network and contact business professionals. Based on the foregoing it can be seen the changes that have and can occur using this technological evolution, however there is scarce academic research on the role social media has played in employment generation in Nigeria and the role it can play in bridging the unemployment gap in the economy.
The size of the labour market in any economy is very important and cannot be left unattended to. The 18% growth rate of unemployment in the last 5 years (Index Mundi, 2013) has set off an alarm. The Unemployment problem in the country is one that cannot be left unattended to. Between the years 2000 and 2004, the national unemployment rate was increasing and decreasing. However, from the year 2005, the figures have been on a steady increase from 11.9 in 2005, 12.3 in 2006, 12.7 in 2007, 14.9 in 2008, 19.7 in 2009 and 21.1 in 2010 (NBS, 2010). This unemployment rates cut across all states, tribes and genders although with gender it varies with the different sectors of the economy. The major employer of labour is the agricultural sector employing about two-third of the entire labour force and responsible for 30.9% of GDP.
The labour market is becoming increasingly competitive as more graduates are being released from the various tertiary institutions without the necessary demand for them.
	This gap caused by the ever-increasing labour supply has left the government of the country with a serious problem in their hands. An attempt to curb this growth has led to several policies being put into place. Some of these include the introduction of the EDS (entrepreneurial development studies) to the curriculum of students in the Universities.
This is aimed at reducing the number of Job Seekers and increasing the number of Job Providers in the country. However, this has not been very successful because most of the universities make these classes theoretical rather than practical in nature.
	In the continued attempt to reduce the unemployment figures, a new development has been linked to the employment status of people. It the epidemic called social networking. According to Pinstripe, 2012, half of all adults belong to at least one of the three main social networking sites; Facebook, Twitter and Linkedin. Social networking is fast becoming a concept common to every individual and is used both for personal and professional activities. Many use it to reconnect with old friends while others use it has a platform for advertisement. But more recently, it has been used increasingly for connecting the two sides of the labour force together. A study done by Jobvite, (2009) showed that 83% of companies use or plan on using social network for recruiting. When the study was repeated in 2010, it was discovered that the figures had moved up to 92%. This use of social media for the purpose of recruiting has been termed Social Recruiting.
	According to Jobvite 2012, "Social Media has quickly become a dominant force for companies to find and hire quality talent. This is because it allows employers to tap extended networks for cancidates that would not have been found otherwise, social recruiting offers tremendous value to companies of all sizes. It has become an essential avenue for recruiters to successfully compete in the war of talent".
1.2	STATEMENT OF THE PROBLEM
	The level of employment in a country can be used to gauge its economic performance. This is because attainment of full employment is one of the macroeconomic objectives of any nation. An attainment of full employment means that the available resources; human and otherwise are being effectively used. However, contrary is the case when it comes to unemployment, it is always a concern to the government of a country and the citizenry at large. It involves wastage of resources and a country operating within its Production Possibility Frontier (PPF). The growing rate of graduate unemployment calls for immediate attention because these are the people who are meant to be the heart of the
labour force.
The current level of unemployment in the country is 23.9% (World Bank, 2013).
According to the chairman of the SURE-P program, there are at least 40 million Nigerians without job. The level of job creation in the country has been inadequate to keep up with the pace of the expanding working age population. This is due to the lack of developmental programmes being put in place by the government. Even more disturbing is the fact that the youth unemployment makes up 50% of the total rate (Rise Networks, 2013). The youth which represent the future of the country are mostly unemployed
There is therefore a need to try and reduce and gradually eradicate this phenomenon. It is in light of this, that I plan on showing how social recruiting can be used lo solve this challenge facing Nigeria. Social Recruiting is being used in all developed countries and as slowly started entering the Nigerian Recruitment System. It is a system Whereby buyers and sellers of labour come together via Social Network Platforms. Even though the major challenge facing the Nigerian Labour Market is the excess supply of labour given the level of demand, Social Recruiting still looks at how even firms try to make their companies more attractive so as to get the best available applicants in order to increase their level of productivity.
	Social Recruiting as a solution to this problem is majorly because we are in an electronic age. 80% of people own at least one gadget; either a laptop or a tablet or a Smartphone which is usually connected to the internet and with the emergence of Social media such as Facebook, Twitter, LinkedIn, Instagram, most youths spend a lot of time on the internet. Even though there is a downside to this, the advantages outweigh the shortcomings. This is because most employers are not looking for plainly book smart people, they want people who are flexible and can adapt quickly to change. They therefore see participation on Social media as a proof of this much sought after attribute. This research through the use of Questionnaires hereby seeks to show how participation in Social media especially the giants; LinkedIn, Facebook and Twitter can help in the reduction of the unemployment status and strengthen the Labour Market as a whole.
This study therefore aims at looking at the influence social media have on employment generation in Nigeria, to look at how based on the success stories in other countries can be fully utilized here to gain such results both now and in the future. It also aims at looking at the extent to which it has been used in the country so far and the possible room for improvement.

1.3	OBJECTIVES OF THE STUDY
The main objective of this research is to find out the impact social media have had on employment generation for Nigeria youths. While the specific objectives include:
1. To examine the extent social media have been used to reduce the unemployment level in Nigeria.
2. To examine the effect of social media on the quality of employees.
3. To examine the impact of social media among the employers and employees in Nigeria.
4. To examine how the impact of social media has leads to Employment Generation among youths in Nigeria.

1.4	RESEARCH QUESTIONS
To what extent have social media been used to reduce the unemployment level in Nigeria?
2. What is the effect of social media on the quality of employees?
3. What is the impact of social media among the employers and employees in Nigeria?
4. What impact does social media has that leads to Employment Generation among youths in Nigeria?
1.5	SCOPE OF THE STUDY
This research work will be based on questionnaire that will be distributed among students. This research has succeeded in asking 100 recipients about the influence of social media on the creation of job opportunities for Nigerian youths..
1.6	LIMITATIONS OF THE STUDY
	Given that the method of data collection is the use of questionnaires, we are bound to encounter some errors in the compilation process. Also, the paper lacks sufficient external validity due to limited time and space for researches of this nature always resulted in a narrow focus on other themes that could cover the general scope on the influence of social media on the creation of job opportunities for Nigerian youths.
1.7	SIGNIFICANCE OF THE STUDY
	This research is of utmost importance as it addresses one of the major challenges facing the Nigerian economy and it seeks to find out ways in which this problem can be addressed. A lot of works have been done previously on social media, but little or no intensive work has been done on relating the social network presence to the recruitment process in Nigeria. Also, most studies look at social media in terms of social contacts rather than social media. It is also important for us to move with the changes going on in the world.
This study therefore aims to show how this has been implemented in other countries and how it can be of use to Nigerians since the major cause of unemployment is the ability to bring the supplier and demander of labour together. Through this research, policy options would be provided that would be useful to economic policy makers in policy making and also, it would also be useful to organisations and government in making impactful decisions.
1.8 	OPERATIONAL DEFINITION OF TERMS
SOCIAL: Pertaining to, or characterized by friendly companionship or relations.
NETWORKS: Associations of individuals having common interest, formed to provide mutual assistance, helpful information, or the like.
NETWORKING: A support system of sharing information and services among individuals and groups having a common interest.
Social Networking: The development of social and professional contacts.
SOCIAL RECRUITING: It is the process of sourcing or recruiting candidates through the use of social platforms as promotional and/or advertising channels by employers and recruiters.
SOCIAL MEDIA: Websites and other online means of communication that are used by large groups of people to share information and to develop social and professional contacts.
JOB: Refers to a paid position of regular employment.



