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CHAPTER ONE
1.1	Background to the study 
The Cyberspace has brought about a socially connected digital society, which resulted from the evolution of the internet, information systems and networks, mobility and receptiveness of the people. Distance barriers have condensed due to the technological development and social media are being presented to connect the public globally. Kane A. et al (2014) cited in Suanda, H. A (2017) avowed that one of the recent most impactful Information Technology (IT) phenomena in history is the emergence and spread of a sub-set of IT referred to as "social media"; the innovation which has impacted a far-flung shift from the traditional ways of communication usually a face-to-face tête-à-tête to a computer-mediated-based especially among the youths.
Social media has become a logical platform for companies to attract potential employees. Accordingly, social media use in employer branding has gained strategic importance. For companies, the social media behavior of present and future employees represents both opportunity and risk, as there is limited understanding of the role of social media in employer branding. Many companies deploy employer branding with social media simply as an extension of their existing brand collaterals to attract and retain talent.
Internet significantly influences how business is led on the planet today, and enlisting and employing forms are being cleared along in this current trend. Characterized as virtual systems and networks that empower people to make, trade and disperse data and thoughts, social media has turned into an inescapable element of the contemporary business relationship, on a very basic level adjusting the achieve, speed and permanency of business related direct and desires.
In the meantime, pressures around the elements of social media inside the limits of the business relationship are progressively clear, with discussions about what is viewed as suitable, regularizing or real being happened in the media, work councils and courts. The lawful setting of social media has been the principle center for scholarly talk, while clarifications of the basic causes and measurements of online networking pressures have gotten less consideration, particularly from a work and business viewpoint. The reason for utilizing social media contemporarily is huge as it bargains with social affair data about the activity through a reasonable way.
Social media gives the chance to investigate the world to upgrade dynamic reasoning of individuals. Social media expands the limit of the person to look at thing appropriately for what it's worth as a result of precise data about a subject. The expanding utilization of social media guarantees that those individuals are no longer anxious to discuss regarding a topic that has no data. The utilization of social media is huge to and it enables individuals to get an opportunity to look at things effectively. Social media is the gathering of internet-based application that enables the general population to trade their subject.
Utilization of social media networking in the pursuit of employment is exceptionally viable as it enables the activity searcher to assemble data inside a brief span. Furthermore, the mix of social media and the web opens a window to investigate matters or issues within a short span of time. In addition, graduates utilize different types of social network sites to search for employment opportunity. Studies have been reported on the usage of social media as medium of job seeking. The work done by McDonald and Thompson analyzed the usage of social media for employment searching and stated that individuals are utilizing social media to choose their work and it gives the extension to gather data regarding the job opening.
McDonald et al. (2017) work reported that currently human resource management are also profiling individual for job opening through the social media to analyze the suitability of a candidate for the said job. Suvankulov et al. inspected the effect of pursuit of employment on the web and found that utilization of the web in quest for new employment have risen pointedly over the world, and improved the channels of correspondence among bosses and employment searchers.
Chiang and Suen (2018)  analyzed how a employment searcher self-introduction influences scout's employing suggestions in online platforms and found that spotters make derivations about occupation searchers' suitability to the work nature and its organization. Melanthiou et al. (2021) analyzed if organizations utilize internet based life amid their enrollment procedures to draw in and screen candidates and found that key usage of accessible data about potential applicants may essentially help the enlistment of workers. In addition, Sander et al. (2104) analyzed the utilization of social media site's profile to show individual to potential bosses and found that numerous client picked this strategy to look for employment because of its huge profundity.
Chang et al. (2016) investigated the helpfulness of social media network for the pursuit of employment and profession development and found that when used competently, social media network could convey the pursuit of employment to a new level. In addition, it very well may be expressed that it is worth for the individual to use web-based social networking for job seeking. Furthermore, the social media network does give the employment searchers to connect with their associates and subsequently grow their expert network at a huge dimension and actuating for profession openings.
Studies also show that social networking platforms is a widely used tool in job seeking, although very few mentions why social networking platforms are so valuable for job seekers. From previous literatures it has clearly shown a big gap of this new phenomenon when it comes to job seeking from a job seekers perspective. Nikolaou (2014) states in his research that the actual usefulness of social networking platforms among job searchers needs to be demonstrated further. He discusses that further research of job seeking methods by using social networking platforms needs to be investigated (Nikolaou 2014).
Many more researchers are taking an organization's perspective about recruiting and show the benefits for organizations of using social media. Just as there are many benefits for organizations to use social media, it is equally important to know what the benefits for job seekers are to be active on social networking platforms. Since it currently exist very few studies of this new phenomenon when searching for jobs, but still many researchers have mentioned the importance of it, furthermore studies of this area needs to be conducted to fill this need. Thus, this work for the most part extends on the viability of LinkedIn, alongside the issues looked by the job searchers on a customary note. This work tends to inquiry on sharing and adoption of job opportunity information on social media among Kwaran youths. 
1.2	Statement of the problem
Social media serve as a significant distraction for academic performance of youth, but nowadays youth tends to use social media for cyber crime most especially Facebook. Facebook however is the most popular social media site for cyber crime and it was specifically design for people and is the most popular social media site.
Studies states that social networking sites is a widely used tool for job seeking (Lin & Lu 2011) and that one of the major reasons to join social networking sites is to search for job opportunities (Stopfer & Gosling 2013). What studies of job seeking focus mainly on is networking and maintaining your personal network, what social networking platforms are used for and how these platforms improve networking. Previous researches also focus a lot on how job seekers should use social networking platforms to be successful (Nikolaou 2014; Utz 2015; Utz & Muscanell 2015). Based on the previous research it is apparent that there is a new popular method for job seeking, using social media as a helping tool. Just like the Internet changed the older methods of job seeking, social media is bringing new change to the labor market and job seeking methods; similar to what the introduction of the Internet did in the 1990s.
Previous studies also show that when new technological innovations are introduced, there is a change in the social world that people adapt to. In order to adapt to these changes of our social world, people need to be knowledgeable about them in the most effective way. Research in job seeking through social media is not non-existent. However, many researchers’ focus is solely on networking and how social networking platforms improve how we network, or how we should use social networking platforms (Stopfer & Gosling 2013).
Do job seekers actually gain something from using social networking platforms when searching for new employment possibilities? There is no surprise that social networking sites help people with managing and networking with people. It is important to learn why social networking platforms has grown to become so popular in today’s society and if there are any benefits as researchers have mentioned and what benefits the job seekers themselves see of using this new information technology.
1.3	Objectives of the study
The specific objectives for the realization of the broad objective are itemized as follows:
· To know job opportunity information sharing and adoption on social media among Kwaran youths
· To know if Ilorin youths utilize job opportunity information on social media 
· To know the effect of job opportunity information on social media among  Ilorin youths
· To know Ilorin youths perception on social media job opportunity information
1.4 Research questions
1. To know job opportunity information sharing and adoption on social media among Kwaran youths
2. To know if Ilorin youths utilize job opportunity information on social media 
3. To know the effect of job opportunity information on social media among  Ilorin youths
4. To know Ilorin youths perception on social media job opportunity information
1.5	Significance of the study
	The research is significance because of the new dimension of social media usage in all aspect of life including politics. The purpose of this study is to create a better understanding of Kwaran youths perceived benefits of using social networking platforms for job opportunity seeking. As discussed in the problem, there is a need of further studies within this specific topic. Previous researches have mentioned the importance of how social networking sites has transformed the labor market into a more effective and global informational society.
	Since there already exist many conducted studies of social networking platform from an organization's perspective and its usefulness to the labor market, the perspective of job seekers when using social networking platforms needs to be investigated.
1.6	Scope of the study
This scope of study is on sharing and adoption of job opportunity information on social media among Kwaran youths. The public will gain from the study as opinion will be used to shape the event of things happening in social media. The results of this study will also help social media handler to formulate policy and guideline for job seekers.
1.7	Definition of key terms
	In other to understand some words use in this research work some key words are to be defined:
· Social media: Social media are computer-mediated technologies that facilitate the creation and sharing of information, ideas, career interests and other forms of expression via virtual communities and networks.
· Information sharing: Sharing information refers to the act of exchanging relevant information between team members, departments, or even organizations.
· Information Adoption: Adoption information is readily available online, but not all of it is trustworthy. 
· Job seeker: Job seeker refers to an individual who is actively looking for an employment opportunity/job and has submitted an application to the employer.
· Job Information: is a written explanation that outlines the essential responsibilities and requirements for a vacant position
· Kwara youths: are hardworking individuals who struggle to be resourceful despite the lack of jobs and unfair treatment in society.


