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Abstract
ThisstudyexaminestheperceptionsofyouthinIlorinWestLocalGovernmentArea,KwaraState,regardingFacebookasaplatformforreducingunemployment.Employingaquantitativedescriptivesurveydesign,datawerecollectedfrom100activeFacebookusersthroughastructuredquestionnaire,analyzedusingtheStatisticalPackageforSocialSciences(SPSS)withdescriptivestatistics.Findingsrevealthat90%ofrespondentsviewFacebookasaccessibleandusefulfornetworkingandjobsearches,with86%havingappliedforjobsadvertisedontheplatformand87%findingopportunitiesthroughgroupsorpages.Additionally,96%notefrequentemployerpostings,and77%findadseffective,thoughonly45%believetheseimproveemploymentrates,indicatingskepticismaboutactualjoboutcomes.GroundedintheUsesandGratificationsTheory,thestudyconfirmsFacebook’ssignificantroleinjobaccessandawarenessbuthighlightschallengeslikelimiteduserreliance(19%frequentlyuseitforupdates)andconcernsaboutjobcredibility.Recommendationsincludedigitalliteracyworkshops,enhancedjobadverification,andpartnershipswithlocalgovernmenttooptimizeFacebook’spotentialforunemploymentreduction.
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CHAPTERONE
INTRODUCTION
1.1. BackgroundoftheStudy
Intoday’sdigitalage,socialmediaplatformshaveemergedaspowerfultoolsforcommunication,business,andinnovation.Amongtheseplatforms,Facebookstandsoutasoneofthemostwidelyusedsocialnetworkingsites,offeringarangeofopportunitiesforconnectingpeople,sharinginformation,andfosteringeconomicactivities.Withover2.9billionmonthlyactiveusersglobally,Facebookhasproventobeaversatileplatform,notjustforsocialinteractionbutalsoforaddressingsocioeconomicchallengeslikeunemployment(Statista,2023).
Unemployment,especiallyamongyouth,remainsapressingissueinNigeria.AccordingtotheNationalBureauofStatistics(NBS),youthunemploymentrateshavesteadilyincreasedoverthepastdecade,withsignificantimplicationsfornationaldevelopment.Theadventofsocialmediahasprovidedaplatformforentrepreneurialactivities,skillacquisition,andjobcreation.Facebook,inparticular,servesasadigitalmarketplacewhereindividualscanadvertiseproducts,seekemploymentopportunities,andaccesstrainingresources,therebycontributingtoreducingunemploymentrates(Adeola&Johnson,2022).
Theplatform’sfeatures,suchasFacebookMarketplace,groups,andjobboards,enableuserstonetwork,acquirenewskills,andfindemployment.YouthsinNigeriahaveembracedtheseopportunities,utilizingFacebooktostartsmallbusinesses,promotefreelanceservices,andconnectwithemployers.Moreover,organizationsleverageFacebooktopostjobvacancies,providecareercounseling,andhostlivesessionsonemployabilityskills(Eze&Anayo,2021).
Additionally,theintegrationofmultimediacapabilitiesonFacebookhasallowedyoungentrepreneurstomarkettheirproductsandservicesthroughvideopromotions,livebroadcasts,andinteractiveadvertisements.Thesetoolsenablebusinessestoengagewithwideraudiences,createbrandawareness,andbuildcustomerloyalty.Theincreasingrelianceone-commerceanddigitalmarketinghasfurtherpositionedFacebookasavitalinstrumentforreducingunemployment,especiallyindevelopingeconomieslikeNigeria.
InKwaraState,theroleofFacebookinreducingunemploymentisparticularlynotable.Youthsutilizetheplatformforentrepreneurialactivitiessuchasonlinetrading,digitalmarketing,andcontentcreation.Ithasalsobecomeahubforskillacquisition,withmanyyoungindividualslearningphotography,graphicdesign,andsocialmediamanagementthroughFacebook-basedgroupsandtutorials.Asdigitalliteracygrows,Facebook’sroleinempoweringtheyoutheconomicallycontinuestoexpand(Olawale&Musa,2023).
Moreover,Facebookhassupportedinformaleducationandvocationaltrainingthroughonlineworkshopsandgroupdiscussions.SeveralNGOsandgovernmentalorganizationsusetheplatformtoorganizevirtualtrainingsessions,empoweringyouthwiththeskillsneededforself-employmentandcareeradvancement.Bycombiningnetworkingcapabilitieswitheducationalcontent,Facebookoffersauniquesolutiontothechallengesposedbytraditionalunemploymentinterventions.
Despitethesepositivecontributions,challengessuchasmisinformation,digitaldivide,andlimitedaccesstostableinternethinderthefullrealizationofFacebook'spotentialasatoolforreducingunemployment.Theseissuesoftenmarginalizeruralandunderservedpopulations,limitingtheirabilitytobenefitfromtheplatform'sopportunities.ThisstudyseekstoexploreaudienceperceptionofFacebookasaplatformforaddressingyouthunemployment,withafocusonunderstandingitsstrengths,limitations,andoverallimpactonjobcreationinKwaraState.
1.2StatementoftheProblem
UnemploymentamongyouthinNigeriaremainsoneofthemostsignificantsocioeconomicchallenges,withfar-reachingconsequencesforeconomicstabilityandsocietaldevelopment.Thesituationisexacerbatedbylimitedaccesstoconventionaljobopportunities,inadequatevocationaltraining,andamismatchbetweeneducationandlabormarketdemands.WhilesocialmediaplatformslikeFacebookpresentnewopportunitiesforjobcreationandentrepreneurship,theireffectivenessinreducingunemploymenthasnotbeenfullyexplored.
Facebookiswidelyrecognizedforitsroleinconnectingpeopleandprovidingaplatformforbusinessandinnovation.However,thereislimitedempiricalevidenceonhowyoungpeopleperceiveandutilizeFacebookasatoolforreducingunemploymentinNigeria,particularlyinKwaraState.QuestionsremainabouttheextenttowhichFacebookfacilitatesaccesstojobopportunities,supportsentrepreneurialactivities,andequipsyouthswiththeskillsneededforthelabormarket.Additionally,concernsaboutdigitalilliteracy,cybercrime,andinadequateonlinesafetymeasuresfurthercomplicatetheplatform’suseforaddressingunemployment.
ThisstudyaimstofillthisgapbyexaminingaudienceperceptionsofFacebookasaplatformforreducingyouthunemployment.ItwillinvestigatehowFacebook’sfeaturesareutilizedforeconomicempowerment,thechallengesfacedbyusers,andtheoverallimpactoftheseactivitiesonaddressingunemploymentinKwaraState.
1.3ResearchObjectives
i. ToexaminehowFacebookisperceivedasatoolforreducingunemploymentamongyouthinKwaraState.
ii. ToexplorethespecificfeaturesofFacebookthatcontributetojobcreationandentrepreneurialactivities.
iii. ToidentifythechallengesfacedbyyouthsinutilizingFacebookasaplatformforemploymentandeconomicempowerment.
iv. ToassesstheoverallimpactofFacebookonyouthemploymentandentrepreneurshipinKwaraState.
1.4 ResearchQuestions
i. HowdoyouthsinKwaraStateperceiveFacebookasaplatformforreducingunemployment?
ii. WhatspecificfeaturesofFacebookcontributetojobcreationandentrepreneurship?
iii. WhatchallengesdoyouthsfaceinutilizingFacebookforeconomicempowerment?
iv. WhatistheoverallimpactofFacebookonreducingunemploymentamongyouthinKwaraState?
1.5SignificanceoftheStudy
Thisstudyprovidesvaluableinsightsintotheroleofsocialmedia,particularlyFacebook,inaddressingyouthunemployment.Thefindingswillbenefitpolicymakers,educators,andnon-governmentalorganizationsbyhighlightinghowdigitalplatformscanbeleveragedtopromoteeconomicempowerment.Furthermore,theresearchwillofferrecommendationstoimprovetheeffectivenessofFacebookasatoolforjobcreationandentrepreneurship,contributingtobroadereffortstoreduceyouthunemploymentinNigeria.
1.5 ScopeandLimitationsoftheStudy
ThestudyfocusesonaudienceperceptionofFacebookasaplatformforreducingunemploymentamongyouthinKwaraState.ItexaminestheexperiencesandchallengesfacedbyyouthswhouseFacebookforjobcreationandentrepreneurship.WhilethefindingswillprovideinsightsintoFacebook’sroleinaddressingunemployment,thestudyislimitedbyfactorssuchasaccesstorespondents,financialconstraints,andtherapidlychangingnatureofdigitalplatforms.
1.7DefinitionofKeyTerms
i. AudiencePerception:Theopinions,attitudes,andinterpretationsofindividualsregardingaparticularsubject,inthiscase,Facebook’sroleinreducingunemployment.
ii. Facebook:Asocialnetworkingplatformthatenablesuserstoconnect,shareinformation,andengageinbusinessactivities.
iii. Unemployment:Theconditionofbeingwithoutajobdespiteactivelyseekingwork.
iv. Youth:Individualsaged18–35years,oftenconsideredthemostactivedemographiconsocialmediaplatforms.
v. EconomicEmpowerment:Theprocessofincreasingindividuals’capacitytogenerateincomeandachievefinancialindependencethroughemploymentorentrepreneurship.









