CHAPTER TWO
INTRODUCTION
2.0	LITERATURE REVIEW
	The need for social interactions between human beings has always existed resulting in the creation of platforms or networks for either informal or formal social interactions.
Humans are profoundly social beings (Frith and Frith, 2001).
Social networks are studied across a wide range of disciplines from sociology to science and technology. Freeman (2006) studies social networks as structures made up of individuals connected by interdependencies including common interests, friendship, business communities or even dislikes. A common misconception holds that social networks are primarily technology based but as Coyle and Vaughn (2008) point out, social networks have been in existence long before the rise of the Internet age due to humans' infinitely societal nature and dependence on these relationships to survive. The previous authors identify advances in technology as the element that has altered the scope and manner in which we connect with each other.
	Charron et al., (2006) believe the emergence of the easy connections social computing enables is 'brought about by cheap devices, modular content, and shared computing resources? The increasing growth in the 'social computing' phenomenon represents a departure from the business computing era (Parameswaran &Whinston, 2007a). This is characterized by a shift in the scope and structure of the organization with the emphasis being on the social organization where a grassroots approach is favoured over the traditional top-down approach (Parameswaran &Whinston, 2007; Clapperton, 2011).
	This literature review will examine the emergence of social media tools in companies in the private sector for recruitment purposes. It will look at how this has been engaged in other countries and the results gotten so that it can be implemented in the Nigerian Labour Market.
The study of the existing literature will begin with an examination of the emergence of social media tools against a historical backdrop to give a richer understanding of the concept. Due to varied and often ambiguous meanings attached to the term 'social media' in the literature, the author will attempt to provide a definition by exploring varied concepts that have contributed to the rise of the social media phenomenon.
	Also, the strategic forces pushing companies to use SM for recruitment purposes will be evaluated. In addition, an investigation into the functionalities of key online channels will be carried out based on a classification scheme and users of these tools will be classified based on their usage. At the end of this chapter it is hoped that a critical understanding of this phenomenon will be exhibited and a justification for the empirical research will be provided.
2.1 CONCEPTUAL FRAMEWORK
2.1.1 Defining 'Social Media'
	The literature is abounding with a number of terms that are used interchangeably by a variety of authors to describe social media. These include but are not restricted to:
'social computing', 'web 2.0', 'social platforms' and 'social networks'. Wellman (1999) describes social networks as a set of people, organizations or other social entities connected by a set of socially meaningful relationships. Parameswaran &Whinston (2007b) choose to view it from a technological viewpoint by defining 'social computing' as a collection of technologies - blogs, online business networks, and peer-to-peer networks etc. - that enable social interaction and collaborative action online.
	Clapperton (2011), supports the view of the previous authors by describing them as Internet based tools that allow readers engage with the writer or with the community online and in public. To elucidate a definition of 'Social Media', authors distinguish between concepts that make the phenomenon possible. The foundation for social media is the evolution of the web to its current form and the increase in content created by the end users.
This is a view supported by Kaplan and Haenlein (2010), they contend that User Generated Concept [UGC] represents the sum of ways in which users interact with social media while web 2.0 serves as the platform for its growth. This author will attempt to expound on these key concepts. At a conference brainstorming session in 2005, the concept of web 2.0 was born.
	The term was used to describe a turning point for the web after the dot-com bubble burst (O'Reilly, 2005). The previous author describes Web 2.0 as the 'architecture of participation'. This is because it provides a platform for continuous modification of content by all users in an engaging and collaborative way (Kaplan and Haenlein, 2010).
	Critics believe this is another marketing buzzword, however, proponents of web 2.0 assert that a shift occurred from the passive nature of the earlier version of the web - web 1.0 - to a more dynamic environment where people take part in what happens on the Internet (Dearstyne, 2007; Cormode and Krishnamurthy, 2008; Balim, B. and Dogerlioglu 0., 2011; Clapperton, 2011). As stated earlier, there are many who consider Web 2.0 as the platform for the social media evident in society today (Parameswaran &Whinston, 2007b; Mangold and Faulds, 2009; Kaplan and Haenlein, 2010).
	While no definition has gained widespread academic acceptance, Constantinides and Fountain (2009) define web 2.0 as "a collection of open-source, interactive and user controlled online applications expanding the experiences, knowledge and market power of the users as participants in business and social processes. Web 2.0 applications support the creation of informal users 'networks facilitating the flow of ideas and knowledge by allowing the efficient generation, dissemination, sharing and editing / refining of informational content."
Although, Kaplan and Haenlein (2010) distinguish between web 2.0 and UGC as separate entities, this author believes that UGC is at the core of web 2.0 and as such both are intricately linked to one another. What differentiates web 2.0 from its earlier incarnation is the interactivity and collaboration that exists. This assertion is supported by Wunsch-Vincent (2007), who refer to UGC as 'one of the main features of this so-called participative web'. Amateurs who were at the consuming end of the web spectrum have been empowered to generate and broadcast their own content (Clever et al., 2009; Kaplan and Haenlein, 2010). Perhaps due to its self-explanatory name, no standard definition exists in the literature.
	However, the OECD (2007) proposes three (3) requirements for content to be classified as user generated. They are, content must be publicly available on the Internet (includes social networking sites and websites), have a certain level of creativity, and content must be created in a non-professional environment/context. Several authors contend that UGC was in existence prior to the emergence of the much-discussed evolution of the web. Its growth can be traced to a number of drivers that make it fundamentally different from its earlier form (Balasubramaniam, 2009; Kaplan and Haenlein, 2010).
	The four (4) drivers highlighted by the OECD (2007) include technological, economic, social and legal drivers with factors such as high speed Internet connections, increased hardware capabilities, a younger generation with extensive technical know-how and a readiness to engage online, widespread availability coupled with cheaper prices of tools, and rising end-user agreements (OECD, 2007; Balasubramaniam, 2009; Kaplan and Haenlein, 2010).
Based on the assertion that UGC and web 2.0 provide the context for the social media platform, Kaplan and Haenlein (2010) define social media as "a group of internet-based applications that build on the ideological and technological foundations of web 2.0, and that allow for the creation and exchange of User Generated Content". 
	Therefore, the term 'social media' will be used in this paper to refer to both web and mobile-based technologies that facilitate and transform communication into interactive dialogue.
2.1.2 Overview of the Evolution of Social Media
	The emergence of social media has been heralded in the literature as the dawn of a new era. Blackshaw and Nazzaro (2004) describe the emergence of new diverse sources of online information created, shared, distributed, and used by people with the aim of educating one another about interests, personalities, issues, products, and services known as 'social media'. However, a number of authors contend that the phenomenon is far from ground breaking (Kaplan and Haenlein, 2010).
	The idea behind the social media has existed for a number of years but present day advances in technology have enabled what was hitherto unavailable. There are indications  of social networking as carly as 1978 before the development of the World Wide Web. At the New Jersey Institute of Technology, Murray Turoff and Roxanne Hiltz created an Electronic Information Exchange System (Turoff et al., 1993).
	Users were able to email each other, view the bulletin board and use the list server (Hiltz&Turoff, 1978; Wasserman & Faust, 1994). The following year, Duke University graduate students, Tom Truscott and Jim Ellis created Usenet. It was an environment where Internet users could read and post in different categories or newsgroups, as they were known (Lueg and Fisher, 2003). This largely resembled the Bulletin Board System [BBS] that gained traction in the late 70's, which equally allowed the exchange of news, messages, data and even software.
The oft talked about present day social media is born out of a confluence of advances in technology (Parameswaran &Whinston, 2007b). The closest resemblance to its modern day counterpart was SixDegrees. The website became the first to fully integrate features that previously existed as standalone applications (dating websites, online communities, AOL Instant Messenger etc.) by enabling users create profiles, list friends and eventually, allowing users surf friends lists (Boyd and Ellison, 2008).
	The site was not fully equipped and closed down mainly due to a lack of extended friends online and insufficient social interaction (Weireich, 2007). Several community tools such as MiGente, Live Journal, and LunarStorm followed this lead and combined profiles and friend lists on their sites. The reach of social networking began to extend beyond its original form into the business community with the creation of Ryze, Tribe.net, and LinkedIn to enable people leverage their business networks. While Ryze never achieved mainstream popularity and Tribe.net carved out a niche user base, LinkedIn has grown to become one of the most powerful business services available (Chafkin, 2007).
	In 2002, Friendster, a social complement to Ryze was launched (Boyd and Ellison, 2008) with the aim of helping friends of friends meet (Abrams, 2003). Its popularity surged stemming from increased media interest leading to an increased volume of users replacing their email accounts with Friendster, thereby contributing to the technical and social difficulties the site suffered (Boyd, 2006b). Due to a combination of factors - technical the site leading to a waning popularity in the US difficulties, social collisions, and mistrust between users and the site - initial adopters left. 
	However, the site fared better in Asian markets (Goldberg, 2007). Friendster has been called the biggest disappointment of the Internet age (Chafkin, 2007) perhaps because it failed to build on its early signs of promise; however, it retains significance because it inspired like-minded sites (Skeels and Grudin, 2009).
	Chief among the next wave of social networks was MySpace, who entered the market and gained popularity on the back of the dissatisfaction of Friendster users. It corrected the limited scalability issues and lack of multimedia issues of Friendster (Parameswaran &Whinston, 2007b).
	Its differentiating factor was it allowed users customize their pages and user demand for features was taken on board (Boyd, 2006b). It has been described as a sprawling anarchy that achieved popularity with the youth (Skeels and Grudin, 2009). A number of successful brands e.g. Facebook, YouTube, Twitter, have been able to build on the early successes.
2.1.3 Social Networking Sites
	Social Networking Sites (SNS) are tools that enable people with commonalities connect with each other while empowering them to generate their own content and communications upon creation of a public profile (Acar and Polonsky, 2008; Kaplan and Haenlein, 2010). In a broader sense, SNS can be described as web and mobile based services that enable end-users create public profiles within a bounded system, articulate a list of users with which they have a connection, view and traverse their list of connections including those made by others within the system; although the nature and nomenclature differs depending on the site (Boyd and Ellison, 2008).
	Facebook, Twitter, LinkedIn, MySpace, YouTube are all social networking sites and together they make up what we call Social Media. The content of these sites is determined by the users. They are the most popular SM tools today with users confusingly grouping all tools as SNS. Increasingly, organizations use SNS as a recruitment tool, to find eligible employees. They also use it to facilitate the creation of brand communities (Muniz and O'Guinn, 2001). Its unique feature resides in its ability to enable users articulate and make visible their social networks (Boyd and Ellison, 2008). The most popular SNS is Facebook, according to Comcast (2009) had a user base of 350 million people which has increased to 540 million people (Careerbuilder, 2012).
	However, other SNS are prominent in different regions; Hyves is popular in the Netherlands (Constantinides and Stagno, 2011), Orkut is the most popular SNS in Brazil (Nielsen, 2010), and Kontakte was until recently the most popular social networking site in Russia, while Bebo is extremely popular in Australia, the United Kingdom, and New Zealand. Surprisingly, Friendster remains popular in the pacific areas (Boyd and Ellison, 2008). 86% of recruiters have been found to go through social profiles in their recruitment process during which profanity and poor spelling dampen the possibility of getting the job.