CHAPTER TWO
LITERATURE REVIEW
2.0	Introduction
In the course of gathering materials for this review, the researcher made extensive use of libraries, archives, media institutions and other relevant sources of secondary data. This chapter focused on the concept of perception, its measurement, and relationship with image, empirical studies and lastly the theoretical framework.
2.1	Conceptual Framework
2.1.1	Concept of social media
Social media are computer-mediated technologies that facilitate the creation and sharing of information, ideas, career interests and other forms of expression via virtual communities and networks. The variety of stand-alone and built-in social media services currently available introduces challenges of definition; however, there are some common features:
1. Social media are interactive Web 2.0Internet-based applications.
2. User-generated content, such as text posts or comments, digital photos or videos, and data generated through all online interactions, is the lifeblood of social media.
3. Users create service-specific profiles for the website or app that are designed and maintained by the social media organization.
4. Social media facilitate the development of online social networks by connecting a user's profile with those of other individuals or groups.
2.1.2	Overview of Social Media 
Since the past few years, technology has taken over and has carried out some major changes globally. Distance barriers have condensed due to the technological development and new mediums are being presented to connect the public globally. Almost two-third of the internet users visits social networking websites such as Facebook, Myspace, and LinkedIn etc. on hourly or daily basis, thus helping as a communication and linking tool. 
The word social means interacting or engaging with people whereas the word media means medium or instrument (e.g. Internet etc.). Anjali V. (2018) defined social media as a computer-based technology that facilitates the interchange of ideas, views, and information via the establishment of virtual networks and communities. Some of the frequently used social networking websites are Facebook, Twitter, Instagram, snapchat, and Pinterest. These websites enable the users to share their pictures, ideas, plan events and to communicate with their loved ones immediately irrespective of their geographical boundaries. 
Today, Social media has become the most effective communication means in the whole world in a short time because of its sharing networks’ ability and power to keep masses posted, entertained and impressed. This interest in social media caused many digital agencies to be born, in the meantime attracting the attention of the traditional media (Searson, Hancock, Soheil, & Shepherd, 2015). The reason of the positive image of social media on societies is buried in the characteristics of social media. 
Social media characteristics are listed below (Odyakmaz, 2013):
Interactivity: Virtual communication environments such as MSN, Facebook, Twitter, and MySpace are interactive environments. While in traditional media, communication is one-way, and messages are produced by a specific source according to specific rules; in social media,  communication is both ways. Individuals are both producers and consumers in all stages of communication. 
Instantaneity: Transferring the messages which can be accomplished by traditional media in an instant manner, is the main feature of the communication through the Internet. Not pursuing a commercial profit goal: It’s implied that individuals using the media for communication purposes do not pursue a commercial goal.
Serving to individuals and masses: Whereas traditional media aims at masses, and it is a one-way communication; social media aims at communicating with both masses and individuals.
No requirement for professionalism: While production and transfer of messages requires professionalism in traditional media, it is enough to be a computer user for these purposes in social media.
Not giving importance to hierarchic relationships or classlessness: In social media, a sincere communication exists where hierarchical relationships can be ignored. However, this is applicable when identities are hidden. When identities are visible, it is not possible to call someone who is in an upper-class hierarchical level in society, “you”. Social media is an environment where people from all classes in a society can get together and talk, without paying attention to education, job, gender, income criteria.
Being beyond space and time: Especially after the improvements in mobile communication technologies, time and place of communication through social media has become unimportant. Everyone, everywhere, whenever they want (as long as they are in coverage zone), can send and receive messages. 
Changeability of messages: In traditional media, it is not possible to undo or change a message which has been sent. However, in social media environment, messages which have been sent can be undone, edited, changed.
Scholars have avowed that the vulnerability in the control of social networking sites has made social media the chief purveyor of fake-news. According to Odyakmaz, (2013) cited in Searson, Hancock, Soheil, & Shepherd, (2015), the aforesaid characteristics heighten the furrow of susceptible information, ideology and notions on social media.
2.1.3	Concept of Job seekers
Job seekers can be categorized into different job seeking stages. Unemployed individuals can be job seekers that are: new labor market entrance individuals, comeback unemployed or unemployed individuals. Other than unemployed job seekers, there are also job seekers that are already employed. These job seekers are usually referred to as job-to-job movers (Weber & Mahringer 2008). Weber and Mahringer (2008) mention the differences of the job seeking stages individuals belong to.
New labor market entrances are those individuals that never have entered the labor market before. These job seekers are usually younger individuals that have recently graduated from school and are therefore searching for a job and are ready to enter the labor market for the first time. Narendranathan and Nickel (1985) stated in their research that young individuals are usually more attractive for employers and they get more job offers than older workers usually do. Recently graduated students with higher qualifications are more attractive on the labor market, since companies are continuously searching for potential talents to become their next candidate (Capelli & Hamori 2014).
Comeback unemployed are individuals who have been on the labor market before and have returned from a temporarily leave, an example of this could be mothers who have been home for nursing care, or individuals that have been taking a rest from the labor market for a little while. Then there are the unemployed individuals that have not been in the labor market for many years (Weber & Mahringer 2008). Narendranathan & Nickel (1985) argue that unemployed individuals who have not been at the labor market for a while, usually do not choose their jobs depending on what type of job it is, but are more concerned with the wage instead. Some older workers that are entering the labor market again are pickier when it comes to employment (Narendranathan & Nickel 1985).
Older workers usually have more problems finding different types of jobs from what they have been working with before, and this could be quite difficult for them to manage. Therefore, older workers often choose new jobs that are similar to the type of jobs they have been working with previously (Narendranathan & Nickel 1985). The last category of job seekers Weber and Mahringer (2008) discuss is the job-to-job movers. These individuals are already on the labor market as employees. According to Nicholson, West and Cawsey (1985) not many employees are willing to change or search for new jobs, since the chances of getting recruited for something better are usually very small. Other studies have shown the opposite of previous statement; studies have examined employee’s job searching behavior being more active than unemployed job seekers (Capelli & Harmoni 2014).
This could be because of the attractiveness of other job options; jobs that employed individuals could see as more challenging and new opportunities on the labor market than their current jobs (Weber & Mahringer 2008). Thus, job-to-job movers are usually pickier than unemployed individuals when deciding on what type of work they would consider to take (Capelli & Harmoni 2014). Most researchers have proven that, among employed individuals, there are several reasons for looking for new jobs, mostly because they want to explore new opportunities, challenges, satisfaction and broader the job experience (Weber & Mahringer 2008). But it could also be the uncertainty about the future outcomes, wage and poor job environment that makes employed job seekers searching for other jobs opportunities (Capelli & Harmoni 2014).
Kuhn and Skuterud (2004) examine the differences of job seekers behavior and discuss that it depends on if they are an active job seeker or a passive job seeker. Passive job seekers are usually job-to-job movers that are not actively searching for a new job, but are open-minded and active on the labor market if new job opportunities are about to come. An active job seeker is when the individual is constantly and actively searching for a job offer (Kuhn & Skuterud 2004).
According to Boswell, Zimmerman and Swider (2011) most job seekers would agree that the job seeking process could be long and time-consuming, since it entails gathering information about potential jobs and it usually requires a lot of intensity and effort. Depending on what choice of method a job seeker is using, the outcome of the job seeking process will give different pools of employment (Boswell, Zimmerman & Swider 2011). It can vary in costs and effectiveness and also depend on what kind of job seeker it is and what kind of job they are searching for (Weber & Mahringer 2008).
2.1.4	Traditional job seeking
	There are many different types of job seeking methods that can be used when searching for jobs (Kuhn & Skuterud 2000). The most common and effective methods that have been identified from other researchers are; networking and personal contacts, headhunters and professional recruiters, college placement services, newspaper advertisement, contacting employers directly, trade publications and associations, career fairs, Internet search engines and websites, place/answering ads or using other active search methods (Feldman & Klaas 2002). These traditional job searching methods have been effective before and after the revolution of the Internet (Kuhn & Skuterud 2000; Feldman & Klaas 2002).
2.1.5	Internet on job seeking
The revolution of the Internet has transformed the labor market in many different ways, such as open up the labor market and becoming more globalized, and the use of the Internet has been growing continuously (Feldman & Klaas 2002). Companies today are exploiting the use of Internet to reach out to a bigger audience with job advertisement (Montuschi et al. 2014), and because of this the chances for job seekers of getting recruited is no longer as easy as it was decades ago (Kuhn & Skuterud 2000). Job seekers can easier find companies and search for job offers in a wider geographical area with the use of Internet, such as region-wide, nation-wide or globally (Laabs 1998). But the challenge of getting recruited is also more difficult to overcome because of high competition among all job seekers that are using the Internet (Feldman & Klaas 2002).
According to Feldman and Klaas (2002) even companies are out on the Internet searching for potential and interested candidates that could fit their company. Kuhn and Skuterud (2000) discuss how new technology is altering the way organizations are recruiting job applicants and how job seekers are searching for jobs in the labor market today. Many more companies are using the Internet to improve their recruitment process, this to be visible for their future talented employees (Jobvite 2015). Regardless of which type of method job seekers are using when job searching, every recruiter screen their candidates, which is done through job applications and their personal resumes (Waldman 2013).
Waldman (2013) explains how the traditional paper version of the resume has been a vital part of the job searching process in the past. But according to Gunner (2000) the traditional paper version of resume is no longer enough to entice the employer since the Internet has opened up the labor market globally. The competition between job seekers is therefore more challenging, and recruiters probably collect more resumes than expected (Gunner 2000). Thus, many of the traditional paper resumes have been replaced by the electronic or online resumes, as it is easier for employers to save all resumes virtually rather than physically. When collecting resumes in the same database, recruiters can more easily search for keywords to match qualifications of the candidate to specific job requirements (Gunner 2000).
Many of the traditional methods have been supplemented by the Internet, and have because of the Internet been more effective for most job seekers (Feldman & Klaas 2002; Kuhn & Mansour 2014). Regardless of where job seekers find job offers, e.g. at career fairs, headhunters or from newspaper advertisements and more, the Internet gives job searchers the opportunity to send out online or electronic resume instead of sending traditional paper letters (Feldman & Klaas 2002). It is more effective for the job seeker, since they can apply for more job offers over the Internet and it is effective for recruiters to screen all potential candidates over the Internet (Kuhn & Mansour 2014). The number of job seekers through the Internet has according to Kuhn and Mansour (2014) increased since the Internet came around the labor market, and because of the improvements of this new technology, there are many more job sites to network on, and more job offerings from recruiters worldwide.
2.1.6	Social media tools and job search
More than half of jobseekers in the Nigeria nowadays are using social media tools during job search (Adecco, 2014). Indeed, information seeking on businesses and to self-educate are two of the most common self-reported reasons why users adopt social media tools (Whiting and Williams, 2013). However, there is a general lack of academic research pertaining to information seeking during job search which could elucidate these findings. For example, health studies shows that users of social networking sites are only inclined to seek information for minor ailments and general lifestyle advice on platforms such as Facebook, due to concerns about their contacts’ lack of medical knowledge (Zhang, 2012).
This perceived veracity of an online community’s lead users and their contributions has a significant impact on behavioural intentions to use specific platforms (Koch, Toker, and Brulez, 2011). These perceptions could also be crucial in determining the extent to which young jobseekers use social media tools during job search. This could particularly be the case for younger jobseekers, who tend to favour Facebook over LinkedIn in their search for information relating to employment, and therefore could be relying more on their personal networks for advice (Nikolaou, 2014).