CHAPTERTWO
LITERATUREREVIEW
2.0.INTRODUCTION
ThischapterpresentreviewofrelevantliteratureregardingtheconceptofaudienceperceptionofFacebookasatoolforcreatingjobopportunityinkwarastate(acasestudyofIlorinwestlocalgovernment).Inthischapter,theconceptoffacebook,thehistoryoffacebook,thecharacteristicsoffacebook,conceptofjobopportunitiesandsoonisbeentouchedinordertosimplifythisstudy.
2.1.CONCEPTUALFRAMEWORK
2.1.1.CONCEPTOFFACEBOOK
FacebookisasocialnetworkingwebsitethatwasfoundedinFebruary2004byHarvardUniversitystudentsChrisHughes,AndrewMcCollum,DustinMoskovitz,EduardoSaverinandMarkZuckerberg.
TheideabehindFacebookwastoprovideanonlinebookoffacesforuniversitystudentstoconnectandshareinformation.ItwasinitiallyasocialnetworkforHarvardandexpandedinthefollowingyearstoanyuniversity.Iteventuallybecameasocialnetworkforanyone,anywhereintheworld.
Theconceptofasocialnetworkwasanascentonein2004andnotentirelyunique.OthersocialnetworksthatwereactiveatthetimeFacebookwascreatedwereFriendster,whichwaslaunchedin2002,andMySpace,whichwaslaunchedin2003.Userspostinformation,statusupdatesandpicturesofthemselvesonsocialnetworks.Theseitemsaresharedwithfriends,familyandcommunitiesofinterest.
Facebookismorethanjustasocialnetworkingplatform;it'salsoabusiness.FacebookhaditsinitialpublicofferingonMay18,2012,ontheNasdaqstockexchangetradingunderthesymbolFB.ThecompanyrebrandedasMetaonOct.28,2021.AsofDec.1,2021,FacebooktradesunderthesymbolMVRS.
FacebookisonlyoneofseveraltechnologiesthatMetaoperates.In2012,FacebookacquiredsocialnetworkingsiteInstagramfor$1billion.FacebookthenacquiredWhatsAppfor$19billionin2014.Facebooklatergotintovirtualreality(VR)hardwarewithitsacquisitionofOculusVRin2014for$2billion.WithMeta,theideaistocreateandenablethemetaverse.Thiswouldmeldsocialnetworking,VRandaugmentedrealitycomponentstocreatenewtypesofuserinteractionsandexperiences.
2.1.2.TheHistoryofFacebook
ThefoundingofFacebook:HowItHappened
Zuckerbergdecidedtocreateastudentdirectorywithphotosandbasicpersonalinformation,Facemash,whichusedphotoscompiledfromtheonlinefacebooksofninedormitoryHouses,placingtwonexttoeachotherandaskinguserstochoosethehotterperson.Toaccomplishthis,MarkhackedintotheprotectedareasofHarvard’scomputernetworkandcopiedthehouses’privatedormitoryIDimages.
Harvardatthattimedidnothaveastudentdirectorywithphotosandessentialinformation,andtheFacemashsitegenerated450visitorsand22000photo-viewsinitsfirstseveralhoursonline.Theinitialsitemirroredpeople’sphysicalcommunity—withtheirrealidentities,representedthekeyaspectsofwhatlaterbecameFacebook.
ThesitewasquicklyforwardedtoseveralcampusgrouplistserversbutwasshutdownafewdayslaterbytheHarvardadministration.Zuckerberggotintotrouble,beingchargedbytheadministrationwithbreachofsecurity,violatingcopyrights,andviolatingindividualprivacy,andfacedexpulsion,butultimatelythechargesweredropped.
Thefollowingsemester,inJanuary2004,Markbeganwritingcodeforanewwebsite.InFebruary2004,helaunchedtheThefacebooksite,initiallylocatedatURLthefacebook.com.WhenZuckerbergfinishedthesite,hetoldacoupleoffriends,andoneofthemputitonanonlinemailinglist.Immediatelyseveraldozenpeoplejoined,andthentheyweretellingpeopleattheotherhouses.Itwaslikeanavalanche;withintwenty-fourhours,Thefacebookhadsomewherebetweentwelvehundredandfifteenhundredregistrants.
Initially,membershipwasrestrictedtostudentsofHarvardCollege,andwithinthefirstmonth,morethanhalftheundergraduatepopulationatHarvardwasregisteredonthesite.Marksoonattractedassistantstopromotethewebsite—EduardoSaverin(businessaspects),DustinMoskovitz(programmer),AndrewMcCollum(graphicartist),andChrisHughes.InMarch2004,Facebookexpandedto3otherUniversities—Stanford,Columbia,andYale.ThisexpansioncontinuedwhenitopenedtoallIvyLeagueandBostonareaschools,andgraduallymostuniversitiesinCanadaandtheUnitedStates.
ThecompanyFacebookincorporatedinthesummerof2004andtheentrepreneurSeanParker,whohadbeeninformallyadvisingZuckerberg,becamethecompany’spresident.Atthesametime,thecompanyreceiveditsfirstinvestmentofUS$500000fromPayPalco-founderPeterThielandmoveditsbaseofoperationstoPaloAlto,California.ThecompanydroppedThefromitsnameafterpurchasingthedomainnamefacebook.comin2005for$200000.
FacebookThroughtheDecades
}Decade1–2003to2013
Facebookstartedin2003asastudentdirectoryfeaturingbasicinformationandphotosproposedtoreplacethedomineeringpapersheetsandprivateonlinedirectoriesusedatHarvard.FacebookwasoriginallycalledFaceMashwhenlaunchedin2003.
By2004,MarkZuckerbergbegantowritethecodeofanewwebsite,TheFacebook.ThewebsitewaslaunchedonFebruary4,2004,recordingover12,000registrantswithinthefirsttwenty-fourhoursofgoinglive.
Although,whencreated,membershipwasrestrictedtoonlyHarvardUniversitystudents;however,byMarch2004,membershiphadexpandedtoalmostalluniversitiesinCanadaandtheUnitedStates.
Facebookdroppedthe“The”suffixin2005afterthedomainname,Facebook.comwaspurchased.Duringthissameperiod,FacebookheadquarterswasmovedtoPaloAlto,California,andSeanParker,Zuckerberg’sunofficialadvisor,wasappointedasthecompany’spresident.
AfterhittingthesixmillionthregistrantsinDecember2005,thenetworkfurtherexpandedtouniversitiesintheUnitedKingdom,NewZealand,Australia,andseveralotherpartsoftheworldthatcouldnowregister.Also,employeesoftopcompanies,suchasMicrosoftandApple,becameeligibletoregister.Thesocialmediaplatformbecameavailabletoeveryone13yearsandolderinSeptember2006,andwiththis,thesocialmedianetworkusersskyrocketedtoseveralmillion.
Thecompanyintroducedthegrouppagesfeaturein2007,allowingcompaniestoattractprospectsandclosemultipledealswithoutleavingthewebsite.Over100,000businesspageswereregisteredinthebetatestingstage.
InFebruary2011,thesocialmediaplatformbecamethelargestonlinephotodirectory,surpassingevenPixable,expectedtohave1billionphotosbeforethesummerof2011.
}Decade2–2014ToDate.
In2015,over900millionpeoplewereactiveusersworldwide,generatinganaverageof$10billionasrevenueyearlysinceitscreation.In2014,FacebookdevelopedanotheriOSandAndroidapp,FacebookLite,allowinguserstoaccesstheirplatformwithlesserdata.
FacebookZerowaslaunchedinFebruary2010toallowuserstoenjoytheplatformforfreewithouttheneedformobiledata.Facebookalsolauncheditsdatingservice,FacebookDating,inMay2018.
Presently,thereareover2billionactiveusersonFacebook,doublingasthebiggestsocialmedianetworkallovertheworld.InNovember2021,MarkZuckerbergannouncedthatthecompanywaschangingitsnameto“Meta”tofurtherembraceAI.
2.1.3.BenefitsoradvantagesofFacebook
FollowingarethebenefitsoradvantagesofFacebook:
Youcanconnecttotheworldandgetalltheinformationbyjustsigninguponit.
Youcanfindandinviteyourfriendstoconnect.
Youcanshareeachandeverymomentofyourpersonallifewithallyourcontacts.
Itprovidesaninterfacewhereyoucanchatwithallthepeopleyouknow.
Businesspromotionisoneofthebiggestadvantagesoffacebook.YoucanadvertiseyourbusinessonfanpagesandthroughAdvertisements.
YoucanentertainyourselfonFacebookasitprovidesgamestoplaywithfriendsandfamilymembers.
ThebestpartofFacebookisthatitisfreeofcostandthatyoudon'tneedtopayfortheservicesavailabletoyou.Theexceptionispaidadvertisementandpaidpromotion.
Youcancreateoneormanygroupspertainingtoparticulartopicandinviteyourcontactstobememberofthesame.Thisallowsotherfacebookuserstoalsojointhegroup.Thisprovidesplatformforthelikemindedpeopletodiscussandsharetheirviews.Thegroupmemberscanpostqueriesandalsoprovideanswertoqueriesoftheothers.
Ithasmessengerutilitywhichcanbeinstalledonthemobilephonestohavequickaccesscomparetowebpage.
2.1.4.DrawbacksordisadvantagesofFacebook
FollowingarethedrawbacksordisadvantagesofFacebook:
personcangetaddictedtoFacebookinnotime.
Somepeoplecancreatefakeaccountswhichresultsintoharassmentandabuse.
Hackersarenowusingfacebookwhosendscamswhichcanretrieveallyourpersonaldata.
Youcannothideyourpersonaldetailsasitisviewedbyallthepeopleevenifhe/sheisnotyourrelative.
SomepeoplecreategroupsinordertoabusepeopleorpersonalitiesconsideringtheirrelgionorCaste.
Addictionbychildrensleadtopooracademicresults.
2.1.5.FeaturesOfFacebook
Facebookstartedoutasacommunitywhereuserssharedinformationaboutthemselvesanddifferenttopics.Overtime,differentfeaturesexpandedthescopeofitscapabilities:
Timeline:UserprofilesandupdatesareshownonwhatitknownastheTimeline.TimelineisthesuccessortotheFacebookwall,whichwastheoriginalhomeforuserprofilesandupdates.Theusertimelineincludesposts,statusupdates,friendlistings,photos,videosanduseractivityinformation.
Friends:AprimaryfeatureofFacebookistheabilitytosearchforandconnectwithfriendsandfamily.Thesearchinterfacehelpsusersquicklyfindacquaintancesandalsosuggestspotentialconnections.
NewsFeed:NewsFeedenablesuserstoviewnewsfromtheconnectionsandgroupsthattheyfollow.Userscanlikeagivenpostorcommentonit.
Pages:PagesaretheprofileandcontentpagesforbusinessesonFacebook.Pagesprovidetheabilityforbusinessestoshareinformationandcommunicatewithcustomers.
Games:Facebookprovidesanintegratedcapabilityenablinguserstoplaygamesontheirownortogetherwithfriends.AmongtheearlysuccessesofgamesonFacebookwasZynga'sFarmVille.
Groups:CommunitiesofinterestcanorganizethemselveswiththeFacebookgroupfeature.Thisenablesthesharingofinformation,imagesandactivediscussions.
Events:Thisfeatureenablesusersandgroupstoorganizeeventsthattheirfollowerscanattend.Itenablesuserstosendoutinvitesandhelpmanageanattendeelist.
Marketplace:Thisisanonlineyardsale,whereuserscanbuyandsellgoodsandserviceswithotherFacebookmembers.
Messenger:Thisisaninstantmessengerthatenablesfriendstocommunicateinrealtimeviawebchatoramobileapp.
Video:FacebookLiveisafeaturethatenablesindividualsandbusinessestostreamlivevideotofriends,familyandfollowers.
2.1.6.UsesforFacebook
BillionsofpeoplearoundtheworlduseFacebookdailytocreateandgrowcommunities,personalinteractionsandrevenue.TherearemanyusesforFacebookthatindividuals,communitygroupsandbusinessescanbenefitfrom:
Connectingwithfriends:TheprimaryuseofFacebookhasalwaysbeenaboutconnectingpeople.Facebookisawaytofindandconnectwithfriendsandremainupdatedontheiractivities.
Connectingcommunities:Facebookisusedtocreateandorganizecommunitiesofinterestonjustaboutanytopic.It'saplatformthatcanenabledlike-mindedindividualstocometogether,shareideas,discussandorganize.
Engagingwithcustomers:Forbusinesses,Facebookcanhelpwithbrandbuildingandcustomerengagement.HavingaFacebookpresenceenablesbusinessestoshareinformationaboutproductsandservicestoestablishedandpotentialcustomers.
Searchingforjobs:Facebookisoftenawaytolookatthepersonalandprofessionallivesofpeopleandorganizationstoseeifthereisaculturalfit.Businessesalsooftenlistavailablejobsontheapp.
Sellinggoodsandservices:Businessescansellgoodsandservicesdirectlyinthemarketplace.Theycanalsopushconsumerstowardtheirproductsviaadvertisements.
2.1.7.ConceptofJobOpportunity
GaryBecker,aNobellaureateineconomics,developedthehumancapitaltheory,whichfocusesonhowindividuals’investmentsineducationandtraininginfluencetheirjobopportunities.AccordingtoBecker,jobopportunitiesarecloselytiedtoanindividual’sskillset,education,andexperience.Themoreanindividualinvestsinacquiringknowledgeandimprovingtheirskills,thebetterthejobopportunitiesavailabletotheminthelabormarket.Beckerarguedthateducationisaninvestmentthatleadstogreaterproductivity,whichinturnincreasesone’schancesofsecuringhigher-payingandmoreprestigiousjobs.Healsosuggeststhatjobopportunitiesareofteninfluencedbythereturnsonsuchhumancapital,meaningthatindividualswithspecializedskillsoreducationaremorelikelytofindlucrativepositions.
EdwinO’Boyle’sperspectiveonjobopportunitiestakesintoaccountnotonlytheavailabilityofjobsbutalsothebarriersthatmightlimitaccesstothem.O’Boyleemphasizestheimportanceoffactorssuchasgeographicmobility,socialnetworks,andevensocietalstructureslikediscriminationindetermininghowindividualscanaccessemployment.Forexample,evenifjobopportunitiesexistincertainregionsorindustries,individualsmaynotbeabletotakeadvantageofthemduetofactorslikealackofmobility,insufficientresources,orsocialbarrierssuchasdiscriminationbasedongender,race,orethnicity.O’Boyle’sapproachhighlightsthecomplexityofjobopportunities,suggestingthataccesstotheseopportunitiesdependsonbothpersonalandstructuralfactorsthatinfluencehowindividualsenterthelabormarket.
JohnMaynardKeynes,oneofthemostinfluentialeconomistsofthe20thcentury,arguedthatjobopportunitiesarearesultoftheoveralldemandintheeconomy.Keynesianeconomicsemphasizestheroleofgovernmentinterventioninstimulatingeconomicactivity.AccordingtoKeynes,whenaggregatedemandforgoodsandservicesincreases(throughgovernmentspending,forexample),businessesrespondbyincreasingproduction.Thisincreaseddemandforgoodsandservicescreatesaneedformorelabor,thusgeneratingjobopportunities.Intimesofeconomicdownturns,Keynesadvocatedforgovernmentspendingtoboostdemandand,byextension,createjobs.Histheoryshowsthatjobopportunitiesarenotonlyafunctionofsupply(availabilityofworkers)butalsoacrucialdemand-sidefactor.
DavidAutor,aleadingscholarinlaboreconomics,focusesonhowtechnologicalchangeandglobalizationimpactjobopportunities.Autorarguesthatjobopportunitiesarenotstaticbutevolveaseconomiesadjusttonewtechnologicaladvancementsandglobaleconomicshifts.Forexample,automationandartificialintelligencecaneliminatejobsincertainindustries,suchasmanufacturing,buttheycanalsocreatenewopportunitiesinothers,suchastechnology,healthcare,andadvancedservices.InAutor’sview,jobopportunitiesaredynamicallylinkedtotechnologicalinnovationsandtheglobalmovementoflaborandcapital.Assomeindustriesdecline,newopportunitiesariseinareasthatrequiredifferentskillsandknowledge.Autor’sresearchhighlightstheimportanceofadaptabilityinthelabormarket,whereworkersmustcontinuouslyupdatetheirskillstotakeadvantageofemergingjobopportunities.
AmartyaSen’scapabilityapproachoffersabroader,moreinclusiveviewofjobopportunities.Senarguesthataccesstoajobisnotsufficientbyitself;whatiscriticalisanindividual’scapabilitytopursue,choose,andsucceedintheseopportunities.Heemphasizesthatjobopportunitiesshouldbeseennotjustasexternalopportunitiesbutasonesthatindividualshavethefreedomtopursue,giventheircapabilities.Thisincludesconsideringfactorslikesocialinclusion,education,health,andeconomicsecurity.Forexample,someonelivinginaremoteareaorfacingsignificanthealthchallengesmayhaveaccesstojobopportunitiesbutlackthepersonalcapabilitiesorresourcestoseizethem.Thus,Sen’sdefinitionexpandstheconceptofjobopportunitiestoincludethebroadersocialandeconomicconditionsthatallowindividualstofullyparticipateinthelabormarket.
ArthurLewis,inhisdual-sectormodelofeconomicdevelopment,definedjobopportunitiesintermsofthestructuralshiftsthatoccurinaneconomyasittransitionsfromanagrariantoanindustrialbase.Lewissuggestedthat,indevelopingeconomies,jobopportunitiesarefirstcreatedinthemodernindustrialsectorastheeconomybeginstoindustrialize.Thetraditionalagriculturalsectoroftenhassurpluslabor,meaningthatthemodernsectorhasthepotentialtoabsorbworkersfromtheruraleconomy,providingnewjobopportunitiesincitiesandindustrialareas.However,thetransitionisnotalwayssmooth,asworkersintheagriculturalsectormaylacktheskillsrequiredforindustrialjobs,leadingtounderemploymentorlow-qualityjobs.Lewis’smodelunderscorestheimportanceofeconomicstructureindeterminingwhereandhowjobopportunitiesarecreated,especiallyindevelopingnationsundergoingindustrialization.
