IMPACT OF SOCIAL NETWORKING ON EMPLOYEE PRODUCTIVITY
(A STUDY OF OK PLASTIC, NIGERIA LIMITED)
BY
TEMITOPE TAIWO ROQEEBAT
ND/23/BAM/PT/0252

BEING PROJECT WORK SUBMITTED TO THE DEPARTMENT OF BUSINESS ADMINISTRATION & MANAGEMENT, INSTITUTE OF FINANCE AND MANAGEMENT STUDIES, KWARA STATE POLYTECHNIC, ILORIN.

IN PARTIAL FULFILMENT OF THE REQUIREMENT FOR THE AWARD OF NATIONAL DIPLOMA IN BUSINESS ADMINISTRATION AND MANAGEMENT

JUNE, 2025












CERTIFICATION
This is to certify that this project was carried out by TEMITOPE TAYE ROQEEBAT, with Matric No ND/23/BAM/PT/0232 and has been read, corrected and approved as meeting the part of the requirement for the award of  National Diploma (ND) in Business Administration and management, in the department of Business Administration and Management, Institute of Finance and Management Sciences, Kwara State Polytechnic, Ilorin, Nigeria. 

________________________						_______________
MR. KUDABO, M. I								DATE
Project Supervisor	



________________________						_______________
MR. KUDABO, M. I								DATE
Project Coordinator



_________________________						_______________
MR. ALAKOSO, I. K								DATE
Head of Department


_________________________						 _______________
										DATE
(External Examine

DEDICATION
This project work is dedicated to almighty Allah the creator of heaven and earth the one who created all human kind who gave me knowledge to achieve this project work and also my parents Mr & Mrs Abdulfatahi

























ACKNOWLEDGEMENT
I want to express my profound gratitude to Almighty Allah for his mercies love protection provision and guidance throughout my period academic and for endowing me with strength and wisdom to undertaken this dissertation. I also express my profound gratitude to my parents MR&MRS ABDULFATAHI they have been a loving caring and supporting parents to me. no matter what the situation on ground they don't allow it to affect me, I appreciate them a lot. My special thanks goes to Mr KUDABO, M.I for his support throughout my project. May God reward u sir.
Finally appreciate every other person who has contributed in one way or the other and has not been mentioned. I prayed that God in his infinite mercy will continue to uphold move us forward inshallah I sincerely thank you all for your good will may Almighty Allah enlarged our coast thanks and God bless you All.

















ABSTRACT

The research progresses a detail analysis of the concept of management by objective and portrays its impacts an organization performance. It elucidates the structure of management by objective through the systematic and organized approach that allows management to focus on achievable goals and attain best possible results from available resources. 
It provides detail analysis of organization performance measures as the overall central focus of management by objective. In-view of analyzing a practical perspective, a case study is conducted using the United Bank for Africa Plc.
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INTRODUCTION
1.1. Background of the Study
Social networking is creating a dramatic change or dynamic in the environment but it’s obvious it is creating changes. Social networking an online medium of interaction which let people build relations, share ideas, communicate information and bounding society in sentimental stream. Social networking is making dramatic growth in dynamic environment of now a day. People use social networks for catharsis of their human emotions. Motives of social networking can be different for person to person like; people connect to LinkedIn for professional purpose, Facebook and MySpace for personal motive, Twitter for social networking, Personalized Blogs for personal thoughts and view point. Motive of using social networks can be change but the ultimate logic of connecting is building social contacts and sharing (Ehrlich, 2011). 
Social networking is not only targeting young generation. It’s tempting and hitting all age groups and generations. The way to use and respond social networks is not a good thing, nor a bad thing; it’s just a different thing. Using and connecting to social networks is part and parcel now a day of everyone’s life. Now people never ask for mail addresses or mobile numbers instead of that people ask each other for their social network IDs for carrying on long term contacts (Avalos, S. 2011), 
Every organization is using social network sites for their professional benefits like creating customer relationship. So it becomes the need and it’s the time for organizations to design workforce according to changing environments. Organization’s productivity and profits base on its employee’s performance, and its employees are strongly connecting to social networks. In other aspects Social networks are creating risks, opportunities, threats, weaknesses, and strengths for organizations. Risk in a way that social networks are real time communication mediums, It can communicate and disseminate information of organization instantly in real timing which organization may never want to share with people outside the organization. Opportunity in the context that competitor’s employee shared information about upcoming strategy at social medium which can be used for organization’s benefit. Threat can be faced by organizations when its employees discuss internal information of organization at social networks which can be used by its competitors. Social networking can be weakness of organization when it affects its productivity negatively. Same social networking become strength for organizations when it’s used to build good relationship with employees, to direct them is right way, to collect information about employee behavior and to train them (Flynn, 2011), 
Social networking affect all sectors of the economy as it affects employee’s skills, productivity, qualification/knowledge and motivational level. Organizations practice social networking for building employer-employee relationship by increasing employee’s skills, productivity, motivational level and knowledge. Organizations evaluate their employees and manage their contributions to keep organization’s image high through social networking. Some organizations direct their employees for ethical behavior in using social networks while they are representative of the organization. For doing all this organizations are formulating some sort of policies regarding using of social networking (Flynn, 2011), however, it can be said that social networking has strong impact on employees’ performance in terms of affecting the skills, productivity, knowledge and motivation. 