	The social media has gradually evolved from being a platform for personal activities to a professional one. There exists a high-level of self-presentation and self-disclosure on these sites (Kaplan and Haenlein, 2010). Rdube (2010) categorizes SNS into six (6) categories; informational, professional, education, hobbies, academic, and news related. 48% of the American population have a cocial network profile and spend ¼ of their online time on these sites (Careerbuilder, 2011). Also, 79% of the top 100 Fortune 500 use Twitter, Facebook, YouTube or other corporate blogs, 93% of social media users believe a company should have social media presence and 85% of social media users should go past social presence and start to interact with its customers.
	LinkedIn is a more professional SNS than Facebook. It is a business service that offers a platform for professionals in different industries to interact and communicate. It provides immense benefits in the manner in which organizations can connect with high-value individuals free-of-charge (Clapperton, 2011). There is more emphasis on self-presentation and relationships are based on connecting with people you know, who in turn refer you to who you want to meet, thereby creating a reputation based network. The main functionality LinkedIn offers is identity. The secondary functions are reputation and relationships. The latest statistics show that there are over 85 million professionals on LinkedIn worldwide with about 700,000 networking groups. Its products such as 'Talent Advantage' and the CV dashboard are designed to help recruiters who want to get the best out of the functionalities by helping to improve the search capabilities and release relevant job seeking data such as CV buzz words used by recruiters.
	Facebook is a social utility that aids users interact and keep in touch with friends, family and co-workers (Chui et al., 2009; Seenadheera et. al, 2011). Its origins are from the academic community, this SNS was started as a means to keep alumni and college friends in touch, however its reach has far extended beyond this and people all over the world use this service to stay in touch (Clapperton, 2011). The primary functionality here is relationships. The secondary functions however include: identity, conversations, reputation and presence. A study carried out in Ireland on the impact of social media on recruitment in 2012 showed that 52.6% of respondents have a Facebook page and 21.3% of them find it effective for recruitment. 	However a study by Jobvite (2012) shows that it is 26% generally Viadeo is a French site that was launched in 2004. It is a Web 2.0 professional website with 55 million members worldwide (Viadeo, 2013). It is considered to be the major rival of LinkedIn in professional social networking. However, it is mostly unheard of in most countries and is only a third of LinkedIn's size. One of the qualities it offers is accessibility of seven different languages (French, German, Italian, Russian, English and Portuguese). It also offers more collaborative services than any of the other professional networking sites, it has applications such as 'Poll Daddy', 'Google Presentation' and Lotus Notes that enable you to share documents amongst users (Nigel Wright, 2011).
	Twitter is an online microblogging and social networking site with about 500 million users that enables users to read and send messages that are limited to 140 characters. Although it started out as a purely social network, but with 51% of active twitter users following companies, it is being increasing used as a professional network. This trend started with employers going to look at their employees 'tweets' to see what they were using their spare time for and also saying about the company. Now Twitter is being increasingly used by employers to recruit people. Many employers large and small value Twitter as a source of information about their candidates, using spin-off sites such as twitjobsearch.com and tools such as Tweet Deck to tap in to the 'twisphere' and find out possible information about their consumers and candidates (Nigel Wright, 2011).
2.1.4 	Classification of Social Media Users
	At the start of the social media phenomenon, adoption of social media tools was predominantly by youths aged 16-25 (Boyd, 2008; Nielsen, 2009). Despite this, recent trends show that adoption rates with users aged 35-49 and 50-64 has increased rapidly, especially on the social networking site, Facebook (Nielsen, 2009; Clapperton, 2011).
	The users of social media can be found in a number of disciplines ranging from students to professionals in industry. It is this sort of variation that indicates that users are almost as varied as the tools they use. The implications of this for organizations is that a deeper understanding of consumer behavior is required due to the varied nature of the user in order to formulate different strategies that promote efficient and effective use of tools in engaging and communicating with different demographics. The dynamic nature of users prompts organizations to understand consumer behavior and leverage it to develop stronger, more personalized relationships with customers (Szmigin et al., 2005).
There have been attempts to classify users based on different rationales. Gladwell (1996) attempts to classify them based on their ability to affect information flow. He breaks them down into, Connectors who are very social and have a vast number of friends contributing to their ability to reach large numbers with messages. Mavens Listen, evaluate messages and are a trusted voice. This allows them regulate and offer feedback that is valued. Salesmen are a vital source for passing across messages. They are capable persuaders irrespective of their expertise. However, the most common method of classifying these users is based on their level of use and activities performed. 
	Constanindes and Stagno (2011) classify users into three (3) groups based on a segmentation study carried out on Dutch students: Beginner User, Social User, and Informational User. In their classification, the beginner user is typified by engaging in low levels of entertaining and social activities using social media tools while social users are characterized increased levels of entertainment and social activities compared to the former group and also, some content distribution activities. On the other hand, informational users show high levels of information seeking activities coupled with engagement in social and entertaining activities, as well as content distribution albeit at a more passive level than social users. A more conventional classification groups users into three (3) broad groups:
No use, Passive Use and Active Use. In their book, "Groundswell: Winning in a World Transformed by Social Technologies",
	Li and Bernoff (2008) classify users of social media tools based on participation and levels of involvement. They use a framework called 'Social Technographics Ladder' to provide a more detailed and drilled down classification compared to the previously discussed ones. They contend that participation in these channels is dependent on demographic, behavioral and psychographic factors. Their classification provides organizations and practitioners using social media tools with insight into the level of participation and varied ways people from different demographic backgrounds use these tools. Their framework of users includes:
Creators: This group of users is at the forefront of social media use. They are responsible for publishing websites, uploading content to these sites, or publishing and maintaining blogs. They constitute 13% of the US online consumers (Forrester, 2007).
	Critics: This group effectively reacts to content being published by creators in the form of blog comments, posting and rating reviews. 19% of US online consumers belong in this category (Forrester, 2007).
Collectors: This group performs the important task of collating and aggregating the content created by creators and critics (Li and Bernoff, 2008). They tag web pages and utilize RSS feeds.
Joiners: Users in this category, participate and have profiles on social networking sites e.g. Facebook, LinkedIn etc.
Spectators: They generally spend the least effort in using social media tools. They are the ultimate consumers, spending their time reading blogs, checking for news or activity updates, watching peer generated videos, and listening to podcasts among other activities.
They contribute 33% of the US adult online consumers.
Inactives: This group of persons does not contribute or participate in any online activities. They constitute the highest percentage of online consumers.
The social technographics ladder also holds the assumption that users higher up the ladder also perform activities that characterize users lower down the ladder. This author believes that some links exist between the various classifications looked at.
2.1.5 The Nigerian Labour Market
There is a consensus to the definition of unemployment. Unemployment as defined by the International Labour Organization (ILO) is the number of economically active population who are without work but available for and seeking work, including people who have lost their jobs and those who have voluntarily left work (Obadan&Odusola; World bank, 1998). Nigeria is lacking in the most important social amenities such as stable electricity, roads, security, etc (Adawo et al, 2012).
This accounts for the high rate of unemployment as the cost of production becomes higher than should be making our products non-competitive, companies trying to survive therefore try to get the most they can from the smallest possible amount of workers. Also, most of the companies have closed down due to the little or no profit being made. The textile industry which employed a vast majority of the labour force has now completely closed down because the foreign products being imported into the country were of better quality and also cheaper (Nmadu, 2011).
	Also, in 2008, the leading rubber company Dunlop left the country for Ghana for the same reason after suffering a loss of about 2 billion naira (All Africa, 2008). There is a gross inadequacy of policies to prevent this. The government has continually failed to implement policies that will help create jobs. Studies have shown that investment in the power sector would have a lot of positive multiplier effects. The power sector is said to be able to generate over one million jobs if invested in (Chinedu, 2014). This will include the amount of jobs created in fixing the faulty supply as well as the positive externalities generated from it. A lot of other companies would now be able to invest in Nigeria hence creating job opportunities.
According to Adawo, (2012), other factors accounting for the unemployment in the country include the unconcerned nature of the local governments to create employment, non-diversification of the economy, little focus on the vocational skill acquisition and the half-baked nature of the graduates being produced. The Unemployment rate in the country is alarming and the figures given by the statistical authorities are aimed at misleading the citizens. The labour force in the country shows a 0.3% yearly growth rate while GDP growth rate at 1984 factor cost grows at 3.5% over a period of 33 years (Adawo and Essein, 2012). This shows that the country has been having a jobless growth which is detrimental to the economy. The major reason for this level of unemployment is the country is the inability to bring together job seekers and job providers i.e. Frictional Unemployment as well as immobility and geographical differences. This is due to the fact that the jobs and workers are highly heterogeneous in the sense that the job location, skill required and pay do not match what the job seeker is looking for.
2.1.6 The Effect of Social Network Media on the Employment Generation in Nigeria Given the newness of this concept to Nigeria, there is lack of relevant literature
linking the social network media to the labour market outcome. However, after looking at the state of the labour market and the emergence of this new social media era, the author
will look at how we can use social media to help improve on the state of the Nigerian Labour Market i.e. how Social Recruiting can be used in the country given the success in other countries.
	Although social recruiting is fairly new, there are companies in the country that help connect jobseekers to employers. Companies like dragnet, E-recruiter Nigeria, Jetheights, Nigerian Careers, SGS are all primarily established for this purpose. They get your CV and then they show you possible jobs relating to your qualifications and also in your nearby location hence helping to reduce the problem of heterogeneity between the jobseeker and the job.
There are however very few companies who go on social network sites to look for possible recruits but given the changing nature of things in the technological world, most of the companies, even Federal institutions plan on being engaged on social networks as a means for recruitment and also for marketing purposes. Companies trying to appeal to the Generation Y, seek such platforms to advertise.
	Also, social media recruiting has been found to be useful in providing better candidate quality; this is due to the fact that you get a larger pool of applicants and also don't have to go through the process of searching résumés one after the other you just type in the quality you are looking and candidates who meet such requirements show up thereby giving you a better qualified person in less time than the traditional means of employment.
Social Media recruiting has also been found to create stronger employer brand (Careerbuilder, 2011).
	This is due to the fact that the jobseeker finds you more visible and is able to see more about the company and the benefits of working in such an environment. Even if the major problem in Nigeria is that the supply is more than the demand, the companies still want to get the best possible employees and hence want to be as attractive as possible.
Lastly, given the fact that a large percentage of the Generation Y are on one social network or the other, companies get to screen them based on their posts to know more about them.
2.2 	THEORETICAL FRAMEWORK
	Theoretical framework has to do with the existing theories on the research topic. There have been a lot of related works done in this field. These include The Social Exchange Theory, Social Network Theory, Elaboration Likelihood Model and The Standard Search Theory.