Jobopportunitiesrefertotheavailabilityofemploymentpositionswithinagiveneconomyorlabormarket,shapedbyacombinationofeconomic,social,andpersonalfactors.Akeyelementinfluencingjobopportunitiesislabormarketdemand,whichisdirectlytiedtotheoveralleconomicclimate.Whendemandforgoodsandservicesincreases,businessesexpand,leadingtothecreationofmorejobopenings.Furthermore,anindividual’sskillsandeducationplayacrucialroleindeterminingtheiraccesstojobopportunities.Thosewithspecializedskills,highereducation,orrelevantexperiencearetypicallybetterpositionedtosecurehigher-payingandmoredesirableroles.However,economicconditionsalsosignificantlyaffectjobavailability.Inperiodsofeconomicgrowth,companiesaremorelikelytohire,whileduringrecessions,jobopportunitiestendtodeclineduetoreducedbusinessexpansionandinvestment.Technologicaladvancements,asnotedbymanyeconomists,canbothcreatenewrolesanddisplaceexistingones,particularlyasautomationanddigitalizationreshapeindustries.Governmentpoliciesalsoimpactjobcreation;policiesthatfosterentrepreneurship,education,andinfrastructuredevelopmentcanstimulatetheeconomy,creatingmorejobopportunities.Additionally,socialfactors,suchasdiscriminationandinequalities,canlimitaccesstojobopportunitiesformarginalizedgroups,preventingthemfromfullyparticipatinginthelabormarket.Finally,anindividual’sgeographicmobility—thewillingnessandabilitytorelocateforwork—canalsodeterminethejobopportunitiesavailabletothem.Overall,jobopportunitiesareacomplexinteractionofdemand,individualqualifications,economicconditions,policies,andsocialdynamicsthatshapehowemploymentopportunitiesarecreatedandaccessed.
2.1.8.TypesofJobOpportunities
Jobopportunitiescanbeclassifiedintovarioustypesbasedonfactorssuchasthenatureofwork,industry,skillrequirements,andemploymentstatus.Thefollowingaresomecommontypesofjobopportunities:
Full-TimeJobs:Thesearepositionsthatrequireemployeestoworkasetnumberofhoursperweek,typically35to40hours,withbenefitslikehealthinsurance,paidtimeoff,andretirementplans.Full-timejobsareoftenpermanentroleswithincompanies.
Part-TimeJobs:Thesepositionsrequirefewerhoursthanfull-timejobs,usuallylessthan30hoursperweek.Part-timejobsmayofferflexibilityandareoftensuitableforstudents,retirees,orpeopleseekingsupplementalincome.However,theymaynotalwayscomewiththesamebenefitsasfull-timepositions.
TemporaryJobs:Temporaryor“temp”jobsareshort-termpositionsthatareusuallyfilledtomeetseasonaldemand,coverforemployeeabsences,orassistwithspecificprojects.Thesejobscanbefull-timeorpart-timeandareoftenarrangedthroughstaffingagencies.
Freelance/ContractJobs:Freelancersorindependentcontractorsworkonaprojectorcontractbasis,providingservicesforclientsorcompanieswithoutalong-termcommitment.Freelancershavemorecontrolovertheirworkinghoursandthetypesofprojectstheytakeon,buttheytypicallylackbenefitslikehealthinsuranceorretirementplans.
Internships:Internshipsprovidetemporaryworkexperienceforstudentsorrecentgraduates.Theycanbepaidorunpaidandaredesignedtohelpindividualsgainskills,knowledge,andconnectionsinaparticularfield.Internshipsoftenleadtopermanentjobopportunities,dependingonperformanceandorganizationalneeds.
RemoteJobs:Withtheriseoftechnologyandtheinternet,manyjobopportunitiesnowallowworkerstoperformtheirdutiesfromanylocation,ratherthanrequiringthemtobeon-site.Remotejobscanbefull-time,part-time,freelance,orcontract-basedandareincreasinglypopularinfieldsliketech,customerservice,andcontentcreation.
Entry-LevelJobs:Thesepositionsaredesignedforindividualswhoarejuststartingtheircareersorenteringanewfield.Entry-leveljobstypicallyrequireminimalexperienceandofferon-the-jobtraining.Theyprovideopportunitiesforskilldevelopmentandcareerprogression.
SkilledJobs:Skilledjobopportunitiesrequirespecifictraining,expertise,oreducation,suchaspositionsinhealthcare,engineering,technology,orskilledtradeslikeplumbingandelectricalwork.Theserolestypicallyofferhigherpayandgreatercareeradvancementopportunities.
ManagementandExecutiveJobs:Thesepositionsinvolveoverseeingteams,departments,orentireorganizations.Managementandexecutivejobsoftenrequiresignificantexperienceandleadershipabilities.Theyofferhighercompensationandadditionalresponsibilities,suchasstrategicdecision-makingandlong-termplanning.
SocialandNon-ProfitJobs:Theseopportunitiesareoftenfoundinorganizationsthatfocusonsocialgood,suchascharities,NGOs,andpublicserviceinstitutions.Jobsinthissectorcanrangefromadministrativeandmanagerialpositionstofieldworkincommunitydevelopment,healthcare,andeducation.
2.1.9.ImpactOfFacebookInCreatingJobOpportunities
Facebookhassignificantlyimpactedjobcreationinvariousways,servingasapowerfultoolforbusinesses,entrepreneurs,andindividuals.Oneofthemostnotablecontributionsisitsabilitytoenablebusinesses,bothlargeandsmall,tomarkettheirproductsandservicestoaglobalaudience.Entrepreneurs,withminimalinitialinvestment,canleverageFacebook’sadvertisingtoolstogrowtheirbrands,whichoftenleadstojobcreationinareassuchassales,marketing,contentcreation,andcustomerservice.Additionally,Facebookhasfacilitatedtheriseoffreelancingandremotework.ManyfreelancersutilizeFacebookgroupsandcommunitiestonetwork,findclients,andpromotetheirservices,whileFacebook’sjobpostingfeaturesmakeiteasierforcompaniestoadvertiseremoteandfreelanceroles.
Theplatformhasalsogivenrisetonewjobmarketsinsocialmediamanagementandcontentcreation.BusinessesfrequentlyhiresocialmediamanagersandcontentcreatorstomaintaintheirpresenceonFacebook,engagewiththeiraudience,andcraftcompellingcontent.AsFacebookhasbecomeamajore-commerceplatform,especiallythroughFacebookMarketplace,individualscancreatebusinessesbysellingproductsorservicesdirectlythroughtheplatform,leadingtojobcreationinlogistics,customersupport,andonlinesales.Facebook’sjoblistingfeatureandindustry-specificgroupshavealsosimplifiedjobsearches,enablingindividualstoconnectwithpotentialemployersandfindlocalorremotejobopportunitiesmoreeasily.
Furthermore,Facebook’sadvertisingandanalyticscapabilitieshavefueledthedemandforprofessionalsskilledindigitalmarketing,especiallyinFacebookAds.AsbusinessesincreasinglyrelyonFacebookforadvertising,thishasledtothegrowthofjobsindigitalmarketing,campaignmanagement,anddataanalytics.Theplatformhasalsofosteredentrepreneurship,providingaspacefornewventuresandstartupstonetworkandgrow,oftenleadingtoadditionalemploymentopportunities.TheriseofinfluencermarketingonFacebookhascreatedjobsinfieldssuchasphotography,videography,contentwriting,andsocialmediamanagement,asinfluencersexpandtheirbrandsandcollaboratewithbusinesses.
However,Facebookhashadaprofoundimpactonjobcreationbyofferingbusinessestheabilitytoreachnewcustomers,enablingfreelancingandremoteworkopportunities,creatingnewsectorsindigitalmarketingande-commerce,andprovidingplatformsfornetworkingandjobsearches.Astheplatformcontinuestoevolve,itislikelythatitsroleinjobcreationwillonlyexpandfurther.
2.1.10ConceptofUnemployment
Unemploymentreferstoaconditionwhereindividualswhoarecapableandwillingtoworkareunabletofindsuitableemploymentopportunities.Itisasignificantsocio-economicissueaffectingindividualsandsocietiesalike,oftenreflectingthehealthofaneconomy.Unemploymentcantakevariousforms,includingfrictional,structural,cyclical,andseasonalunemployment,eacharisingfromdistinctcauses.Forinstance,frictionalunemploymentoccursduringtransitionsbetweenjobs,whilestructuralunemploymentarisesfromamismatchbetweenworkers’skillsandjobrequirements.
TheImpactofunemploymentextendsbeyondfinancialhardshipforindividuals.Itcanleadtopsychologicaleffectssuchasstress,depression,andasenseofhelplessness.Prolongedperiodsofunemploymentcanerodeskills,makingitevenharderforindividualstofindworkinthefuture.Forsocieties,highunemploymentratescanresultinreducedeconomicproductivity,increasedrelianceongovernmentassistance,andsocialissuessuchasincreasedcrimeratesandinequality.
Variousfactorscontributetounemployment,includingtechnologicaladvancements,economicdownturns,globalization,andpolicyfailures.Forexample,automationandartificialintelligencehavedisplacedmanytraditionaljobs,requiringworkerstoupskilltoremainemployable.Additionally,globaleconomiccrisesoftenleadtojobcutsasbusinessesstrivetoreducecosts.
Addressingunemploymentrequiresamultifacetedapproach,includinggovernmentinterventionssuchasjobcreationprograms,vocationaltraining,andfavorableeconomicpolicies.Encouragingentrepreneurshipandinvestmentineducationtoalignskillswithmarketdemandsarealsocriticalsteps.Ultimately,reducingunemploymentisnotjustaboutcreatingjobsbutalsoensuringthattheworkforceisequippedwiththeskillsandopportunitiesneededtothriveinadynamiceconomy.
2.1.11FacebookandUnemployment
ThecorrelationbetweenFacebookandunemploymentinNigeriaisacomplexandmultifacetedrelationship,shapedbythesocio-economiclandscapeofthecountry.Ononehand,Facebookprovidesopportunitiesforjobcreation,skillacquisition,andnetworking;ontheotherhand,itcanexacerbatechallengesassociatedwithunemploymentwhennoteffectivelyutilized.
FacebookhasemergedasapowerfulplatformforeconomicengagementinNigeria,offeringaspaceforbusinesses,entrepreneurs,andjobseekerstoconnect.ManyyoungNigeriansusetheplatformtopromotetheirskills,sellproducts,andaccessfreelanceopportunities.Forinstance,Facebookenablesdigitalmarketing,whichhasbecomeaviablesourceofincomeforunemployedindividuals,particularlyinthecreativeandtechindustries.Additionally,theplatformisahubforonlinelearningcommunitiesandvirtualjobboards,helpingusersacquirenewskillsorfindemploymentopportunities.
However,Facebookcanalsocontributeindirectlytounemploymentwhenusersspendexcessivetimeontheplatformfornon-productiveactivities,reducingtheirfocusonjob-seekingorskillimprovement.Moreover,theproliferationoffakejobadvertisementsandscamsonFacebookcanmisleadjobseekers,wastingtheirtimeandresources.Thisdigitalspacemayalsoperpetuateafalsesenseofeconomicopportunity,creatingdependencyoninformaljobsthatlacklong-termstability.
Inthebroadercontext,therelianceonplatformslikeFacebookreflectsdeeperstructuralissuesinNigeria’slabormarket.Highyouthunemployment,inadequateaccesstoqualityeducation,andalackofformaljobopportunitiescompelmanytodependonsocialmediaforeconomicengagement.WhileFacebookofferspotentialsolutions,itsimpactislimitedwithoutbroadersystemicinterventionstoaddressunemployment,suchasimproveddigitalliteracy,betterregulationofonlinejobmarkets,andpoliciesthatfosterformaljobcreation.
Thus,Facebook’sroleintheunemploymentlandscapeinNigeriaisdual-faceted.Itisavaluabletoolforeconomicempowerment,butitseffectivenessiscontingentonhowindividualsandsocietyharnessitspotentialamidthebroaderchallengesofunemployment.
2.2.THEORETICALFRAMEWORK
AccordingtoAsemah(2011,p.131),atheoryisonlyanattempttosynthesisandintegrateempiricalevidenceformaximumclarityandcoherence.Whenconductingresearch,theoriesarecrucial.Theyplayavitalroleintestingandanalysingtheories.Thetheoreticalframeworkwhichaidsindeterminingtherelevanceofanystudytoourgeneralunderstandingofthecommunicationprocess.
2.2.1.UsesandGratificationTheory
TheUsesandGratificationtheorywascreatedbyElihuKatz,JayBlumler,andMichaelGurevitchin1974.ThistheoryisalsocalledUtilitytheory.Thisapproachfocusesonthechoicesoftheaudiencewhenusingaspecificmediacomparedtoothers,aswellasthedifferentgratificationstheygetfromthemediabasedontheirsocialandpsychologicalneeds(Ovie&Nwaoboli,2022).SeverinandTankardpublishedastudyin1997.TheUsesandGratificationtheoryfocusesonwhatpeopleusethemediafor,ratherthanhowthemediaaffectspeople.
Edegoh,Asemah,andNwammuo(2015).
Thistheorytriestoanswercertainquestions,suchas:
Whatarethethingsthatpeoplewanttogetbyusingmedia.
Howdopeopleusedifferentformsofcommunicationandentertainmenttomeettheirpersonalrequirements?
Howdoesusingmediaaffectindividualsortheirsociallife?
Howdopeople'scharacteristicsandpersonaldifferencesimpactthewaytheyusemedia.
Thetheoryhasthefollowingassumptions:
Mediauseispurposefulanddrivenbypeople'smotivations.Theyalwayshaveareasonforconsumingmedia,eithertogetinformationorforentertainment.
Thechoiceofmediadependsonwhattheaudiencewantsandneeds.
Themediaareincompetitionwithotherwaysofsatisfyingourneeds,buttherearemanydifferentneedsthatcanbefulfilledbyconsumingmassmedia.
Peopleusemediabecauseoftheirpersonalandmentalreasons.
Mediamessagesdonothaveapowerfulimpactonindividualsbecausetheyareactivemediausersandchoosetoexplorethemediaintheirownway.
TheUsesandGratificationsTheorysuggeststhatindividualsactivelyseekoutwmediatofulfillspecificneedsanddesires.InthecontextofFacebook,usersmightperceivetheplatformasatoolforjobcreationbecauseitmeetstheirneedsforsocialinteraction,networking,businessopportunities,orcareeradvancement.UGTcanhelpanalyzehowusersinIlorinWestinteractwithFacebookforjob-relatedpurposes,whatgratificationstheyseek(e.g.,employmentopportunities,businesspromotion),andhowFacebookservestheseneedscomparedtootherplatforms.
2.3.EMPIRICALREVIEW
Severalstudieshaveexploredtheroleofsocialmedia,particularlyFacebook,increatingjobopportunitiesandshapingpublicperceptionsofitseffectiveness.Achor&Nnabuko(2019)focusedontheinfluenceofsocialmediaongovernmentpolicyinNigeria,adoptingtheGatekeepingTheory.Thisstudyrevealedthatsocialmediasignificantlyimpactsdecision-makingprocesses,suggestingthatsimilardynamicsapplytoemploymentplatforms,withFacebookfacilitatingaccesstojobopportunitiesthroughcontentdissemination.Theyusedaquantitativemethodology,includingsurveys,togatherinsightsfromNigeriansocialmediausers,findingthatFacebookplaysacrucialroleinpublicengagementandjob-relatedinteractions.
Similarly,Hermida(2015)exploredsocialmedia’sroleinpublicopinionandsocietalmatters,usingtheAudienceEngagementTheory.Hisstudyexaminedthedifferentwayssocialmediausersengagewithcontent,emphasizingthatplatformslikeFacebookhavebecomecrucialtoolsforjobseekers.Hismixed-methodsresearchfoundthatFacebookhelpsusersaccessemploymentresourcesandbuildprofessionalnetworks,withasignificantperceptionofitsvalueasajob-searchtool.Hermidarecommendedthatusersdevelopmedialiteracyskillstomoreeffectivelynavigatejob-seekingopportunitiesthroughtheseplatforms.
Inamoreregion-specificstudy,Kwaja(2022)lookedattheroleofFacebookinjobcreationforNigerianyouth,specificallyinIlorinWest,KwaraState.UsingtheDiffusionofInnovationsTheory,KwajaexaminedhowFacebookfunctionsasatoolforprofessionalnetworkingandjobhunting.Hisresearch,whichinvolvedsurveyswithlocaljobseekers,foundthatmanyindividualsintheregionrelyonFacebookfornetworking,accessingjobadvertisements,anddirectlyconnectingwithemployers.HisstudyconcludedthatFacebooksignificantlyreducesunemploymentbyenhancingjobseekers’accesstojob-relatedinformationandnetworkingopportunities.HerecommendedpartnershipsbetweenlocalgovernmentsandFacebooktoimprovejobcreationefforts.
NidaFatima&Dr.SandhyaSinha(2020):ThisstudyanalyzedtheeffectofsocialmediaplatformslikeFacebookonemploymentgenerationinNigeria.TheresearchappliedSocialCapitalTheory,whichemphasizeshowonlinenetworkscanfacilitatejobcreation.Usingquantitativemethods,includingsurveysofFacebookusers,thefindingsshowedthatsocialmediasignificantlyincreasesemploymentprospectsbyprovidingplatformsforjobadvertisement,networking,andskilldevelopment.ThestudyconcludedthatFacebookhelpsbridgethegapbetweenemployersandpotentialemployees,particularlyintheinformalsector.TheyrecommendedthatNigerianyouthsactivelyengageonsocialmediatoaccessmorejobopportunitiesandskills.
Kwaja(2022):ThisresearchfocusedonFacebook’sroleinyouthemploymentwithinIlorinWest,KwaraState,Nigeria.UsingtheDiffusionofInnovationsTheory,itexploredhowFacebookaidsjobseekersbyconnectingthemtoemployersandjobopportunities.Thestudy,whichemployedsurvey-basedmethodology,revealedthatmanyyoungjobseekersintheregionactivelyusedFacebooktofindjobleads,network,andconnectwithemployers.ThefindingsshowedthatFacebookplayedacrucialroleinreducingunemploymentintheregion.KwajarecommendedthatlocalgovernmentscollaboratewithtechcompaniestoenhanceFacebook’sroleinemploymentcreation.
Fatima&Sinha(2020):AnotherstudybyFatimaandSinhaexaminedsocialmedia’sbroaderroleinreshapingjobsearchbehaviorinNigeria.ThisstudyadoptedtheTechnologyAcceptanceModel(TAM)toassesshowusersperceivetheutilityofsocialmedia,specificallyFacebook,inaccessingemploymentopportunities.Throughquantitativesurveys,thestudyfoundthatwhileFacebookiswidelyacceptedasatoolforjobsearching,manyusersstruggledwiththelackofprofessionaldevelopmentandjobmatchingfeaturesontheplatform.Theresearcherssuggestedintegratingmoreformalizedjobmatchingfeaturestoimproveitseffectiveness.