1.2. Statement of the Problem 
Some studies claim that the use of social networking sites makes employees happier and, therefore, more productive (AT&T, 2008; Bennett et al., 2010; Leidner et al., 2010; Li &Bernoff, 2008; Patel &Jasani, 2010) while other studies consider social networking sites use a reason for reduced productivity since it can waste time and be addictive (Accountemps, 2010; Nucleus, 2009; O’Murchu et al., 2004; Rooksby et al., 2009; Shepherd, 2011; Wavecrest, 2006). These studies that argue that using social networking sites reduces productivity in the workplace looked only at the time wasted as a result of social networking sites use in the workplace and ignored the possible indirect benefits such as enhanced job satisfaction, higher organizational commitment, lower absenteeism, higher retention rates, higher innovative behavior, and increased productivity. As for studies that argue that the use of social networking sites in the workplace is adding value to organizations, they did not empirically measure the positive effects of social networking sites use in the workplace on work-related outcomes. 
This study, in turn, attempts to resolve this controversy by empirically studying the direct and mediating effects of job satisfaction, organizational commitment, absenteeism, turnover intention, and innovative behavior on the relationship between social networking sites use intensity and job performance
1.3. Objectives of the Research 
The general objective of the study is to evaluate the impact of social networking sites on employee performance while the following are the specific objectives of this study:
i. To find out the impact of social networking on employees competency.
ii. To examine the relationship between social networking and employees’competency
1.4. Research Questions 
1. What is the impact of social networking on employees competency?
2. What is the effect of social networking sites on the privacy and security of an organization’s information?
3. What are the potential benefits of social networking sites for business in an organization?
1.5 Research Hypothesis
Ho1: There is no significant impact of social networking on employees competency?
Ho2: There is a significant relationship between social networking sites and employee performance.
1.6. Significance of the Study 
Studying the effect of social networking sites use in the workplace on employee performance is important for several reasons. First, professionals in charge of human resource departments will benefit from understanding the associations elicited by this study. Understanding relationships between social networking sites use in the workplace and employee performance and productivity, job satisfaction, organizational commitment, absenteeism, turnover intention, innovative behavior, and job performance can help reveal the underlying rationale for organizations to either allow or disallow the use of social networking sites in the workplace. Organizations are searching for available means to increase workplace productivity. If the use of social networking sites turns out to be one of these means, organizations will be able to add the use of social networking sites in the workplace to their arsenal of practices to enhance job satisfaction, organizational commitment, absenteeism, turnover intention, innovative behavior, and ultimately job performance. Second, this study contributes to social networking, employee performance, job satisfaction, organizational commitment, absenteeism, turnover intention, innovative behavior, and job performance literature.
The findings of this study will reveal whether the belief that happy workers work harder holds in the context of social networking sites use in the workplace..
1.7. Scope of the Study 
The focus of the study is on the impact of social network sites on employee performance will make use of data obtained from this research to conclude and establish whether the use of social network sites actually results in low productivity or enhances it. Due to the nature and the subject of the study only educated workers will be involved in the category of workers that are more likely to use the internet as part of their work and during this course make use of social network site as a side entertainment. Workers could be exposed to issues such as network security, cybercrime, pornography, online marketing and advertisement and this study will be touched all these areas considering the previous literature on the subject area.