2.2.1	Social Exchange Theory
	This theory emerged out of the works of Homans (1961), Blau (1964) and Emerson (1962, 1967). It is psychological in nature and has a background in Utilitarianism and Behaviourism and Neoclassical economics. The social exchange theory is based on the following assumptions; that individuals are rational human beings, therefore they carry out cost-benefit analysis before carrying out any action. It also assumes that both rational parties are seeking to maximize benefits or profit from the carrying out of transactions.
Lastly, it assumes that the rewards gotten from such transactions lead to the exchange process. It was first applied to work settings by Liden et al (1997) and to Recruiting by Lisa McGregor (2010).
	Generally, when being used in decision making, the cost is compared to the benefit and the method is chosen if the benefit outweighs the cost. This can be applied to Social Recruitment. Of the various methods of trying to recruit, such as the traditional interviews,
the use of job boards, using online recruiting agencies, and the new Social recruitment, the social recruitment has been found to be the one with the highest benefit (Jobvite 2010), with the lowest amount of cost. This is because the organisations do not have to pay
anything to be on such sites. Also, they benefit a lot because they get a larger pool of recruits they can choose from. There is a vast amount of possible skills for which they can search for and offer employment.
	On the other hand, with the jobseekers, they don't have to keep going from one job interview to another or writing several CVs to fit the employment opportunity. They do not even have to keep up to date on every new vacancy because with their profiles on the social network sites, they can be viewed by companies and also offered jobs they didn't even apply for or know about. Hence for both parties, the rational thing to do would be to pick Social Recruitment since the benefits outweigh the cost, the firms save more money hence higher profits and the jobseekers benefit more and lastly both parties get rewards; employees and jobs which are the basic assumptions of the theory. 2.2.2
Social Network Theory
	This theory was first brought to light in the works of Emile Durkheim and Ferdinand Tonnies in the late 1800s. It a theoretical construct used to study the social ties that exist between individuals, organisations or groups. It views social relationships in forms of nodes and ties (York University, 2005). The individuals are represented in form of the nodes and the relationships between individuals are represented by the tides. In its simplest form, it studies the relationship between nodes and ties.
	Relating it to recruiting, Social Network Theory looks at the ability of owners to get access to resources not under their control in a cost-effective way through networking.
It provides value to workers by allowing them access to social resources that are embedded within a network. This can be applied to social recruiting by including the technology factor. Social Recruiting grants you access to resources not under your control by granting you a access to a field of qualified prospects via your social network presence.
2.3	REVIEW OF RELATED STUDIES
	Several empirical and methodological reviews of researchers suggest that a positive relationship exist between Social Network participation and Recruitment.
	A work done by Nordman and Doumer (2009), on the role of social Network an Transitions in West African Labour Markets made use of a first-hand survey in which a representative data sample of 2000 people were used. Using very detailed information on Social Networks as well as Discrete-time data, they found out that social networks do in fact have a high degree of influence on the labour market outcomes but these however depends on the considered dimension of the social network and not necessarily on the network size.
	Another work done by Giulietti et al (2010), shows that not only do social networks help improve your chances of getting a job, but they also increase your chance of getting a higher pay. The research was done using a unique survey based on the size and quality of the networks in which the results were used to estimate regression models of wages on Social Networks. The results gotten from this research were corroborated by the employment status and wages of those who used more formal means.
	Another study done in Australia by Piracha et al (2013), confirms the results gotten by Giulietti et al (2010). The wages which were measured using the Household Income and Labour Dynamics in Australia (HILDA) showed that those who got their jobs through the informal methods had higher wages than those who used the more formal methods.
A paper on Web-based recruitment in the millennial Generation looked at how the digital era has replaced the traditional recruitment methods. Using 493 individuals, they were able to show that the web-based recruitment method was found to be more attractive both for the Millennials as well as their employers.
	A work done by Poulami Banerjee tried to find if Social Networking Sites were a 'Fad or Breakthrough in New Age Recruitment' the author tried to find out the impact of the new trend in recruitment which was increasingly being used across firms in India both by the young and increasingly by the old. The study made use of inputs from publications as well as personal interviews with professionals, it gathered information both from the employers and the jobseekers and used graphical models to analyse the data gotten. The result gotten showed that indeed it was a breakthrough and that there were still various aspects of social recruiting that can be tapped into to gain even more value.
	Goel (2008) states that, the youths in their prime are tipped to be the drivers of social media with Web 2.0 applications and the wide acceptance of this new media into the new world. There is a wind of change all over the world regarding the exodus from traditional media to the new media.
	Kaplan and Haenlein (2010) share the same view, they maintain that social media have brought into reality a global village which Marshall McLuhan envisaged some years ago, they went further to list the following as social media sites: Twitter, Blogs, Facebook, Instagram, Skype, Tumblr, YouTube, Podcast, 2go, Eskimi, Flickr. (Tapscott, 1998), believes that using this platform can help youths think more critically. (Abubakar, 2011) also states that, there are many issues surrounding social networking sites particularly with the youths who constitute the majority users of the new interactive platform. However, researchers have ignored the effects of social media on communication patterns; this may not be far from the fact that researchers, particularly in Nigeria have not thought about the implications of social media on communication pattern.
	Ahaotu & Amadi (2014), in their study show that, 94.9% of youths sampled use social media not only for social purposes but also for teaching, research and also business purposes, amongst others. The most preferred social media sites used by the respondents sampled in that study was Facebook. The youths sampled also said they belonged to other social media communities such as Twitter, HiS, My Space, and Linkedin, etc.
	According to World Development Indicators (WDI, 2013), social media users in Nigeria are officially put at 53.5% of the population, in 2012. This is higher than the national average for 2008, which was put at 23.9%. Projected, in 2016, over 80% of those who live in urban areas in Nigeria use social media. The most popular social media networks in Nigeria include Facebook, Twitter, Blackberry messaging, WhatsApp, 2go and Badoo.
	Olaito (2014) collaborated (WDI, 2013) findings, by saying that, more people are coming on Twitter than any other platform in Nigeria and the percentage of youths here is on increase as they are constantly sharing issues, ideas and events as it bothers them. 