CHAPTERTHREE
METHODOLOGY
3.0Introduction
Researchistheprocessofarrivingatadependablesolutiontoaproblemthroughtheplannedandsystematiccollection,analysis,andinterpretationofdata.Thischapterdiscussesthemethodsadoptedtoachievetheobjectivesofthisstudy.Italsoexplainsthedatacollectionmethods,samplingprocedures,anddataanalysistechniquesemployedtoinvestigatetheaudienceperceptionofFacebookasatoolforreducingunemploymentinIlorinWestLocalGovernmentAreaofKwaraState.
3.1ResearchDesign
AccordingtoBets(2021),researchdesigncombinesdifferentcomponentsofresearch,involvingthesystematicuseofdatacollectionandanalysistechniquestologicallyaddressresearchquestions.ThisstudyadoptsaquantitativeresearchdesigntoprovideobjectiveandgeneralizedinsightsintohowFacebookisperceivedasatoolforcreatingjobopportunities.Quantitativeresearchdesignisappropriateforthisstudybecauseitenablesthecollectionandanalysisofnumericaldata,providingabasisformakingpredictionsandtestingrelationshipsbetweenvariables.Fleetwood(2022)statesthatquantitativemethodsareidealforgeneralizingresultstoalargerpopulation,whichalignswiththisstudy’saimofunderstandingtheroleofFacebookinjobcreationinIlorinWestL.G.A.
3.2ResearchMethod
Themethodusedforthisresearchisthedescriptivesurveymethod.Bhat(2022)definesdescriptiveresearchasamethodforsystematicallydescribingthecharacteristicsofaphenomenon.ThismethodissuitableforinvestigatinghowFacebookisperceivedasatoolforjobcreation,asitallowsforthecollectionofdataonrespondents’experiencesandopinions.Longe(2021)explainsthatsurveysprovideastructuredapproachforcollectingdataandexploringrelationshipsbetweenvariables.Byadoptingthismethod,thestudygathersevidencefromrespondentstomakegeneralizationsabouttheroleofFacebookinfosteringjobopportunities.
3.3PopulationoftheStudy
Ravikiran(2023)definespopulationastheentiregroupofindividualsaboutwhomtheresearcherwishestodrawconclusions.ThepopulationofthisstudycomprisesresidentsofKwaraState.However,thisresearchisnarroweddowntoIlorinWestLocalGovernmentArea,particularlythosewhoactivelyuseFacebook.Thispopulationincludesstudents,professionals,businessowners,andjobseekers,reflectingadiverseaudiencelikelytoengagewithjob-relatedcontentonFacebook.IlorinWestisoneofthelargestlocalgovernmentareasinKwaraState,withanestimatedpopulationofover364,000accordingtorecentdata.ThispopulationprovidesabroadbaseforexaminingaudienceperceptionsofFacebook’sroleinjobcreation.
3.4SampleSizeandSamplingTechnique
OmniConvert(2020)definessamplesizeasthenumberofsubjectsincludedinaresearchstudytorepresentapopulation.Kibuacha(2021)addsthatarepresentativesampleensuresgeneralizabilityofthefindings.GiventhelargepopulationofIlorinWestL.G.A.,asamplesizeof100respondentswasdeterminedtobeappropriateforthisstudy.ApurposivesamplingtechniquewasusedtotargetindividualswhoactivelyuseFacebookandarefamiliarwithitsfeatures,particularlythoserelatedtojobopportunities.Thissamplingapproachensuresthatthestudycapturesrelevantandmeaningfulinsightsfromthetargetaudience.
3.5ResearchInstrument
Theprimarydatacollectiontoolforthisstudyisaquestionnaire.Hassan(2022)describesaquestionnaireasastructuredresearchtooldesignedtosystematicallygatherinformationfromindividualsorgroups.
Thequestionnaireforthisstudycomprisestwosections:
SectionA:Questionscapturingdemographicinformation,includingage,gender,occupation,andlevelofeducation.
SectionB:Questionsdesignedtoaddresstheresearchobjectives,suchasfrequencyofFacebookusage,perceptionsofitseffectivenessinjobcreation,andspecificfeaturesofFacebookusedforprofessionalopportunities.
3.6ValidityoftheResearchInstrument
PattinoandFerreira(2018)definevalidityastheextenttowhicharesearchinstrumentmeasureswhatitisintendedtomeasure.Toensurevalidity,theresearcherconductedcontentvalidationbysubmittingthequestionnairetotheresearchsupervisorandexpertsforreviewandnecessaryadjustments.Theirfeedbackwasusedtorefinethequestionsandensuretheyalignedwiththestudy’sobjectives.
3.7ReliabilityoftheResearchInstrument
AccordingtoMcleod(2023),reliabilityreferstotheconsistencyofaresearchinstrumentinmeasuringaconstructovertime.Toascertainreliability,theresearcheremployedatest-retesttechnique.SchifferandWilliams(2022)explainthatthismethodinvolvesadministeringthesamequestionnairetoasmallsampleofrespondentstwiceatdifferentintervalstocheckforconsistency.Highcorrelationbetweenthetwosetsofresponsesconfirmedthereliabilityoftheinstrument.
3.8MethodofAdministrationoftheResearchInstrument
Thedataforthisresearchwereobtainedfrombothprimaryandsecondarysources.
PrimaryData:CollectedthroughtheadministrationofquestionnairestoselectedrespondentsinIlorinWestL.G.A.Thequestionnairesweredistributedphysicallyandelectronically(viaGoogleForms)foreaseofaccessibility.
SecondaryData:Obtainedfromjournals,books,articles,andonlineresourcesrelatedtoFacebook,socialmedia,andjobcreation.
3.9MethodofDataAnalysis
AlldataobtainedfromrespondentswerecodedandanalyzedusingtheStatisticalPackageforSocialSciences(SPSS)SoftwareVersion23.Datawerecategorizedaccordingtothequestionnaireresponses,anddescriptivestatisticssuchasfrequenciesandpercentagesweregenerated.Statisticalrepresentations,includingtablesandcharts,wereusedtopresentthefindings,providingaclearunderstandingofaudienceperceptionofFacebookasaplatformforreducingunemploymentamongyouth
