The focus of research pertaining to social media adoption has often centred on the personality traits of users. The aggregate of the findings from these studies suggests a broader range of personality types engage in online social networking than is the case with offline networking. Based on this evidence, it is a reasonable supposition that social media tools could provide a crucial outlet for young jobseekers looking for information, and particularly those who are disinclined to engage in networking offline. However, further research is required to determine the how young people engage with social media tools during job search, and for what purpose. It is for this purpose that Wilson’s (1997) general model of information behaviour is proposed as a framework.
2.1.7	Contacts and networking on job seeking
In any kind of job search, whether if it is a low quality job or if it is a professional position, several studies have stated that the most effective way of being recruited is through personal contacts and networking (Blau & Robins 1990; Holzer 1988; Waldman 2013). Contacting friends, relatives or networking with friend’s friends is usually the easiest and most successful of finding a job. Many researchers have concluded that networking has always been considered as one of the most effective job seeking tools (Blau & Robins 1990; Holzer 1988; Van Hoye, Van Hooft & Lievens 2009).
Networking is when an individual uses its contacts, friends, acquaintances and other people of whom the job seeker has been referred to, for the main purpose of getting information, recommendations or advice on getting a job (Wanberg, Kanfer & Banas 2000). Waldman (2013) discusses the importance of using the power of networking whether if it is on- or offline. It is important to take advantage of your connection’s connections, since opportunities often come from one’s second, third or even more far-connections (Waldman 2013). Feldman and Klaas (2002) also stated in their research of job hunting through the Internet that the most effective way a job seeker will get a job is through networking and personal contacts.
2.1.8	Job search engines
Job search engines, job boards and websites have been around for almost 20 years and have been widely used by job seekers to find jobs. They offer an extensive database of job openings, and job seekers can upload their resumes and apply for jobs through the job search websites (Dineen & Soltis 2010). A job search website has a lot of advantages for job seekers, such as free access to a wide selection of available job openings (Dineen & Soltis 2010). For companies looking to hire new personnel, job search engines and websites offers access to all job seeking applicants’ resumes, making the process of finding someone to recruit significantly shorter than before (Lin 2010).
Job search engines gather many available job openings in the same database, thus connecting job seekers and employers in one place (Lin 2010). In Lin’s (2010) research the results showed that job seekers intentions in using job search websites is mainly based on perceived ease of use and perceived usefulness of the website. This means that job seekers are keener on using job search websites that are easy to navigate, provides a good selection of job offers and has a user-friendly web design (Lin 2010). What Nikolaou (2014) found in his study is that job seekers nowadays still tend to use these search engines and websites when job seeking. The reason for this is because of their proven effectiveness and because the jobs search websites are more well-established than many social networking platforms (Nikolaou 2014).
Nikolaou (2014) also discusses how we might in the future see a combination of traditional job search engines and social networking platforms. Jattuso and Sinar (2003) argue that these kinds of websites and search engines are designed for the general population, and therefore attract mainly lower quality applicants that are not interested in applying for jobs in higher positions as they lack the skills, education and experience for such positions. Feldman and Klaas (2002) made their research of applicant experiences with online recruiting. They have in their research conducted a survey of job seekers own experiences when it comes to the most effective strategy used when searching for a job.
2.1.9	Information society on job seeking
Information is extremely central in our everyday life nowadays. Many scholars think that information is the core of today’s modern age, and it is therefore said that we are living in an information society (Webster 2014). The term ‘information society’ can be retraced back to the 1960s in Japan, but the exact origin is still unclear (Duff, Craig & McNeill 1996). One leading explanation to why the modern age can be referred to as an information age is simply because there is a whole lot more information accessible for everyone everywhere today, than there was in the past (Webster 2014). According to Webster (2014) there are five different definitions of how to identify an information society; and one of them is technological.
Technological conceptions are often used as measures to signal whether a country is entering into an information society or not (Webster 2014). Webster (2014) further explains the technological as new innovations that have had such an impact on the social world that a change is inevitable. There are particular technologies that have brought such change in the past, some of the new technologies being superior to their predecessors while others are breakthrough technologies that have changed our way of life (Webster 2014). Examples of such technologies are the cable and satellite television, personal computer, the World Wide Web and smartphones, among many others (Webster 2014).
There are three distinguished periods where new technologies have been confirmed to have made such an impact that they brought social change. During the first phase in the 1970s – 1980s the big technological innovation was the microchip (Webster 2014). From the mid-1990s and forward which was the second phase, the big breakthrough here was the information and communications technologies (ICT). With the fast evolution of the Internet and access to computer communications (online information change, e-mails etc.) there was much speculation about a change in the social order (Webster 2014).
Webster (2014) states the third and current phase, in which we are living in right now, began in 2005 with social media at the center of the attention. A lot of attention was also focused on new technological innovations such as the smartphones, combined with social media sites such as Facebook and Twitter, making information more accessible than ever before (Webster 2014). Interactivity, transparency and flexibility are three important keywords when talking about these trends with social media, and how it has brought about a huge change in the social world (Webster 2014).
2.1.10	Social Networking platforms on job seeking: An Overview
Social networking platforms, which is a kind of social media, can be defined as online platforms where individuals are allowed to create their own personal public profiles and make lists of other users of the same site that they share a connection with. Nowadays social networking sites have attracted millions of users who use these sites in their daily lives (Boyd & Ellison 2007).
It is no surprise that social networking platforms have grown to become the most visited websites on the Internet (Nikolaou 2014). So why do people choose to use social networking platforms? There are a number of different reasons for using social networking platforms, as stated in Lin & Lu’s (2011) study; enjoyment is an important factor of joining a social networking platform such as Facebook. Other common reasons are how easy the site is to use, and how useful it is for the individual (Lin 2010). For more professionally oriented platforms such as LinkedIn, usefulness and ease of use is especially important (Nikolaou 2014).
In recent years, social networking platforms have become a widely used online tool where people can manage and develop their personal networks. Social networking platforms are now part of most people’s everyday life, and has grew exponentially to become one of the most important and frequently used social media types (Nikolaou 2014; Lin & Lu 2011). Social networking platforms are providing new methods of communication, and social networking platforms are currently the fastest growing personal networking tool in the world (Lin & Lu 2011). Social networking platforms, such as LinkedIn and Facebook, open up new and easier ways for people to manage and also to extend their social networks (Utz 2015). With the increased usage of social networking platforms, individuals are changing the structure and the content of their social networks (Utz 2015).
Research shows that it is more common to increase the bond with weak ties through social networking platforms, than with strong ties (Ellison, Steinfield & Lampe 2007). Weak ties are generally acquaintances that you do not know that well, like former colleagues or people you have only met a few times (Steinfield, Ellison & Lampe 2008). In traditional social capital research weak ties often provides more nonredundant information than strong ties do. Strong ties are people that are personally close to you, like family or close friends, and strong ties instead provide emotional support rather than information (Burt 1992; Granovetter 1973).
Utz (2015) studied the information benefits generated from social media networks, which showed that Facebook networks provided lower information benefits, where only strong ties were of importance. LinkedIn on the other hand showed the highest level of information benefits, and that both strong and weak ties increased the information benefits (Utz 2015). Granovetter (1973) discusses strong and weak ties, and also introduces a third tie called absent ties. Absent ties are people who we know who they are but we do not really know them. According to Granovetter (1973) absent ties are of no use in a social network. With social networking platforms it has become possible that absent ties are no longer useless; many users of social networking platforms connect with strangers nowadays (Granovetter 1973).
Latent ties is a newer definition, which are ties that are possible to make but are not yet activated (Haythornwaite 2005). Adding people you do not know in an online network opens up for possibilities in the future to connect as a stronger tie than before (Haythornthwaite 2005). How job seekers network nowadays has changed by how job seekers use social networking platforms for personal networking, and according to Nikolaou (2014) networking online should be considered as an active job seeking behavior. Having all of the connections gathered in a social networking platform makes it more effective and easier to manage and maintain the connections (Utz & Muscanell 2015).
Networking can be done both between job seekers, but also with other professionals and companies that are of interest and present on the networking platform (Nikolaou 2014; Utz & Muscanell 2015). The popularity of social networking sites for job seekers and recruiters alike is increasing (Nikolaou 2014). One of the main reasons people are joining social networking sites today, especially professionally oriented ones, are for job seeking and networking purposes (Nikolaou 2014). Recently, professional and personal networking through the use of social networking platforms has become one of the most widely used ways for people to look for job opportunities (Stopfer & Gosling 2013).
It exists different types of social networking platforms, such as Facebook which is more for personal usage where your connections mainly consist of friends and relatives (Dijck 2013; Nikolaou 2014). Facebook is a social networking site that exceeds all geographical borders as the site is available to all Internet users. Users of the Facebook networking site can therefore connect with other users from all over the world (Nikolaou 2014). Facebook is used as a personal forum where users can post information and share it with their friends and other users of Facebook (Facebook 2016). Friends on Facebook may also tag each other and link each other in photographs and posts, and users can also like and follow companies and public persons that posts on the site (Facebook 2016). Facebook users may change their setting to decide who can see what they post; for everyone, only friends and friend’s friends, or a more specific group of people (Facebook 2016).
2.1.11	Networking behaviour in information behaviour research
A few information behaviour studies deal with networking behaviour explicitly. For example, networking has emerged as a key information seeking behaviour through qualitative studies of certain occupational or demographic groups. Academics, for example, report networking behaviour to be an integral part of their information seeking and sharing pursuits (Foster and Ford, 2003; Meho and Tibbo, 2003). Studies by Huvila (2011) and Wellstead (2011) also report networking behaviour via qualitative analysis. In these studies, the potential barriers people face to effective networking are uncovered. These include a disinclination by males to ask for advice to avoid appearing weak (Wellstead, 2011), and young people having to turn to non-network sources because their immediate network is unable or unwilling to answer their queries (Huvila, 2011). The latter example could be indicative of low levels of social capital contained within a social network.
Another theme of research in information science which is related to, but does not explicitly reference, networking behaviour is that of finding information in serendipitous circumstances. Ruben, Burkell and Quan Haase (2011) for example, found that the opportunistic sourcing of information often happens when individuals are in the company of, or come across, other individuals who have informational resources sought in another context. These exchanges happen in offline and online environments, with both strangers and acquaintances. A recurring theme in several of the cases cited in the paper was that all the information seekers had a ‘prepared mind’, so even though they found the information whilst engaged in an activity which was not related to their information seeking goal, they were in a frame of mind which allowed them to notice the opportunity.
A review of serendipity literature by Agarwal (2015) reached a similar conclusion. Here it was concluded that these chance encounters are particularly beneficial to individuals who are in a state of alertness about their information seeking goals, whilst not necessarily taking part in purposive information seeking behaviour. It is possible that alert jobseekers could take advantage of opportunistic information acquisition in similar circumstances. This is particularly so given that social media tools create a digital environment which can facilitate serendipity in information seeking (McCay-Peet, Toms, and Kelloway, 2015).
The qualitative approaches used in the bulk of these studies could be applied to the concept of networking during job search to gain a richer understanding of networking as a theoretical construct. Also, whilst they draw attention largely to offline networking behaviour, the studies conducted by Foster and Ford (2003) and Meho and Tibbo (2003) indicate that digital technologies can be crucial in facilitating and extending opportunities to network during information seeking. Given the proliferation of social media tools over the past decade, it would be beneficial to understand what role these have in the networking behaviour of young jobseekers.