CHAPTER THREE
RESEARCH METHODOLOGY
3.0 	INTRODUCTION
	This chapter outlines the methodology used in this study. The research design, population and sample design as well as the research instruments of the study are discussed.
	It examines the model used to explore the effect that social media networks have on employment generation in Nigeria. This chapter puts emphasis on the measures and scales used in this study and also the method of data presentation and analysis.
	The aim of this research as stated earlier is to explore influence of social media on the creation of job opportunities for Nigerian youths in Nigeria. In order to provide an objective and conclusive study, considering the time constraints and financial constraint hindering the scope and premise of the study, this project will adopt the survey research method in answering the research questions.
3.1	RESEARCH DESIGN
	A research design is a blueprint of a scientific study. It includes research methodologies, tools and techniques to conduct the research. It helps to identify and address the problem that may rise during the process of research and analysis. A research design also called a research plan is a plan to answer a set of questions (McCombes, 2019).
	The research is a study on the influence of social media on the creation of job opportunities for Nigerian youths. The nature of the research design is descriptive.
Through the use of primary data, we will be able to find out the relationship that exists between Social media presence and recruitment. The research participants studied will include employed people within the age of 21 and 35 has they are the ones who majorly engage social networks for recruitment. 100 questionnaires will be distributed to people in Ilorin. The survey will basically be used to assess whether or not people belong to Social Networks for professional reasons and if it has helped them in their employment pursuit. 
3.2	POPULATION OF THE STUDY
	Population refers to a set of all possible cases of instruct on a research report. In most cases it is the group to which the researcher plans to generalize his research.
The population of the study refers to the total number of the people involved in the study. (Adeagbo, 2011).
	Babbie (2010) defines population as the aggregation of elements from which a sample is actually selected. This affirms the population is the bigger group from which the sample which is usually smaller is draw from. The population is a combination of members with similar characteristics where the sample is drawn from with the notion that generalization can be made.
The group of people that will be selected in the sample of the study includes the staff of Kwara State Polytechnic Ilorin. The reason for studying this group of people was because of their awareness and exposure to social media activities and employment creation.
3.3	SAMPLE SIZE AND SAMPLING TECHNIQUE
	A sample size can be refer to a picked or chosen group under research area which reasonably embodies the entire population of attraction or concern. i.e, a sample of population which has the attributes that are necessary to the study analysis or scrutiny. On the other hand, sample techniques is the method you employ while choosing a sample from a population. For example, you could select every 3rd person, everyone in a particular age group, and so on, you must carefully consider your study before choosing an appropriate sampling technique. It has a significant effect on your results.
Making use of the online format of the Taro ya mane formula, the sample size for this study was one hundred (100) and to mitigate the effects of poorly filled and unanswered instruments, total of two hundred (200).
3.4 	INSTRUMENT OF DATA COLLECTION
	The term data collection tools refers to the tools/devices used to gather data, such as a paper questionnaires or system for computer-assisted interviews. Tools used to gather data include case studies, checklists, interviews, occasionally observation, surveys and questionnaires.
	The instrument that will be used in collecting data for this research will be the structural questionnaire. The questionnaire will be designed in a bid to elicit information from the respondents as regards the research in question. To arrive at this, the questionnaire will be divided into two sections namely; section A: Respondents Demographic profile, Section
B: Impact of social media on job creation among youths in Nigeria.
3.5 	VALIDITY AND RELIABILITY OF INSTRUMENT
	Reliability and validity are both about how well a method measure something; Reliability refers to the consistency of a measure (whether the results can be reproduced under the same conditions). Validity refers to the accuracy of a measure (whether the results really do represent what they are supposed to measure).
	Main concern of reliability is precision and accuracy, which are important in research measurement. According to Amusan (2004), a measurement is said to be reliable if it measure consistency under varying conditions and at different times a person's performance or trait. He further states that it reflects the consistency or trustworthiness of that instrument.
Therefore, to ensure reliability of the research instruments, a pilot study would be carried out by administering 100 of the research instrument to students, to get feedback on their understanding of the questions and possible adjustments to be made where necessary.
	Reliability of the instrument would be determined by calculating the Cronbach's alpha coefficient from the results of the pilot study. According to Ary (2006), and instrument must have Cronbach's alpha value of 0.7 or above to be considered to have adequate internal consistency and reliable for use with a given population. The items which if found to lower the value below 0.7 will be deleted from the questionnaire. The questions in the questionnaire were reviewed and subjected to support review and approval to ensure that precise and appropriate questions were asked.
3.6	METHOD OF DATA COLLECTION
	Data collections methods are the techniques and procedures used to gather information for research purpose. These methods can range from sample self-reported surveys to more complex experiment and can involve either quantitative or qualitative approaches to data gathering (Crewell, 2013).
	To collect firsthand information, different tools in accordance with the qualitative and quantitative approaches for instance, the tools used to gather qualitative information through primary sources are in-depth interviews, document reviews, observation methods and group discussion. Contrarily, the primary source of data collection method in quantitative methodology includes close-ended questionnaire surveys, computer extraction and information systems as tools (Johnson &Tumer, 2008). However, the primary source of data collection is a time-consuming technique to collect information directly from the people.
	Thus, another option for researcher is to use a secondary source of data collection, which only requires the inclusion of previous literature published in books or e-books, journal articles, commercial reports and authentic web pages as its fundamental tools (Gill, Stewart, Treasure & Chadwick, 2008). The present research opted for the use of primary source of the data collection to keep the research quantitative. Another reason for selecting both the primary method was to obtain maximum unbiased and firsthand data to reflect the people's perception regarding the importance of social media on job creation among youths in Nigeria.
Resultantly, the data collection through primary source could allow better comprehension as well as achievement of research objectives. The key tools used to collect primary data involved close-ended questionnaire filled by 100 participants selected randomly. Furthermore, the close-ended questionnaire has been designed in a simple way containing 10 questions regarding the subject and relevant options using libert scale.
3.7	METHOD OF DATA ANALYSIS
	Data analysis is the process of systenatially applying statistical and/or logical techniques to describe and illustrate, condense and recap, and evaluate data In tensor quantitative research approach, the data analysis method also follows a quantified appsor whereby saw numeric data is statistically analysed for making sense of the data and is comprehension unlike in research, which follows a qualitative research approach.
	Qualitative research approaches usually adopt an un-statistical approach for the analysis of the data since the data collected could hardly be quantified. The approach these type of research follow usually involves interpretation.
The data that will be collected in this study will analyze descriptively and inferentially using tables. The descriptive statistics that we will employ are frequency, percentage, mean and standard deviation. In order to answer the research questions, descriptive statistics showing the mean and standard deviations of each item were presented and inferential statistics showing the corrections.
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CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
4.0	INTRODUCTION
	In this chapter, the data analyzed and the result arrived at were presented. Kwara State Polytechnic Ilorin, Kwara State, Nigeria was studied to arrive at a conclusion of this study. A total of 100 copies of the questionnaire were distributed and encouraging 100 were completed and returned. This shows 100% response, which is highly appreciated.
	However, this was a result of the receptive nature of the respondent as well as personal approach which the researchers adopted in administering the questionnaire.
4.1 	PRESENTATION OF DATA
SECTION A
TABLE 1: SEX OF RESPONDENTS
	Option
	No of Respondents
	Percentage (%)