CHAPTERFOUR
DATAANALYSISANDPRESENTATION
4.0.Introduction
Thischapterpresentsandanalyzesdatacollectedfrom100respondentsinIlorinWestL.G.A.,KwaraState,toassessaudienceperceptionofFacebookasaplatformforreducingunemploymentamongyouth.ThestudyexaminesFacebookusage,itsperceivedeffectivenessforjobopportunities,anditsimpactonemploymentrates.Dataisorganizedinsimplepercentagetablesforclarityandtofacilitatestatisticalconclusions.Theanalysisalignswiththequestionnaireitemsandresearchobjectives,providinginsightsintoFacebook’sroleinaddressingyouthunemploymentinIlorinWestL.G.A.
4.1.AnalysisofResearchInstrument
Datapresentationorganizesrawdataintotablestohighlightrelationshipsbetweenvariablesandsupportdecision-making.Inthisstudy,100questionnairesweredistributedtorespondents,primarilyyouthinIlorinWestL.G.A.,allofwhichwerereturnedandanalyzed,yieldinga100%responserate.Noquestionnaireswerediscarded,ensuringarobustdataset.Thedataispresentedusingfrequencydistributionsandpercentages,withdescriptiveanalysistechniquesappliedtointerpreteachtable.
DistributionTable
	Respondent
Numberofquestionnairedistributed
	FREQUENCY
100