2.1.12	Professional networking platforms on job seeking
There are also more specifically professionally oriented platforms that focus more on professional life and career, rather than personal life, such as LinkedIn (Dijck 2013; Nikolaou 2014). LinkedIn is a professional networking site with over 400 million users worldwide. The purpose of this social networking platform is for users to make professionals contacts and to find and follow relevant companies and also to find job openings (LinkedIn 2016c). The user profile on LinkedIn is public, but the user may change the privacy setting to decide what information is shown to other users and to companies.
LinkedIn also offers premium-services, which are mainly by companies to when recruiting talents for jobs (LinkedIn 2016c). Professionally oriented networking platforms differs in ways from more socially oriented ones, as focus is only on your professional profile and is used almost exclusively for business purposes and not about what is going on in your personal life (Citrome 2015; Osborn & Lofrisco 2012). LinkedIn is different from Facebook in a way that it is for business purposes, connecting to people in similar ways, which is similar to the more traditional business card exchange (Jencius & Rainey 2009).
What has also been identified is that with the use of professionally oriented networking platforms, professionals and job seekers alike can use these sites to advance one’s career and also use it to help as a tool in the job seeking process (Kasprzak 2012; Utz 2015). Nikolaou (2014) also found in his research that most job seekers consider professionally oriented social networks, such as LinkedIn as more effective in the job seeking process than purely social oriented social network as Facebook. An individual's network may look different depending on which social platform the user is using actively (Dijick 2013).
LinkedIn is a business network that is focused on a professional networking where almost no non-professional usage exists at all (Nikolaou 2014). A network on a professional networking platform usually consists of connections of business contacts, colleagues, employers and important people in different fields of work (Papacharissi 2009). Research also shows that people generally tend to connect more to weak ties in their professional network rather than in their social networks, such as on Facebook (Utz & Muscanell 2014). Facebook consist more of personal information such as favorite music, pictures of friends and family and other personal interests. And different from a professional network, a purely social network generally consists of friends and family rather than business contacts (Ellison et al. 2007).
2.2	Theoretical Framework
2.2.1	Uses and Gratifications Theory (UGT)
Uses and Gratifications Theory (UGT) was propounded by Elihu Katz and Jay Blumler, in 1974, the theory is an approach to understanding why and how people actively seek out specific media to satisfy specific needs. The driving question of UGT is: Why do people use media and what do they use them for? UGT discusses how users deliberately choose media that will satisfy given needs and allow one to enhance knowledge, relaxation, social interactions/companionship, diversion, or escape. It assumes that audience members are not passive consumers of media. Rather, the audience has power over their media consumption and assumes an active role in interpreting and integrating media into their own lives. Unlike other theoretical perspectives, UGT holds that audiences are responsible for choosing media to meet their desires and needs to achieve gratification. This theory would then imply that the media compete against other information sources for viewers' gratification.
Assumptions of the Theory: 
· The audience is active and its media use is goal oriented
· The initiative in linking need gratification to a specific medium choice rests with the audience member
· The media compete with other resources for need satisfaction
· People have enough self-awareness of their media use, interests, and motives to be able to provide researchers with an accurate picture of that use.
· Value judgments of media content can only be assessed by the audience.
The Uses and Gratifications Theory (UGT) is highly relevant to understanding how people share and adopt job opportunity information on social media. UGT posits that individuals actively seek out and use media to satisfy specific needs or desires, rather than passively consuming content.
1. Understanding Motivations for Sharing Job Opportunities
Information Seeking and Sharing: Users share job opportunities to fulfill their need for information dissemination, especially if they believe the information is valuable to their network.
Altruism: Sharing job openings may satisfy the social need of helping others, improving their reputation as someone supportive or well-connected.
Social Capital: Posting job-related content can enhance professional credibility or expand social capital within professional networks.
2. Motivations for Adopting Job Information:
Personal Advancement: Individuals adopt job information to meet their need for career growth and economic stability.
Convenience: Social media provides easy access to job opportunities, fulfilling the need for efficiency in job searches.
Social Influence: Seeing job information shared by trusted connections increases its credibility, fulfilling the need for reliable information sources.
3. Role of Social Media Features
Customization: Algorithms tailor job-related posts to match users' interests, fulfilling their need for relevant content.
Engagement Tools: Likes, shares, and comments allow users to interact with job information, reinforcing their sense of community and participation.
Networks: Platforms like LinkedIn are explicitly designed for professional networking, where users actively seek and share career-related content.
4. Practical Implications
For Employers: Understanding UGT helps employers craft job posts that resonate with users’ needs, such as providing clear, engaging, and personalized content.
	The Uses and Gratifications Theory provides a robust framework to analyze why and how people share and adopt job opportunities on social media. It highlights the active role of users in engaging with content to meet their social, informational, and professional needs, shaping the dynamics of online job markets.
2.3	Review of related studies
	Use of social media for job seeker by Amani Jamalaldeen (202). Internet significantly influences how business is led on the planet today, and enlisting and employing forms are being cleared along in this current trend. Characterized as virtual systems and networks that empower people to make, trade and disperse data and thoughts, social media has turned into an inescapable element of the contemporary business relationship, on a very basic level adjusting the achieve, speed and permanency of business related direct and desires. With the current technological advancement, the utilization of social media network has evolved from basic posting platform to a medium of job seeking. This study has evaluated the effectiveness of LinkedIn for the job seekers and analyzed the issues faced by the job seekers in using the social media network. This study was done based on descriptive research design. Questionnaire was utilized to collect the survey data. This work was accustomed to 103 respondents selected for the fact that the respondents were the job seekers, who were regularly engaged to various social sites. The outcome of this work showed that 83.5% of the respondents have agreed that LinkedIn has helped in searching the job in quick manner. In addition 80.6% agree that productivity of job search has increased over time and overall social media proved to be useful in job search. Furthermore, respondents stated that compatibility of LinkedIn and sharing information online as a concern of issue faced while job seeking.
	Social Media Usage Behavior in Job Search: Implications for Corporate Image and Employer Branding (2022).  Social media has become a logical platform for companies to attract potential employees. Accordingly, social media use in employer branding has gained strategic importance. For companies, the social media behavior of present and future employees represents both opportunity and risk, as there is limited understanding of the role of social media in employer branding. Many companies deploy employer branding with social media simply as an extension of their existing brand collaterals to attract and retain talent. This study examines social media usage behavior in job search context from the perspective of job seekers to study its implications on employer branding and corporate image. Three exogenous constructs; Information Provisioning, Perceived Image and Perceived Trendiness, were thus examined using the Technology Acceptance Model (TAM) as a theoretical framework. The results indicate a good model fit and statistical significance of specific job search behaviors with implications to employer branding.
	Social media recruitment from employers perspective by Hari G Krishna (2016). Current challenges and changes in technology and the role of the internet open up new vistas for companies to communicate and work. The fact that Social Networking Sites entered the business landscape, and in particular, the recruitment landscape leads to a demand for knowledge about recruitment trends regarding Social Networking Sites. To detect the extent to which the use of Social Networking Sites leads to effective recruitment, a research model was established in order to find relationships between the qualities of Social Networking Sites and effective recruitment. The chosen qualities of sites were information quality, popularity, networking scope, ease of navigation and security/privacy. Effective recruitment is characterized by the diversity of applicants, the quality of applicants/applications, the costs, the time and the target group orientation.
	This study focuses on social media entrepreneurship and youth unemployment reductions in Nigeria. It aims to analyze the impacts of social media content creation on youth engagement, to examine the impact of social media marketing on job creation and to find out factors affecting social media entrepreneurship in Nigeria. The study was domiciled in Rivers State and the population of the study comprises 2,796,276 Rivers State youths. A sample size of 400 youths was drawn using Taro Yameni formula. The study adopts descriptive sample survey method and the data generated through questionnaire items was analyzed using SPSS statistical tools. The results revealed that social media content creation has provided youths with opportunities to engage themselves in self-employment and that social media marketing has enabled youth to sale their goods and services virtually thereby creating more jobs. However, the study identified that inadequate networks and lack of digital skills hinder social media entrepreneurship. Therefore, the study recommends for awareness creation on the need for more youths to engage on social media content creation for more unemployment reduction. Network providers should strengthen and extend their services to rural area for more youth engagements on social media in order to eradicate youth unemployment.