	Male
	32
	32

	Female
	68
	68

	Total
	100
	100


Source: Research Survey, 2025
	From the table 1 above it shows that out of 100 respondents, 32 respondents representing 32% were male, while 68 respondents representing 68% were female.
TABLE 2: AGE OF RESPONDENTS
	Option
	No of Respondents
	Percentage (%)

	15-20 years
	8
	8

	20-25 years
	64
	64

	25-30 years
	24
	24

	31 years and above
	4
	4

	Total
	100
	100


Source: Research Survey, 2025
From table 2 above shows that out of 100 respondents, 8 respondents representing 8% were 15-20 years, 64 respondents representing 64% were 20-25 years, 24 respondents representing 24% were 25-30 years while 4 respondents representing 4% Were 31 years and above.

TABLE 3: RELIGION
	Option 
	No of Respondents 
	Percentage %

	Muslim
	41
	41

	Christian
	59
	59

	Total
	100
	100


Source: Research Survey, 2025
From the above table 3, it shows that out of 100 respondents, 41 respondents representing 41% were Muslims while 59 respondents representing 59% were Christians.
TABLE 4: OCCUPATION 
	Option
	No of Respondents
	Percentage (%)

	Staff
	4
	4

	Student
	96
	96

	Total
	100
	100


Source: Research Survey, 2025	
From the above table 4, it shows that out of 100 respondents, 4 respondents representing 4% were Staff, while 96 respondents representing 96% were students.
TABLE 5: INSTITUTE
	Option
	No of Respondents
	Percentage (%)

	IFMS
	4
	4

	IAS
	13
	13

	IES
	19
	19

	ICT
	64
	64

	Total
	100
	100


Source: Research Survey, 2025	
From the above table 5, it shows that out of 100 respondents, 4 respondents representing 4% were from the institute of finance and management studies (IFMS), 13 respondents representing 13% were from the institute of applied sciences (IAS), 19 respondents representing 19% were from the institute of environmental studies (IES) and < respondents representing 64% were from the institute of information and communication technology (ICT).
TABLE 6: EMPLOYMENT STATUS 
	Option
	No of Respondents
	Percentage (%)

	Employed
	27
	27

	Unemployed
	73
	73

	Total
	100
	100


Source: Research Survey, 2025	
From the above table 6, it shows that out of 100 respondents, 27 respondents representing 27% were employed, while 73 respondents representing 73% were unemployed.
SECTION B
TABLE 7: Social media is the primary method of communication among youths in Nigerian
	Option
	No of Respondents
	Percentage (%)

	Strongly Agreed
	44
	44

	Agreed
	49
	21.9

	Neutral
	7
	7

	Strongly Disagree
	-
	-

	Disagree
	-
	-

	Total
	100
	100


Source: Research Survey, 2025	
Table 7 above shows that 44 respondents representing 44% strongly agreed, 49 respondents representing 49% agreed and 7 respondents representing 7% are neutral. 
TABLE 8: Many companies/firms uses social networks for recruitment purposes. 
	OPTION 
	No of Respondents
	Percentage (%)

	Strongly Agreed
	44
	44

	Agreed
	38
	38

	Neutral
	14
	14

	Strongly Disagree
	-
	-

	Disagree
	4
	4

	Total
	100
	100


Source: Research Survey, 2025
Table 8 above shows that 44 respondents representing 44% strongly agreed, 38 respondents representing 38% agreed, 14 respondents representing 14% are neutral and 4 respondents representing 4% disagreed. 
TABLE 9: The use of social networks has brought more employment opportunities for people.
	Option
	No of Respondents
	Percentage (%)

	Strongly Agreed
	34
	34

	Agreed
	42
	42

	Neutral
	17
	17

	Strongly Disagree
	-
	-

	Disagree
	7
	7

	Total
	100
	100


Source: Research Survey, 2025
Table 9 above shows that 34 respondents representing 34% strongly agreed, 42 respondents representing 42% agreed, 17 respondents representing 17% were neutral and respondents representing 7% disagreed.
TABLE 10: Social recruiting is better and more efficient than the traditional methods of
	Option
	No of Respondents
	Percentage (%)

	Strongly Agreed
	35
	35

	Agreed
	31
	31

	Natural
	23
	23

	Strongly Disagree
	5
	5

	Disagree
	6
	6

	Total
	100
	100


Source: Research Survey, 2025
Table 10 above shows that 35 respondents representing 35% strongly agreed, 31 respondents representing 31% agreed, 23 respondents representing 23% were neutral, 5 respondents representing 5% strongly disagreed and 6 respondents representing 6% disagreed
TABLE 11: Social Recruiting has several negative effects.
	Option
	No of Respondents
	Percentage (%)

	Strongly Agreed
	25
	25

	Agreed
	38
	38

	Neutral
	22
	22

	Strongly Disagree
	5
	5

	Disagree
	10
	10

	Total
	100
	100


Source: Research Survey, 2025
Table 11 above shows that 25 respondents representing 25% strongly agreed, 38 respondents representing 38% agreed, 22 respondents representing 22% were neutral, 5 respondents representing 5% strongly disagreed and 10 respondents representing 10% disagreed.
TABLE 12: The positive impacts of social media for recruitment purposes outweigh the negative.
	Option
	No of Respondents
	Percentage (%)

	Strongly Agreed
	31
	31

	Agreed
	36
	36

	Neutral
	22
	22

	Strongly Disagree
	4
	4

	Disagree
	7
	7

	Total
	100
	100


Source: Research Survey, 2025
Table 12 above shows that 31 respondents representing 31% strongly agreed, 36 respondents representing 36% agreed, 22 respondents representing 22% were neutral, 4 respondents representing 4% strongly disagreed and 7 respondents representing 7% disagreed.
TABLE 13: From your experience, social networks in connecting employers and people looking for work have been effective.
	OPTION 
	No of Respondents 
	Percentage %