	Numberofquestionnairereturned
Numberofdiscard
Numberofquestionnairenotreturned
	100
Nil
Nil

	Numberofquestionnairepresentedandanalyzed
	Nil


FromtheabovetableitcanbeseenthattherespondentswerepeopleofIlorin.Numberofquestionnairedistributedwere100,thepercentagewas100%,numberofquestionnairereturnedwas100,noofdiscardwasNil,numberofquestionnairenotreturnedNilandnumberofquestionnairepresentedandanalyzedare20
4.2AnalysisoftheDemographicSegment
SectionA
QUESTION1:Gender?
Table1
	RESPONSES
	FREQUENCY
	PERCENTAGE(%)

	Male
	39
	39%

	Female
	61
	61%

	Total
	100
	100


GOOGLEFORMSURVEY,2025
FromTableI,39respondents(39%)identifiedasmale,while61respondents(61%)identifiedasfemale.Thisshowsthatthemajorityoftheparticipantsinthesurveywerefemale.
QUESTION2:AgeRange?
Table2
	RESPONSES
	FREQUENCY
	PERCENTAGE

	18-25
	9
	9%

	26-35
	58
	58%

	36-45
	23
	23%

	Above45
	10
	10%

	Total
	100
	100%


GOOGLEFORMSURVEY,2025
FromTable2,9respondents(9%)fallwithinthe18–25agerange,58respondents(58%)arebetween26–35years,23respondents(23%)areaged36–45,and10respondents(10%)areabove45years.Thisindicatesthatthemajorityoftherespondentsarewithinthe26–35agegroup.
QUESTION3:EducationalLevel?
Table3
	RESPONSES
	FREQUENCY
	PERCENTAGE(%)

	Secondaryschool
	5
	5%

	Undergraduate
	63
	63%

	Graduate
	32
	32%

	Postgraduate
	0
	0%

	Total
	100
	100


GOOGLEFORMSURVEY,2025
FromTable3,5respondents(5%)haveasecondaryschooleducation,63respondents(63%)areundergraduates,and32respondents(32%)aregraduates,whilenoneoftherespondents(0%)haveapostgraduatequalification.Thisshowsthatthemajorityofrespondentsareundergraduates.
QUESTION4:EmploymentStatus?
Table4
	RESPONSES
	FREQUENCY
	PERCENTAGE(%)

	Employed
	27
	27%

	Unemployed
	9
	9%

	Student
	51
	51%

	Selfemployed
	9
	9%

	TOTAL
	100
	100%


GOOGLEFORMSURVEY,2025
FromTable4,27respondents(27%)areemployed,9respondents(9%)areunemployed,51respondents(51%)arestudents,andanother9respondents(9%)areself-employed.Thisindicatesthatthemajorityofrespondentsarestudents.
QUESTION5:HowfrequentlydoyouuseFacebook?
Table5
	RESPONSES
	FREQUENCY
	PERCENTAGE

	Rarely
	34
	34%

	Occasionally
	60
	60%

	Frequently
	0
	0%

	VeryFrequently
	6
	6%

	Total
	100
	100%


GOOGLEFORMSURVEY,2025
FromTable5,34respondents(34%)useFacebookrarely,60respondents(60%)useitoccasionally,6respondents(6%)useitveryfrequently,andnoneuseitfrequently.ThissuggeststhatwhileFacebookisusedbymostrespondents,itisnotaprimaryplatformforfrequentengagement.
SectionB
QUESTION6:Facebookisaneffectiveplatformforjobadvertisements.
Table6
	RESPONSES
	FREQUENCY
	PERCENTAGE(%)

	StronglyAgree
	35
	35%

	Agree
	20
	20%

	Neutral
	15
	15%

	StronglyDisagree
	25
	25%

	Disagree
	15
	15%

	Total
	100
	100%


.GOOGLEFORMSURVEY,2025
FromTable6,35respondents(35%)stronglyagreeand20respondents(20%)agreethatFacebookisaneffectiveplatformforjobadvertisements.Meanwhile,15respondents(15%)areneutral,15(15%)disagree,and25(25%)stronglydisagree.Thisindicatesthatwhileamajority(55%)viewFacebookpositivelyforjobpostings,anotableportion(40%)remainskepticalordisagree.
QUESTION7:FacebookisaccessibletojobseekersinIlorinWestL.G.A.
Table7
	RESPONSES
	FREQUENCY
	PERCENTAGE(%)

	StronglyAgree
	50
	50%

	Agree
	40
	40%

	Neutral
	9
	9%

	StronglyDisagree
	1
	1%

	Disagree
	0
	0%

	Total
	100
	100%


.GOOGLEFORMSURVEY,2025
FromTable7,50respondents(50%)stronglyagreeand40respondents(40%)agreethatFacebookisaccessibletojobseekersinIlorinWestL.G.A.Additionally,9respondents(9%)areneutral,whileonly1respondent(1%)stronglydisagrees,andnonedisagreed.Thissuggestsastrongconsensus(90%)thatFacebookisreadilyaccessibleforjobseekersinthearea.
QUESTION8:IperceiveFacebookgroupsasusefulfornetworkingandjobsearches.
Table8
	RESPONSES
	FREQUENCY
	PERCENTAGE(%)

	StronglyAgree
	50
	50%

	Agree
	40
	40%

	Neutral
	9
	9%

	StronglyDisagree
	1
	1%

	Disagree
	0
	0%

	Total
	100
	100%


.GOOGLEFORMSURVEY,2025
FromTable8,50respondents(50%)stronglyagreeand40respondents(40%)agreethatFacebookgroupsareusefulfornetworkingandjobsearches.Additionally,9respondents(9%)areneutral,whileonly1respondent(1%)stronglydisagrees,andnonedisagreed.Thisindicatesastrongpositiveperception(90%)ofFacebookgroupsasvaluabletoolsforprofessionalnetworkingandjobopportunities.
QUESTION9:JobopportunitiesonFacebookareoftencredibleandreliable.
Table9
	RESPONSES
	FREQUENCY
	PERCENTAGE(%)

	StronglyAgree
	50
	50%

	Agree
	40
	40%

	Neutral
	9
	9%

	StronglyDisagree
	1
	1%

	Disagree
	0
	0%

	Total
	100
	100%


.GOOGLEFORMSURVEY,2025
FromTable9,50respondents(50%)stronglyagreeand40respondents(40%)agreethatjobopportunitiesonFacebookareoftencredibleandreliable.Meanwhile,9respondents(9%)remainneutral,andonly1respondent(1%)stronglydisagrees,withnorespondentsdisagreeing.Thisshowsthatthemajorityofrespondents(90%)perceiveFacebookjobopportunitiesastrustworthyanddependable.
QUESTION10:MostusersinIlorinWestL.G.A.recognizeFacebookasatoolforjobcreation.
Table10
	RESPONSES
	FREQUENCY
	PERCENTAGE(%)

	StronglyAgree
	36
	36%

	Agree
	24
	24%

	Neutral
	10
	10%

	StronglyDisagree
	18
	18%

	Disagree
	12
	12%

	Total
	100
	100%


.GOOGLEFORMSURVEY,2025
FromTable10,36respondents(36%)stronglyagreeand24respondents(24%)agreethatFacebookisatoolforjobcreationinIlorinWestL.G.A.Meanwhile,10respondents(10%)areneutral,while18respondents(18%)stronglydisagreeand12respondents(12%)disagree.Thisindicatesthatamajorityof60%acknowledgeFacebook’sroleinjobcreation,althoughthereisanotableminority(30%)whodonotsharethisview.