CHAPTER THREE
RESEARCH METHODOLOGY
3.1	Research Design 
Research can be defined as careful study or investigation especially in order to discover new fact or information. It could be scientific research historical research etc. According to Peil et al (2012), “research is usually designed to handle a problem, something which needs describing, explaining or improving and or about which more information is needed so that future occurrences can be predicted and policy decided. In this regard, research is a science of knowledge investigation concerned or problem.
Methodology: This word is derive from the word method, methodology means the philosophy of the research process and this includes the assumption and values that serve as a rational for research and the standard criteria the researcher use for interpreting data and reaching conclusion. This research study avers to appraise the correlation between western education and people with special need. The success, reliability and validity of any research work is highly determined by the collection, collation, interpretation and analysis of data. Although, there are many method used in collecting data, the method to be used in research depend on the purpose and nature of the study. Undeniable, the best method of studying attitudes, behavior and motive remains the survey research method hence, it was adopted for this research.
Survey method is one of the oldest research methods as define by Kerlinger & Lee (2000). It is the process of collecting data from a population or a sample drawn from a population or with the purpose of investing relative incidence, occurrence or inter relationship among the variables of natural phenomenal. The aim and objective of this chapter is to present the procedures followed in achieving the goals of the research.
3.2	Population of the Study 
Population of study for any research work has been variously defined by different scholars and their definitions pointed toward the same direction. Avwokeni (2015: 92) refers to populations of a research study as the set of all participants that qualify for a study. Akinade and Owolabi (2009: 72) defined research population as the total set of observations from which a sample is drawn.
In another wise, Wimmer & Dominick (2006) posited that population of a research study is a list of collection of subjects, objects, variables or concept in a defined environment which could be a group or class of variables, concept or phenomenal in a given study. The research population of this study comprises of male and female youths in Kwara State Polytechnic whose age bracket falls within 18-40 years. This population was chosen for proximity and to lessen the financial burden of covering youths in other institutions. Thus, target population are (100) students of Mass communication.
3.3	Sample Size and Sampling Technique 
Sample size is simply a fragment of research population through which data will be collected. According to Issa (2012) it is referred to as the study of population from which necessary data for its conduct would be obtained. Sample size is the elements making up the sample that are actually studied and generalizations or inferences about the population are made. This generalization of result based on the sample to the population is the major purpose of sampling and also a major concern in any scientific investigation.
It can be reemphasized that, to study the entire population may be cumbersome, time consuming and of course very costly, hence a sample takes a fair portion as representative of the entire population. In sequel, findings and recommendations of this research study as regard the research topic understudy shall be pragmatically generalized beyond the sampled size. In this wise, the sample size of this study is limited to one hundred (100) youths (respondents) in Department of Mass Communication in Kwara State Polytechnic, Ilorin. 
3.3.1	Non-probability Sampling
This study adopted non-probability sampling method. Non-probability sampling is defined as a sampling technique in which the researcher selects samples based on the subjective judgment of the researcher rather than random selection. It is a sampling method in which not all members of the population have an equal chance of participating in the study and they were selected through systemic random sampling method.
3.4	Research Instrumentation 
Questionnaire is the main instrument that will employ in this study. Saul Mcleod (2015) defined questionnaire as a research instrument consisting of a series of questions for the purpose of gathering information from respondents. Questionnaires is an effective means of measuring the behavior, attitudes, preferences, opinions, and intentions of relatively large numbers of  subjects more cheaply and quickly than other methods. (Roopa & Rani, 2012).
Since this study employs surveyed method of design, questionnaires were used to collect data. The questionnaire was divided into two parts, part A contains items intended to collect data on demographic characteristics of the respondents, while part B contain items designed to obtain data on the research topic.
3.5	Reliability and Validity of the Instrument 
In order to ensure that relevant items were included in the questionnaires, extensive and relevant literature were consulted before instrument for data collection was constructed; this is done in other to ensure content validity of questionnaires.  A constructed questionnaire was given to the project supervisor for scrutiny. This is imperative in order to make sure that the data collection instrument had face validity.
3.6	Method of Administration of the Instrument 
The data for this research work is collected through the administration of questionnaires to respondents in the study areas. This instrument was used to elicit demographic data for specific questions for the study. To ensure accurate data collection, questionnaires were administered by researcher to respondents in their various locations. The above instrument (questionnaire & observation) used has helped in collecting an aggregate amount of data used for the study.
3.7	Method of Data Analysis 
Issa (2004) gives further explanation on data analysis that the last segment of chapter three is developed to explain how the research intends to analyze and interpret the data that will accrue for the administration of the respondents. That is when data has been collected, how researchers intends to set out and analyzed the collected data. The data obtained from the distributed questionnaires will be retrieved and analyzed using a simple percent and cross tabulation form, this is the most adopted means of data analysis and interpretation used by different researchers.