	Strongly Agreed 
	46
	46

	Agreed
	27
	27

	Neutral
	20
	20

	Strongly Disagree
	-
	-

	Disagree
	7
	7

	Total
	100
	100


Source: Research Survey, 2025
Table 13 above shows that 46 respondents representing 46% strongly agreed, 27 respondents representing 27% agreed, 20 respondents representing 20% were neutral and T respondents representing 7% disagreed.
TABLE 14: The level of productivity in many companies since the beginning of the use
	Option
	No of Respondents
	Percentage (%)

	Strongly Agreed
	27
	27

	Agreed
	48
	48

	Neutral
	16
	16

	Strongly Disagree
	4
	4

	Disagree
	5
	5

	Total
	100
	100


Source: Research Survey, 2025
Table 14 above shows that 27 respondents representing 27% strongly agreed, 48 respondents representing 48% agreed, 15 respondents representing 16% were neutral, 4 respondents representing 4% strongly disagreed and 5 respondents representing 5% disagreed.
TABLE 15: Most employment interview and recruitment process is now done through social networks.
	Option
	No of Respondents
	Percentage (%)

	Strongly Agreed
	25
	25

	Agreed
	41
	41

	Neutral
	21
	21

	Strongly Disagree
	4
	4

	Disagree
	9
	9

	Total
	100
	100


Source: Research Survey, 2025
[bookmark: page8]Table 15 above shows that 25 respondents representing 25% strongly agreed, 41 respondents representing 41% agreed, 21 respondents representing 21% were neutral, 4
TABLE 16: The quality of many companies' employees since the beginning of the use of social recruiting has been very good.
	Option
	No of Respondents
	Percentage (%)

	Strongly Agreed
	27
	27

	Agreed
	42
	42

	Neutral
	19
	19

	Strongly Disagree
	6
	6

	Disagree
	6
	6

	Total
	100
	100


Source: Research Survey, 2025
Table 16 above shows that 27 respondents representing 27% strongly agreed, 42 respondents representing 42% agreed, 19 respondents representing 19% were neutral, 6 respondents representing 6% strongly disagreed and 6 respondents representing 6% disagreed
TABLE 17: The percentage of new recruitments in your firm that have been via social networks is very high.
	Option
	No of Respondents
	Percentage (%)

	Strongly Agreed
	23
	23

	Agreed
	45
	45

	Neutral
	21
	21

	Strongly Disagree
	4
	4

	Disagree
	7
	7

	Total
	100
	100


Source: Research Survey, 2025
Table 17 above shows that 23 respondents representing 23% strongly agreed, 45 respondents representing 45% agreed, 21 respondents representing 21% were neutral, 4 respondents representing 4% strongly disagreed 4 respondents representing 4% strongly disagreed and 7 respondents representing 7% disagreed started social recruiting.
TABLE 18: Employment opportunities has been greater since many companies/firms.
	Option
	No of Respondents
	Percentage (%)

	Strongly Agreed
	30
	30

	Agreed
	37
	37

	Neutral
	25
	25

	Strongly Disagree
	4
	4

	Disagree
	4
	4

	Total
	100
	100


Source: Research Survey, 2025
Table 18 above shows that 30 respondents representing 30% strongly agreed, 37 respondents representing 37% agreed, 25 respondents representing 25% were neutral, 4 respondents representing 4% strongly disagreed and 4 respondents representing 4% disagreed. 
TABLE 19: Being on social networks has impacted job opportunities on people.
	Option
	No of Respondents
	Percentage (%)

	strongly Agreed
	25
	25

	Agreed
	35
	35

	Neutral
	23
	23

	Strongly Disagree
	7
	7

	Disagree
	10
	10

	Total
	100
	100


Source: Research Survey, 2025
Table 19 above shows that 25 respondents representing 25% strongly agreed, 35 respondents representing 35% agreed, 23 respondents representing 23% were neutral, 7 respondents representing 7% strongly disagreed and 10 respondents representing 10% agreed.
 ANALYSIS OF RESEARCH QUESTIONS
RESEARCH QUESTION 1: To what extent have social media been used to reduce the unemployment level in Nigeria?
The answer to the question is also in table 9, 34 respondents representing 34% strongly agreed, 42 respondents representing 42% agreed, 17 respondents representing 7% were neutral and 7 respondents representing 7% disagreed. This shows that the use of social media has reduce the level unemployment in Nigeria.
RESEARCH QUESTION 2: What is the effect of social media on the quality of employees? 
he answer to this question is also in table 16, 27 respondents representing 27% strongly Breed, 42 respondents representing 42% agreed, 19 respondents representing 19% were neutral, 6 respondents representing 6% strongly disagreed and 6 respondents representing / disagreed. This shows that the quality of companies' employees since the beginning of e use of social recruiting has been very good.
RESEARCH QUESTION 3: What is the impact of social media among the employers and employees in Nigeria?
He answer to this question is also in table 12, 31 respondents representing 31% strongly greed, 36 respondents representing 36% agreed, 22 respondents representing 22% were neutral, 4 respondents representing 4% strongly disagreed and 7 respondents representing % disagreed. This shows that social media has a positive impact among the employers and employees in Nigeria.
RESEARCH QUESTION 4: What impact does social media has that leads to employment Generation among youths in Nigeria?
The answer to this question is also in table 10, 35 respondents representing 35% strongly agreed, 31 respondents representing 31% agreed, 23 respondents representing 23% were neutral, 5 respondents representing 5% strongly disagreed and 6 respondents representing 6% disagreed. This shows that the impact that social media has that lead to employment generation among youths in Nigeria is that, it is better and efficient than the traditional methods of finding jobs.
4.3	DISCUSSION OF FINDINGS
	This study examined the influence of social media on the creation of job opportunities for Nigerian youths. The first research question was to investigate the extent have social media been used to reduce the unemployment level in Nigeria and from the data contained on table 9, it showed that 34 respondents representing 34% strongly agreed, 42 respondents representing 42% agreed, 17 respondents representing 17% were neutral and 7 respondents representing 7% disagreed. Based on the findings above, it is obvious that the use of social media has reduce the level unemployment in Nigeria. The second research question was to investigate the effect of social media on the quality of employees.
	The data obtained on table 16, shows that 27 respondents representing 27% strongly agreed, 42 respondents representing 42% agreed, 19 respondents representing 19% were neutral, 6 respondents representing 6% strongly disagreed and 6 respondents representing 6% disagreed. Based on the findings above, it is obvious that the quality of companies' employees since the beginning of the use of social recruiting has been very good. The findings on table 12, also shows that 31 respondents representing 31% strongly agreed, 36 respondents representing 36% agreed, 22 respondents representing 22% were neutral, 4 respondents representing 4% strongly disagreed and 7 respondents representing 7% disagreed to the statement that the positive impacts of social media for recruitment purposes outweigh the negative. Based on the findings above, it is obvious that social media has a positive impact among the employers and employees in Nigeria.
	Findings from table 10, shows that 35 respondents representing 35% strongly agreed, 31 respondents representing 31% agreed, 23 respondents representing 23% were neutral, 5 respondents representing 5% strongly disagreed and 6 respondents representing 6% disagreed. Table 7 shows that 44 respondents representing 44% strongly agreed, 49 respondents representing 49% agreed and 7 respondents representing 7% are neutral. Table 8 shows that 44 respondents representing 44% strongly agreed, 38 respondents representing 38% agreed, 14 respondents representing 14% are neutral and 4 respondents representing 4% disagreed. Table 14 shows that 27 respondents representing 27% strongly agreed, 48 respondents representing 48% agreed, 15 respondents representing 16% were neutral, 4 respondents representing 4% strongly disagreed and 5 respondents representing 5% disagreed.
	Findings from table 15 shows that 25 respondents representing 25% strongly agreed, 41 respondents representing 41% agreed, 21 respondents representing 21% were neutral, 4 respondents representing 4% strongly disagreed and 9 respondents representing 9% disagreed. Table 17 shows that 23 respondents representing 23% strongly agreed, 45 respondents representing 45% agreed, 21 respondents representing 21% were neutral, 4 respondents representing 4% strongly disagreed 4 respondents representing 4% strongly disagreed and 7 respondents representing 7% disagreed. Table 18 shows that 30 respondents representing 30% strongly agreed, 37 respondents representing 37% agreed, 25 respondents representing 25% were neutral, 4 respondents representing 4% strongly disagreed and 4 respondents representing 4% disagreed. Table 19 shows that 25 respondents representing 25% strongly agreed, 35 respondents representing 35% agreed, 23 respondents representing 23% were neutral, 7 respondents representing 7% strongly disagreed and 10 respondents representing 10% disagreed.
	Finally, respondents agreed that social media has influence on the creation of job opportunities for Nigerian youths. Thus, it is apparent from this discussion that social media recruitment is very important in our today society because it will help youths on gaining easy access to job opportunities.