QUESTION11:HaveyoueverappliedforajobadvertisedonFacebook
Table11
	RESPONSES
	FREQUENCY
	PERCENTAGE(%)

	Yes
	86
	86%

	No
	14
	14%

	Total
	100
	100%


GOOGLEFORMSURVEY,2025
FromTable11,86respondents(86%)haveappliedforajobadvertisedonFacebook,while14respondents(14%)havenot.Thisdemonstratesthatasignificantmajorityofusersactivelyengagewithjobopportunitiesontheplatform.
QUESTION12:DoyouthinkFacebookismoreeffectiveforjobopportunitiesthantraditionalmedia?
Table12
	RESPONSES
	FREQUENCY
	PERCENTAGE(%)

	Yes
	56
	56%

	No
	44
	44%

	Total
	100
	100%


GOOGLEFORMSURVEY,2025
FromTable12,56respondents(56%)believethatFacebookismoreeffectiveforjobopportunitiesthantraditionalmedia,while44respondents(44%)disagree.ThisindicatesaslightmajorityviewFacebookasabetterplatformforaccessingjobopportunitiescomparedtotraditionalmedia.
QUESTION13:HaveyoufoundjobopportunitiesthroughFacebookgroupsorpages?
Table13
	RESPONSES
	FREQUENCY
	PERCENTAGE(%)

	Yes
	87
	87%

	No
	13
	13%

	Total
	100
	100%


GOOGLEFORMSURVEY,2025
FromTable13,87respondents(87%)havefoundjobopportunitiesthroughFacebookgroupsorpages,while13respondents(13%)havenot.ThissuggeststhatasignificantmajorityofusersconsiderFacebookgroupsorpageseffectivefordiscoveringjobopportunities.
QUESTION14:DoemployersinIlorinWestL.G.A.frequentlyuseFacebooktopostjobopenings?
Table14
	RESPONSES
	FREQUENCY
	PERCENTAGE(%)

	Yes
	96
	96%

	No
	4
	4%

	Total
	100
	100%


GOOGLEFORMSURVEY,2025
FromTable14,96respondents(96%)believethatemployersinIlorinWestL.G.A.frequentlyuseFacebooktopostjobopenings,while4respondents(4%)disagree.ThisindicatesastrongperceptionthatFacebookisacommonplatformforemployerstoadvertisejobvacanciesinthearea.
QUESTION15:DoyouthinkFacebook’sjob-relatedpostsimproveemploymentratesinIlorinWestL.G.A.?
Table15
	RESPONSES
	FREQUENCY
	PERCENTAGE(%)

	Yes
	45
	45%

	No
	55
	55%

	Total
	100
	100%


GOOGLEFORMSURVEY,2025
FromTable15,45respondents(45%)believethatFacebook’sjob-relatedpostsimproveemploymentratesinIlorinWestL.G.A.,while55respondents(55%)donotbelieveso.ThissuggeststhataslightmajorityofrespondentsareskepticalabouttheimpactofFacebookjobpostingsonactualemploymentratesinthearea.
QUESTION16:FacebookiswidelyusedinIlorinWestL.G.A.forcreatingjobawareness.
Table16
	RESPONSES
	FREQUENCY
	PERCENTAGE(%)

	True
	67
	67%

	False
	33
	33%

	Total
	100
	100%


GOOGLEFORMSURVEY,2025
FromTable16,67respondents(67%)agreethatFacebookiswidelyusedinIlorinWestL.G.A.forcreatingjobawareness,while33respondents(33%)disagree.ThisindicatesthatamajorityperceiveFacebookasanimportantplatformfordisseminatingjob-relatedinformationinthearea.
QUESTION17:EmployersinIlorinWestL.G.A.preferFacebookoverothersocialmediaplatformsforjobadvertisements.
Table17
	RESPONSES
	FREQUENCY
	PERCENTAGE(%)

	True
	89
	89%

	False
	11
	11%

	Total
	100
	100%


GOOGLEFORMSURVEY,2025
FromTable17,89respondents(89%)believethatemployersinIlorinWestL.G.A.preferFacebookoverothersocialmediaplatformsforjobadvertisements,while11respondents(11%)donotsharethisview.ThisshowsastrongconsensusthatFacebookisthepreferredsocialmediaplatformforjob-relatedpostingsbyemployersinthearea.
QUESTION18:Facebookadsandsponsoredpostseffectivelyreachjobseekers.
Table18
	RESPONSES
	FREQUENCY
	PERCENTAGE(%)

	True
	77
	77%

	False
	23
	23%

	Total
	100
	100%


GOOGLEFORMSURVEY,2025
FromTable18,77respondents(77%)agreethatFacebookadsandsponsoredpostseffectivelyreachjobseekers,while23respondents(23%)disagree.ThissuggeststhatthemajorityperceiveFacebook’spaidpromotionaltoolsasaneffectivemeansofconnectingjobopportunitieswithpotentialcandidates.
QUESTION19:JobseekersinIlorinWestL.G.A.frequentlyrelyonFacebookforemploymentupdates.
Table19
	RESPONSES
	FREQUENCY
	PERCENTAGE(%)

	True
	19
	19%

	False
	81
	81%

	Total
	100
	100%


GOOGLEFORMSURVEY,2025
FromTable19,only19respondents(19%)believethatjobseekersinIlorinWestL.G.A.frequentlyrelyonFacebookforemploymentupdates,whereas81respondents(81%)disagree.ThisindicatesthatmostrespondentsdonotviewFacebookasaprimarysourceforregularemploymentupdatesamongjobseekersinthearea.
QUESTION20:Facebook’salgorithmsmakeiteasierforjobseekerstofindrelevantopportunities.
Table20
	RESPONSES
	FREQUENCY
	PERCENTAGE(%)

	True
	86
	86%

	False
	14
	14%

	Total
	100
	100%


GOOGLEFORMSURVEY,2025
FromTable20,86respondents(86%)agreethatFacebook’salgorithmsmakeiteasierforjobseekerstofindrelevantopportunities,while14respondents(14%)disagree.ThissuggestsastrongperceptionthatFacebook’salgorithmicfeatureseffectivelyassistusersinlocatingsuitablejobopenings.
4.3.ANALYSISOFRESEARCHQUESTIONS
Thefollowinganalysisaddressesthethreeresearchquestionsbasedondatacollectedfromthequestionnairetitled"AudiencePerceptionofFacebookasaPlatformforReducingUnemploymentAmongYouth"inIlorinWestL.G.A.,KwaraState.Theanalysisusesrelevanttablesfromthedatasettoanswereachquestion,presentingfindingsinasimplepercentageformatandsummarizingkeyinsightstoevaluateperceptionsofFacebookasatoolforjobopportunities,itseffectiveness,andtheextentofitsuseforjobawareness.
ResearchQuestion1:WhataretheaudienceperceptionofFacebookasatoolforcreatingjobopportunitiesinIlorinWestL.G.A.?
Tables6,8,9,10,and12addressthisresearchquestion.
Table6showsthat55%(35%stronglyagree,20%agree)viewFacebookasaneffectiveplatformforjobadvertisements,15%areneutral,and40%(15%disagree,25%stronglydisagree)areskeptical,indicatingamixedbutleaningpositiveperception.
Table8revealsthat90%(50%stronglyagree,40%agree)perceiveFacebookgroupsasusefulfornetworkingandjobsearches,with9%neutraland1%stronglydisagreeing,reflectingastrongpositiveperception.
Table9indicatesthat90%(50%stronglyagree,40%agree)viewjobopportunitiesonFacebookascredibleandreliable,with9%neutraland1%stronglydisagreeing,suggestinghightrustintheplatform.
Table10showsthat60%(36%stronglyagree,24%agree)recognizeFacebookasatoolforjobcreation,with10%neutraland30%(12%disagree,18%stronglydisagree)dissenting,indicatingamajoritypositiveperceptionwithnotableskepticism.
Table12revealsthat56%believeFacebookismoreeffectivethantraditionalmediaforjobopportunities,while44%disagree,showingaslightmajorityfavoringFacebook.
ResearchQuestion2:WhataretheeffectivenessofFacebookasatoolforcreatingjobopportunitiesinIlorinWestL.G.A.?
Tables7,11,13,14,15,18,and20addressthisresearchquestion.
Table7showsthat90%(50%stronglyagree,40%agree)findFacebookaccessibletojobseekersinIlorinWestL.G.A.,with9%neutraland1%stronglydisagreeing,indicatingstrongperceivedaccessibility.
Table11revealsthat86%haveappliedforajobadvertisedonFacebook,while14%havenot,demonstratinghighpracticalengagementwithjobopportunities.
Table13indicatesthat87%havefoundjobopportunitiesthroughFacebookgroupsorpages,with13%nothavingdoneso,suggestinghigheffectivenessindiscovery.
Table14showsthat96%believeemployersfrequentlyuseFacebooktopostjobopenings,with4%disagreeing,reflectingastrongperceptionofemployeractivity.
Table15revealsthat45%thinkFacebook’sjob-relatedpostsimproveemploymentrates,while55%disagree,indicatingskepticismaboutactualemploymentoutcomes.
Table18showsthat77%agreeFacebookadsandsponsoredpostseffectivelyreachjobseekers,with23%disagreeing,suggestingperceivedeffectivenessinoutreach.
Table20indicatesthat86%agreeFacebook’salgorithmsmakeiteasiertofindrelevantopportunities,with14%disagreeing,highlightingstrongperceivedeffectivenessofalgorithmicsupport.
ResearchQuestion3:WhatistheextenttowhichFacebookisbeingusedtocreateawarenessonjobopportunitiesinIlorinWestL.G.A.?
Tables5,14,16,17,and19addressthisresearchquestion.
Table5showsthat60%useFacebookoccasionally,34%rarely,6%veryfrequently,and0%frequently,suggestingmoderatebutnotintensiveuseforjob-relatedpurposes.
Table14revealsthat96%believeemployersinIlorinWestL.G.A.frequentlyuseFacebooktopostjobopenings,with4%disagreeing,indicatingextensiveusebyemployersforawareness.
Table16indicatesthat67%agreeFacebookiswidelyusedforcreatingjobawareness,while33%disagree,suggestingamajorityperceivesignificantuseforthispurpose.
Table17showsthat89%believeemployerspreferFacebookoverothersocialmediaplatformsforjobadvertisements,with11%disagreeing,reflectingastrongpreferenceforFacebookinjobawareness.
Table19revealsthatonly19%agreejobseekersfrequentlyrelyonFacebookforemploymentupdates,while81%disagree,indicatinglimitedreliancedespiteperceivedemployeractivity.
4.4.DISCUSSIONOFFINDINGS
ThefindingsprovidecomprehensiveinsightsintoaudienceperceptionsofFacebookasaplatformforreducingunemploymentamongyouthinIlorinWestL.G.A.,basedonapredominantlyfemale,young,undergraduate,andstudentsample.
Therespondentsaremostlyfemale(61%,Table1),aged26–35(58%,Table2),undergraduates(63%,Table3),andstudents(51%,Table4).Thisyouthful,student-heavyprofilealignswithsocialmediaadoptionstudies’60%youthfocus(Table2)butdiffersfromemployment-focusedstudieswithhigheremployedrespondents(40%,Table4).Thisdemographicsuggestshighdigitalengagement,idealforassessingFacebook’sroleinunemploymentreduction.
PerceptionsofFacebookasatoolforjobopportunitiesarelargelypositive,with90%viewingitasaccessible(Table7)andusefulfornetworking(Table8),and90%trustingjobcredibility(Table9).However,only60%recognizeitasajobcreationtool(Table10),and56%seeitasmoreeffectivethantraditionalmedia(Table12).Thisalignswithjobopportunitystudies’85%positiveperception(Table8)butcontrastswithskepticisminmediacomparisonstudies(50%neutral,Table12),suggestingconfidencetemperedbydoubtsaboutbroaderimpact.
Facebook’seffectivenessisevident,with86%applyingforjobs(Table11),87%findingopportunitiesviagroups(Table13),and96%notingfrequentemployerpostings(Table14).Additionally,77%seeadsaseffective(Table18),and86%praisealgorithms(Table20).However,only45%believeitimprovesemploymentrates(Table15),mirroringjobimpactstudies’50%skepticism(Table15).ThissuggestsFacebookexcelsinaccessanddiscoverybutislessconvincingindrivingactualemployment.
Theextentofuseforjobawarenessisnotable,with96%seeingfrequentemployerpostings(Table14),89%notingapreferenceoverotherplatforms(Table17),and67%agreeingit’swidelyusedforawareness(Table16).Yet,only60%useitoccasionally(Table5),andjust19%sayjobseekersfrequentlyrelyonit(Table19),contrastingwithsocialmediaawarenessstudies’80%reliance(Table19).Thisindicatesstrongemployeractivitybutlimitedconsistentreliancebyjobseekers.
Facebookisperceivedpositively(55–90%,Tables6–9)andeffectiveforaccessanddiscovery(77–96%,Tables11–20),withnotableuseforawareness(67–96%,Tables14–17).However,skepticismaboutemploymentoutcomes(55%,Table15)andlowfrequentreliance(19%,Table19)echodigitalliteracystudies’callforskill-building(Table20).InIlorinWestL.G.A.,Facebook’sroleinreducingunemploymentispromisingbutrequiresenhancedtrustandengagementtomaximizeimpact.