CHAPTER FOUR
DATA PRESENTATION ANALYSIS AND INTERPRETATION
4.0	INTRODUCTION
	This chapter is concerned on the analysis and interpretation of data collected through the use of questionnaire administered to respondents. The questionnaires were represented in two sections, demography and basic questions which are relevant for the study.
All data collected from the questionnaire are represented in table and percentage analyses were done under table. A total of 100 questionnaires were administered and the study answered the following research questions.
4.1	Data Presentation
ANALYSIS OF BIO DATA OF RESPONDENTS
Table	1: Gender of respondents
	Options
	Frequency
	Percentage (%)

	Male
	41
	41%

	Female
	59
	59%

	Total
	100
	100%


Source: Research Survey 2025	
From the table above, it shows that 41(41%) of the respondents are male while 59(59%) of the respondents are female. Thus, there are more female respondents than male in this research work.
Table 2: Age of respondents
	Options
	Frequency
	Percentage (%)

	18 – 25 years
	38
	38%

	26 - 35 years
	45
	45%

	36 years and above
	17
	17%

	Total
	100
	100%


Source: Research Survey 2025	
The table above shows that 38(38%) of the respondents are between the age of 18-25 years, 45(45%) of the respondents are between the age of 26-35 years and 17(17%) are between 36 years and above..
Table	3: Marital Status of respondents
	Options
	Frequency
	Percentage (%)

	Married
	42
	42%

	Single
	58
	58%

	Divorced
	-
	-

	Total
	100
	100%


Source: Research Survey 2025		
From the table above, it shows that 42(42%) of the respondents are married and 58(58%) are single. Thus, there are more single respondents than married and divorced respondents in this research work.
Table	4: Education Qualification of respondents
	Options
	Frequency
	Percentage (%)

	SSCE
	38
	38%

	ND/NCE
	27
	27%

	HND/Bsc
	25
	25%

	Others
	10
	10%

	Total
	100
	100%


 Source: Research Survey 2025	
The table above shows that 38938%) of the respondents are SSCE holder, 27(27%) of the respondents are ND/NCE holder’s, 29(29%) are HND/ Bsc holder’s just 10(10%)  of the respondents have other qualification.
Table	5: Occupation of respondents
	Options
	Frequency
	Percentage (%)

	Civil servant 
	27
	27%

	Traders
	19
	19%

	Student
	44
	44%

	Others
	10
	10%

	Total
	100
	100%


Source: Research Survey 2025
From the table above, it shows that 27(27%) of the respondents are civil servant, 19(19%) are trader, 44(44%) are students and 10(10%) of the respondents choose other. Thus, most of the respondents are students in this research work.
SECTION B RESEARCH QUESTIONS
Table 6: Impact of social media on job information among Nigeria youths
	
	Statements
	Ranking 
	

	
	
	SA
	A
	N
	DA
	SD
	

	Item no.
	