CHAPTER FIVE
5.1	SUMMARY, CONCLUSION AND RECOMMENDATIONS SUMMARY
	This research study is based on the "the influence of social media on the creation of job opportunities for Nigerian youths". Social media platforms have become increasingly popular in Nigeria, and their impact on various aspects of society, including employment, cannot be ignored. We have discussed the ways in which social media has facilitated job creation, such as providing a platform for networking, skill development, and entrepreneurship. Additionally, we have examined the challenges and limitations sociated vith social media's influence on job opportunities, such as information overload and the digital divide. Overall, social media has played a significant role in shaping the job landscape for Nigerian youths, both positively and negatively.
	This research work is divided into (5) main chapters while the chapter reveled steps approached for easy presentation of the research contents. Chapter one focused on the background on the study statement of the problem, objective of the study, significance of the study and limitation of the study and definition of the terms.
Chapter two of this research work, explained the conceptual framework of agenda setting, functionalize perspective and interactionalize perspective theory used clearly explained. The empirical review (review of related studies) also explained the nature of different individual research work that are related to the study.
	Chapter three of this research contains research methodology adopted in the study. Population of the study sampling size which is one hundred (100) respondent and the sampling technique used is sample random while the research used questionnaire as the instrument for data collection amidst sampling size chapter three also clearly stated validity and reliability of the instrument, as well as it stated the method of data analysis.
	Chapter four of this research work explained hoe the data gathered were analyzed for proper understanding. It also contained how data were represented.
	Finally chapter five of the research study clearly explained and summarized the chapter from chapter one to chapter four. It also contains the conclusion and recommendation of the study.
5.2. 	CONCLUSION
	In conclusion, social media has had a profound influence on the creation of job opportunities for Nigerian youths. It has provided a platform for individuals to showcase their skills and connect with potential employers or clients. Social media has also empowered Nigerian youths to become entrepreneurs and create their own job opportunities.
	The impact of social media on job creation has been particularly evident in areas such as freelancing, e-commerce, and creative industries. Nigerian youths are leveraging social media platforms to showcase their talents, sell products or services, and build their professional networks. This has not only empowered them to become self-employed but has also contributed to economic growth and innovation in the country.
	However, it is crucial to acknowledge the challenges and limitations associated with social media's influence on job opportunities. The overwhelming amount of information available online can make it difficult for job seekers to navigate through relevant opportunities. Moreover, the digital divide remains a significant barrier, with limited internet access and technological infrastructure in certain regions of Nigeria.
	Addressing these challenges is essential to ensure that the benefits of social media are accessible to all Nigerian youths.


5.3	RECOMMENDATIONS
	Based on the findings and analysis presented in this chapter, the following recommendations are proposed:
· Digital Skills Training: Government and educational institutions should prioritize digital skills training programs to equip Nigerian youths with the necessary skills to effectively utilize social media for job creation. This can include courses on online marketing, personal branding, and digital entrepreneurship.
	Bridging the Digital Divide: Efforts should be made to bridge the digital divide by improving internet accessibility and affordability across Nigeria. This will ensure that all youths, regardless of their socioeconomic background, have equal opportunities to access and utilize social media platforms for job opportunities.
	Creating Supportive Ecosystems: Government and relevant organizations should establish support systems and incubation centers that provide mentorship, funding, and resources for youth entrepreneurs using social media. This will encourage innovation and increase the success rate of entrepreneurial ventures.
	Regulation and Consumer Protection: There is a need for appropriate regulations to protect Nigerian youths from online scams, fraudulent job offers, and exploitation on social media platforms. Government agencies should collaborate with social media companies to establish guidelines and mechanisms to ensure user safety.
Collaboration with Industry: Public-private partnerships should be fostered to encourage collaboration between social media platforms and industries. This can lead to the development of targeted job placement programs, internships, and industry-specific training opportunities for Nigerian youths.
	By implementing these recommendations, Nigerian youths will be better equipped or leverage social media for job opportunities, and the country can harness the full potential of social media in driving economic growth and youth empowerment.
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APPENDIX I
INTRODUCTION LETTER
						Department of Mass Communication
						Kwara State Polytechnic, llorin Kwara State
Dear Respondent,
	My name is Abdulwahab Abdulrahaman Olasunkanmi, I'm a final year student of Mass Communication Department, Kwara State Polytechnic lorin. As a prerequisite for the award of Higher National Diploma (HND). 
	Mass Communication, I am mandated to carry out a research project on the topic: "INFLUENCE OF SOCIAL MEDIA ON THE CREATION OF JOB OPPORTUNITIES FOR NIGERIAN YOUTHS". The questionnaire was designed to collect necessary information from selected Students and Staff of the institution in some selected departments on the research topic.
	Please kindly supply answers to the following questions to the best of your ability.
The information gathered will be used strictly for research purpose and shall be treated confidential.
Thanks for your co-operation.
INSTRUCTION: Please tick (v) the answer you consider appropriate. The questionnaire will be in two parts. Section A and Section B.

SECTION B
APPENDIX II
QUESTIONNAIRE
SECTION A
﻿﻿﻿1. Sex of respondent: (a) Male [ ] (b) Female [ ]
﻿﻿﻿2. Age of respondent (a) 15-20 [   ] (b) 20-25 [ ](C) 25-30 | ] (d) 31 and above [ ]
﻿﻿﻿3. Religion: (a) Muslim [ ] (b) Christian [ ] 
4. Occupation: (a) Staff [ ](b) Student [ ]
5. Employment Status: (a) Employed [ ] (b) Unemployed [
SECTION B: KEY WORDS: Strongly Agree (SA), Agree (A), Neutral (N), Disagree (D) and Strongly Disagree (SD).
	S/N
	Statement
	SA
	A
	N
	D
	SD

	6. 
	Social media is the primary method of communication among youths in Nigerian.
	
	
	
	
	

	7.
	Many companies/firms uses social networks for recruitment purposes.
	
	
	
	
	

	8.
	The use of social networks has brought more employment opportunities for people.
	
	
	
	
	

	9.
	Social recruiting is better and more efficient than the traditional methods of finding jobs.
	
	
	
	
	

	10.
	Social Recruiting has several negative effects.
	
	
	
	
	

	11. 
	The positive impacts of social media for recruitment purposes outweigh the negative.
	
	
	
	
	

	12. 
	Social recruiting is better and more efficient than the traditional methods of finding jobs.
	
	
	
	
	

	13
	From your experience, social networks in connecting employers and people looking for work have been effective.
	
	
	
	
	

	14
	The level of productivity in many companies since the beginning of the use of social recruiting has increased.
	
	
	
	
	

	15
	Most employment interview and recruitment process is now done through social networks.
	
	
	
	
	

	16
	The quality of many companies' employees since the beginning of the use of social recruiting has been very good.
	
	
	
	
	

	17
	The percentage of new recruitments in your firm that have been via social networks is very high.
	
	
	
	
	

	18
	Employment opportunities has been greater since many companies/firms started social recruiting.
	
	
	
	
	

	19
	Being on social networks has impacted job opportunities on people. 
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