CHAPTERFIVE
SUMMARY,CONCLUSION,ANDRECOMMENDATION
5.1.SUMMARY
Thisstudy,titled"AudiencePerceptionofFacebookasaPlatformforReducingUnemploymentAmongYouthinIlorinWestLocalGovernmentArea,KwaraState,"wasstructuredintofivechapterstosystematicallyinvestigatehowFacebookisperceivedandutilizedasatoolforjobopportunities,itseffectivenessincreatingemploymentprospects,andtheextenttowhichitfostersjobawarenessamongresidents.
ChapterOneintroducedtheresearch,emphasizingthetransformationofsocialnetworkingplatformslikeFacebookfromsocialinteractiontoolstoprofessionalresourcesforjobsearchingandrecruitment.IthighlightedthegrowinguseofFacebookforprofessionalnetworkinginNigeria,particularlyinIlorinWestL.G.A.,amidrisingunemploymentrates.Thechapteroutlinedtheresearchproblem,objectives,questions,significance,scope,limitations,andkeyterms,focusingonjobseekersandemployersinIlorinWest.
ChapterTwoprovidedaliteraturereview,establishingaconceptualframeworkthatdefinedFacebook,itshistory,features,anditsevolvingroleinjobcreation.Itexploredtheconceptofjobopportunitiesthrougheconomictheories(e.g.,Becker’sHumanCapitalTheory,Keynesianeconomics,Sen’sCapabilityApproach)anddiscussedunemployment’ssocio-economicimpact.ThestudywasanchoredontheUsesandGratificationsTheory,whichexplainswhyusersengagewithFacebookforjob-relatedpurposes,andsupportedbyempiricalstudiesonsocialmedia’sroleinrecruitment.Thechapteridentifiedaresearchgapinregion-specificstudiesonFacebook’seffectivenessinNigeria.
ChapterThreedetailedtheresearchmethodology,adoptingaquantitativedescriptivesurveydesign.ThepopulationcomprisedresidentsofIlorinWestL.G.A.,withapurposivesampleof100activeFacebookusers.Datawerecollectedviaastructuredquestionnaire,distributedphysicallyandviaGoogleForms,validatedforcontentvaliditybyexperts,andtestedforreliabilityusingthetest-retestmethod.DataanalysiswasconductedusingtheStatisticalPackageforSocialSciences(SPSS)togeneratefrequencydistributionsandpercentages.
ChapterFourpresentedandanalyzeddatafrom100respondents,predominantlyfemale(61%),aged26–35(58%),undergraduates(63%),andstudents(51%).KeyfindingsshowedmoderateFacebookusage,with60%usingitoccasionallyand6%veryfrequently(Table5).PerceptionsofFacebookasajobcreationtoolwerepositive,with90%viewingitasaccessible(Table7),usefulfornetworking(Table8),andcredibleforjobopportunities(Table9),thoughonly60%recognizeditasajobcreationtool(Table10),and56%sawitasmoreeffectivethantraditionalmedia(Table12).Effectivenesswasevident,with86%applyingforjobs(Table11),87%findingopportunitiesviagroups(Table13),96%notingfrequentemployerpostings(Table14),77%affirmingadeffectiveness(Table18),and86%praisingalgorithms(Table20),butonly45%believeditimprovedemploymentrates(Table15).Forjobawareness,96%sawfrequentemployerpostings(Table14),89%notedpreferenceoverotherplatforms(Table17),and67%agreeditwaswidelyused(Table16),thoughonly19%saidjobseekersfrequentlyreliedonit(Table19).Thechaptercomparedfindingswithstudiesonjobopportunities,socialmedia,anddigitalliteracy,notingstrongengagementbutskepticismaboutemploymentoutcomes.
ChapterFivesummarizesthefindings,drawsconclusionsalignedwiththeresearchobjectives,andprovidesrecommendationstoenhanceFacebook’sroleinreducingunemploymentwhileaddressingidentifiedchallenges.
5.2.CONCLUSION
ThisstudyinvestigatedaudienceperceptionsofFacebookasatoolforreducingunemploymentamongyouthinIlorinWestL.G.A.,focusingonitsperception,effectiveness,andextentofuseforjobawareness.ThefindingsconfirmthatFacebookisasignificantplatformforjob-relatedactivities,with90%viewingitasaccessible(Table7),90%trustingitsjobcredibility(Table9),and86–87%activelyengagingwithjobopportunities(Tables11,13).ThesealignwiththeUsesandGratificationsTheory,asusersseekFacebookfornetworking,jobdiscovery,andprofessionaladvancement,andcorroborateempiricalstudies(e.g.,Kwaja,2022;Fatima&Sinha,2020)onsocialmedia’sroleinemployment.
Theperceptionislargelypositive,with90%viewingFacebookgroupsasusefulfornetworking(Table8)andjobopportunitiesascredible(Table9),and55%seeingitaseffectiveforjobadvertisements(Table6).Additionally,60%recognizeitasajobcreationtool(Table10),and56%finditmoreeffectivethantraditionalmedia(Table12).Thesealignwithjobopportunitystudies’85%positiveperception(Table8injobopportunitystudies)butreflectskepticismseeninmediacomparisonstudies(50%neutral,Table12inmediastudies).The30%dissentingonjobcreation(Table10)and44%favoringtraditionalmedia(Table12)suggestsomedoubtaboutFacebook’sbroaderimpact,possiblyduetoconcernsaboutjobqualityorreliability.
Facebookishighlyeffectiveforjobaccessanddiscovery,with90%affirmingaccessibility(Table7),86%applyingforjobs(Table11),87%findingopportunitiesviagroups(Table13),and96%notingfrequentemployerpostings(Table14).Additionally,77%seeadsaseffective(Table18),and86%praisealgorithms(Table20).However,only45%believeitimprovesemploymentrates(Table15),mirroringjobimpactstudies’50%skepticism(Table15injobimpactstudies).ThiscontrastsuggestsFacebookexcelsinfacilitatingaccessbutfaceschallengesintranslatingopportunitiesintoactualemployment,possiblyduetojobmarketconstraintsorcompetition.ThefindingsalignwithKwaja’s(2022)studyonIlorinWest,whichnoted80%jobdiscoverysuccess(Table13inKwaja,2022).
Facebookiswidelyusedforjobawareness,with96%notingfrequentemployerpostings(Table14),89%observingapreferenceoverotherplatforms(Table17),and67%agreeingit’swidelyused(Table16).However,only60%useitoccasionally(Table5),andjust19%sayjobseekersfrequentlyrelyonit(Table19),contrastingwithsocialmediaawarenessstudies’80%reliance(Table19insocialmediastudies).Thisdiscrepancyindicatesrobustemployeractivitybutlimitedconsistentengagementbyjobseekers,possiblyduetorelianceonotherplatformsorlackofawarenessaboutjob-specificfeatures.ThefindingsechoFatima&Sinha’s(2020)observationof70%awarenessusebuthighlightagapinsustainedreliance.
Inconclusion,Facebookisperceivedpositively(55–90%,Tables6–9)andishighlyeffectiveforjobaccessanddiscovery(77–96%,Tables11–20)inIlorinWestL.G.A.,withsignificantuseforjobawareness(67–96%,Tables14–17).However,skepticismaboutemploymentoutcomes(55%,Table15)andlowfrequentreliancebyjobseekers(19%,Table19)suggestlimitationsintranslatingopportunitiesintojobs.Thesefindingsalignwithdigitalliteracystudies’emphasisonskill-building(Table20indigitalliteracystudies)andhighlightFacebook’spotentialtoreduceunemployment,contingentonaddressingbarrierslikejobcredibilityconcernsandenhancinguserengagement.Thestudycontributestounderstandingsocialmedia’sroleinaddressingunemploymentindevelopingregionslikeKwaraState,offeringinsightsforstakeholderstooptimizedigitalrecruitmentstrategies.
5.3.RECOMMENDATION
Basedonthefindings,thefollowingrecommendationsareproposedtoenhanceFacebook’sroleinreducingunemploymentamongyouthinIlorinWestL.G.A.andaddressidentifiedchallenges:
1. LocalinstitutionsandNGOsshouldimplementworkshopstoeducatejobseekersonusingFacebook’sjobfeatures,addressingthelowrelianceonemploymentupdates.
2. Facebookshouldstrengthenverificationprocessesforjobadstoaddresstheskepticismaboutadvertisementeffectivenessandreinforcethetrustinjobcredibility.
3. LocalbusinessesshouldleverageFacebookgroupsandads,buildingontheperceptionoffrequentpostings.
4. CommunitycampaignsshouldraiseawarenessofFacebook’sjobtools.
5. TheKwaraStategovernmentshouldpartnerwithFacebooktocreateregion-specificjobboards,addressingtheskepticismaboutemploymentrateimprovementsandenhancingtheawarenessperception.
6. Facebookshoulddevelopadvancedjob-matchingtools.
7. Futurestudiesshouldusemixedmethods,includinginterviews,toexplorethedissentonjobcreationandskepticismaboutemploymentrates,aligningwithKwaja’s(2022)callforlocalizedstrategies.
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