	5
	4
	3
	2
	1
	Mean

	1
	Social media facilitates the rapid dissemination of job-related information, job openings, recruitment drives, and career fairs can be shared widely and quickly, reaching a large audience of job seekers.
	37
	48
	8
	-
	7
	100

	2
	Social media platforms such as LinkedIn, Twitter, and Facebook have made it easier for Nigerian youths to access job opportunities.
	30
	50
	16
	-
	4
	100

	3
	Social media has changed the way job seekers apply for positions. 
	17
	49
	24
	5
	5
	100

	4
	social media provides valuable job information, there's a risk of dependency on these platforms.
	25
	52
	13
	7
	3
	100

	5
	The abundance of job-related information on social media can be overwhelming and sometimes misleading.
	30
	50
	10
	-
	10
	100


Number of Respondents = 100
From the table above, it shows that 48(48%) agreed that social media facilitates the rapid dissemination of job-related information, that job openings, recruitment drives, and career fairs can be shared widely and quickly, reaching a large audience of job seekers, 50(50%) of the respondents agreed that social media platforms such as LinkedIn, Twitter, and Facebook have made it easier for Nigerian youths to access job opportunities, 49(49%) of the respondents also agreed that social media has changed the way job seekers apply for positions, 52(52%) of the respondents agreed that social media provides valuable job information, there's a risk of dependency on these platforms and 50(50%) respondents agreed that the abundance of job-related information on social media can be overwhelming and sometimes misleading.
Table 7: Effective of job information on social media for Nigeria youths
	
	Statements
	Ranking
	

	
	
	SA
	A
	N
	DA
	SD
	

	Item no.
	
	5
	4
	3
	2
	1
	Mean

	1
	Social media platforms provide Nigerian youths with easy access to a wide range of job opportunities from various industries and locations.
	30
	50
	15
	-
	5
	100

	2
	Social media allows Nigerian youths to connect with professionals, recruiters, and organizations in their field of interest.
	29
	50
	14
	7
	-
	100

	3
	Job information on social media is often updated in real-time, providing Nigerian youths with timely access to new job openings, recruitment events, and industry trends.
	15
	50
	20
	8
	7
	100

	4
	Social media enables Nigerian youths to showcase their skills, experiences, and personal brand to potential employers.
	33
	43
	15
	-
	9
	100

	5
	Social media facilitates the sharing of job search tips, advice, and resources among Nigerian youths
	29
	50
	11
	-
	10
	100


Number of Respondents = 100
From the table above, it shows that 50% of the respondents agreed that social media platforms provide Nigerian youths with easy access to a wide range of job opportunities from various industries and locations, another 50% respondents agreed that social media allows Nigerian youths to connect with professionals, recruiters, and organizations in their field of interest, 50(50%) of the respondents agreed that job information on social media is often updated in real-time, providing Nigerian youths with timely access to new job openings, recruitment events, and industry trends, 43(43%) of also agreed that social media enables Nigerian youths to showcase their skills, experiences, and personal brand to potential employers and 50(50%) of the respondents agreed that social media facilitates the sharing of job search tips, advice, and resources among Nigerian youths.
Table 8: Youths perception on social media job information
	
	Statements
	Ranking 
	

	
	
	SA
	A
	N
	DA
	SD
	

	Item no.
	
	5
	4
	3
	2
	1
	Mean

	1
	Many youths perceive social media as a convenient and accessible platform for finding job information.
	27
	53
	20
	-
	-
	100

	2
	Nigerian youths often view social media as a valuable tool for networking and building professional relationships.
	30
	54
	16
	-
	-
	100

	3
	With the abundance of job postings and career-related content on social media, some youths may feel overwhelmed by the sheer volume of information available.
	20
	60
	20
	-
	-
	100

	4
	Nigerian youths often view social media as a valuable tool for networking and building professional relationships.
	18
	56
	16
	-
	10
	100

	5
	With the abundance of job postings and career-related content on social media, some youths may feel overwhelmed by the sheer volume of information available.
	35
	50
	15
	-
	-
	100


Number of Respondents = 100
From the table above, it shows that 53(53%) of the respondents agreed that many youths perceive social media as a convenient and accessible platform for finding job information, 54(54%) also agreed that Nigerian youths often view social media as a valuable tool for networking and building professional relationships, 60(60%) respondents claimed that with the abundance of job postings and career-related content on social media, some youths may feel overwhelmed by the sheer volume of information available, 56(56%) agreed that Nigerian youths often view social media as a valuable tool for networking and building professional relationships and 50(50%) of the respondents agree that With the abundance of job postings and career-related content on social media, some youths may feel overwhelmed by the sheer volume of information available.
4.2	Analysis of Research Questions
	Research question 1: What impact does social media have on job information among Nigeria youths?
	Table 7 answered research question 1, the table shows that that 48(48%) agreed that social media facilitates the rapid dissemination of job-related information, that job openings, recruitment drives, and career fairs can be shared widely and quickly, reaching a large audience of job seekers, 50(50%) of the respondents agreed that social media platforms such as LinkedIn, Twitter, and Facebook have made it easier for Nigerian youths to access job opportunities, 49(49%) of the respondents also agreed that social media has changed the way job seekers apply for positions, 52(52%) of the respondents agreed that social media provides valuable job information, there's a risk of dependency on these platforms and 50(50%) respondents agreed that the abundance of job-related information on social media can be overwhelming and sometimes misleading.
	Research question 2: Does job information on social media is effective for Nigeria youths?
	Table 8 answered research question 2, the table indicate that 50% of the respondents agreed that social media platforms provide Nigerian youths with easy access to a wide range of job opportunities from various industries and locations, another 50% respondents agreed that social media allows Nigerian youths to connect with professionals, recruiters, and organizations in their field of interest, 50(50%) of the respondents agreed that job information on social media is often updated in real-time, providing Nigerian youths with timely access to new job openings, recruitment events, and industry trends, 43(43%) of also agreed that social media enables Nigerian youths to showcase their skills, experiences, and personal brand to potential employers and 50(50%) of the respondents agreed that social media facilitates the sharing of job search tips, advice, and resources among Nigerian youths.
Research question 3: What is youths perception on social media job information?
Table 9 answered research question 3, the table shows that 53(53%) of the respondents agreed that many youths perceive social media as a convenient and accessible platform for finding job information, 54(54%) also agreed that Nigerian youths often view social media as a valuable tool for networking and building professional relationships, 60(60%) respondents claimed that with the abundance of job postings and career-related content on social media, some youths may feel overwhelmed by the sheer volume of information available, 56(56%) agreed that social media empowers youths by providing them with a platform to actively seek out job opportunities and 50(50%) of the respondents agree that social media job information can be mixed, reflecting a range of experiences and outcomes.
4.3	Discussion of Findings
This research is significant because it shed more light on sharing and adoption of job information on social media among Nigeria youth. Thus, Social media has become a logical platform for companies to attract potential employees. Accordingly, social media use in employer branding has gained strategic importance. For companies, the social media behavior of present and future employees represents both opportunity and risk, as there is limited understanding of the role of social media in employer branding. Many companies deploy employer branding with social media simply as an extension of their existing brand collaterals to attract and retain talent.
Findings shows that job search engines, job boards and websites have been around for almost 20 years and have been widely used by job seekers to find jobs. They offer an extensive database of job openings, and job seekers can upload their resumes and apply for jobs through the job search websites and ob search website has a lot of advantages for job seekers, such as free access to a wide selection of available job openings. For companies looking to hire new personnel, job search engines and websites offers access to all job seeking applicants’ resumes, making the process of finding someone to recruit significantly shorter than before.
Survey shows that 50(50%) of the respondents agreed that job information on social media is often updated in real-time, providing Nigerian youths with timely access to new job openings, recruitment events, and industry trends, 43(43%) of also agreed that social media enables Nigerian youths to showcase their skills, experiences, and personal brand to potential employers and 50(50%) of the respondents agreed that social media facilitates the sharing of job search tips, advice, and resources among Nigerian youths and 53(53%) of the respondents agreed that many youths perceive social media as a convenient and accessible platform for finding job information.


CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	Summary of Findings
The research work focuses on the social media used and awareness on cancel culture among Kwara State Polytechnic Students. The research work is divided into five chapters. The first chapter gave a background to the study, statement of research, objectives of study and the objectives of the study is on to know job information sharing and adoption on social media among Nigeria youths and to know the adoption of social media among Nigeria youth, research also work on related research questions, and significance of the study, scope and limitation of study and definition of key terms.
The second chapter of this research work deals with review of relevant literature. The review made a notable attempt towards examining the stands of various authors and scholars on what the whole concept is all about. Chapter two of the research work is therefore divided into the following subheadings; conceptual model, conceptual review, theoretical framework, and empirical review. The chapter also gave the theoretical framework and its application to this study. The work of scholars, their postulations, theoretical assumptions and literary documents that were consulted and reviewed was done for reasonable generalization, coupled with the findings of the study itself.
Chapter three of this work deals with research methodology, survey method was adopted and simple random sampling method was adopted which involved the use of questionnaire as research instrument, a sample size was reached 100 respondents using Taro Yamane calculation method, thus, Google form questionnaire analysis was adopt to gather survey analysis for randomly sample size of this study.
In chapter four, the data gathered through the use of Google form questionnaire in chapter three of this study was analyzed using statistical table. Also, interpretations of the findings were made in line with responses gotten from the respondents. The data were analyzed based on one hundred (100) questionnaires that were administered to respondents.
Chapter four of this research work explains how the data was analysed for proper understanding. It is also contains data presentation and chapter five contains the summary of the whole research work, how researcher recommends the work for another upcoming researchers and how they conclude the whole work.
5.2	Conclusion
Social media platforms provide a vast and accessible network for job information dissemination. Many Nigerian youths are active on platforms like Facebook, Twitter, LinkedIn, and WhatsApp, which facilitates the rapid spread of job opportunities. This accessibility is crucial in a country where traditional job advertisement channels might not reach all potential candidates. Job information shared by peers or trusted contacts on social media often carries more weight than information from unfamiliar sources. Nigerian youths are more likely to act on job postings shared within their networks, leveraging the trust and credibility associated with these contacts.
For both job seekers and employers, social media is a cost-effective medium. It reduces the need for expensive advertisements and allows for a more targeted approach in reaching specific demographics. This is particularly beneficial in Nigeria, where cost constraints can be significant for both parties. Social media platforms allow for direct engagement and interaction between job seekers and employers. Nigerian youths can ask questions, seek clarifications, and get instant feedback, which enhances the overall job search and application experience
Despite the advantages, there are challenges regarding the reliability and authenticity of job information shared on social media. Fake job postings and scams are prevalent, posing a risk to Nigerian youths who may fall victim to such deceptions. Therefore, critical evaluation and verification of job information are necessary. Social media empowers Nigerian youths by providing them with tools to network, share experiences, and support each other in their job search. Professional groups and pages on platforms like LinkedIn can offer guidance, mentorship, and job leads, fostering a sense of community and collaboration.
Social media is a powerful tool for the sharing and adoption of job information among Nigerian youths. Its widespread use, coupled with its ability to connect people and facilitate communication, makes it an effective medium for job searches. However, the benefits come with challenges that require users to remain vigilant and discerning to maximize the potential of social media in their employment endeavors.
In conclusion, the sharing and adoption of job information on social media among Nigerian youths present both opportunities and challenges. On one hand, social media platforms offer an efficient and widespread means of disseminating job opportunities, thereby bridging the gap between employers and job seekers. However, there are also challenges such as misinformation, lack of access to technology in certain demographics, and potential biases in the selection process.
5.3	Recommendations
	To effectively harness the benefits of sharing job information on social media while mitigating its challenges, several recommendations can be made:
· There should be relevant information on social media platforms for job search purposes and discern credible information from misinformation.
· There should be collaborations between social media platforms, Government agencies, and private sector organizations to ensure the authenticity and reliability of job postings shared on social media.
· There should be encourage community-based initiatives and grassroots organizations to facilitate the sharing of job information on social media within local communities.
· Government should promote diversity and inclusion in job postings shared on social media to ensure equal access to employment opportunities for all Nigerian youths.
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APPENDIX
Department of Mass Communication
Institute of Information and
Communication Technology
Kwara State Polytechnic,
Ilorin.
Dear respondent,
I’m an HND II student of the above-named Institution and Department presently carrying out a research work with the topic “Sharing and adoption of job information on social media among Nigeria youths”. You have been selected as one of the respondents for this research work. Kindly assist in answering the following questions objectively as your responses will be treated with absolute anonymity because it is for academic purpose only. Thanks.
Instruction: please tick () the answer you consider appropriate the questionnaire is divided in two parts
SECTION A
1. Gender: (a) Male (  ) (b) Female (  )
2. Age: (a) 18- 25 ( ) (b) 26-35 (  ) (c) 36 and above (  )
3. Marital Status: (a) Married ( ) (b) Single (  ) (c) Divorced (  )
4. Qualification: (a) SSCE (  ) ND/NCE (  ) HND/BSC (  ) Others (  )
5. Occupation: (a) Civil servant ( ) (b) Traders ( ) (c) Student (  ) (d) Others (  )
SECTION B
Key: SA = Strongly Agree, A = Agree, N = Neutral, D = Disagree, SD = Strongly Disagree
	
	Statement
	Respondents 

	
	
	SA
	A
	N
	D
	SD

	6.
	Social media facilitates the rapid dissemination of job-related information. Job openings, recruitment drives, and career fairs can be shared widely and quickly, reaching a large audience of job seekers.
	
	
	
	
	

	7.
	Social media platforms such as LinkedIn, Twitter, and Facebook have made it easier for Nigerian youths to access job opportunities.
	
	
	
	
	

	8.
	Social media has changed the way job seekers apply for positions. 
	
	
	
	
	

	9.
	social media provides valuable job information, there's a risk of dependency on these platforms.
	
	
	
	
	

	10.
	The abundance of job-related information on social media can be overwhelming and sometimes misleading.
	
	
	
	
	

	11.
	Social media platforms provide Nigerian youths with easy access to a wide range of job opportunities from various industries and locations.
	
	
	
	
	

	12.
	Social media allows Nigerian youths to connect with professionals, recruiters, and organizations in their field of interest.
	
	
	
	
	

	13.
	Job information on social media is often updated in real-time, providing Nigerian youths with timely access to new job openings, recruitment events, and industry trends.
	
	
	
	
	

	14.
	Nigerian youths often view social media as a valuable tool for networking and building professional relationships.
	
	
	
	
	

	15.
	With the abundance of job postings and career-related content on social media, some youths may feel overwhelmed by the sheer volume of information available.
	
	
	
	
	