1.8 Definition of Terms
Social media: A social networking site is a platform to build social networks or social relations among people who share similar interests, activities, backgrounds or real-life connections.
Website: A website is a set of related web pages typically served from a single web domain.
Employee: An individual who works part-time or full-time under a contract of employment, whether oral or written, express or implied, and has recognized rights and duties. 
Employee Performance: The job related activities expected of a worker and how well those activities were executed.
.
CHAPTER TWO
LITERATURE REVIEW
2.1	Conceptual Review
2.1.1	  Concept Of Social Networking
The technological advances and increased use of the Internet in recent years have led to a communication revolution (Moqbel, 2012). This communication revolution, as well as the more technologically empowered lifestyle of individual users, has changed the way people communicate and connect with each other (Coyle, 2008; O’Murchu et al., 2004). Social networking sites are a recent trend in this revolution(Moqbel, 2012). Social networking sites are defined by Boyd and Ellison(2007)as web-based services that allow individuals to (1) construct a public or semi-public profile within a bounded system, (2) articulate a list of other users with whom they share a connection with, and (3) view and traverse their list of connections and those
made by others within the system (p. 211).Ellison, Steinfield, and Lampe (2007)classified social networking sites into several categories:“work-related contexts (e.g., LinkedIn.com), romantic relationship initiation (theoriginal goal of Friendster.com), connecting those with shared interests such as music or politics (e.g., MySpace.com), or the college student population (the original incarnation ofFacebook.com)” (p. 1143). In the book titled Throwing Sheep in the Boardroom: How Online Social Networking Will Transform Your Life, Work and World, Fraser and Dutta classified social networking sites into five categories“ egocentric/identity” construction social networking sites such as Facebook and MySpace; “opportunistic” social networking sites for business connections such as LinkedIn;“community” social networking sites representing cultural or neighborhood groups; “media-sharing” social networking sites such as YouTube and Flickr; and passion-centric” social networking sites for sharing common interests such as Dogster(Wilson, 2010, p. 417).
Popular Social Networking Sites
BizMBA (an eBusiness knowledgebase that helps you find the webs best answers to your online business questions) from time to time compiles lists of the most popular websites. The list are created taking each website's Global and US Traffic Rank from Alexa, Compete and Quantcast. Alexa, Compete and Quantcast are US based web traffic analysis companies.
Facebook 
Facebook is currently the world‘s most visited SNS with over 500 million visitors each month, about one person out of every 14 people in the world. The site was developed by Mark Zuckerberg with his college roommates and fellow computer science students Eduardo Saverin, 16 
Dustin Moskovitz and Chris Hughes. It was launched in February 2004 and is operated and privately owned by Facebook, Inc. Users can add people as friends and send them messages, and update their personal profiles to notify friends about themselves. Additionally, users can join networks organized by workplace, school, college etc. The website's name stems from the colloquial name of books given to students at the start of the academic year by university administrations in the US with the intention of helping students to get to know each other better.
The website's membership was initially limited by the founders to Harvard students, but was expanded to other colleges in the Boston area, the Ivy League, and Stanford University. It gradually added support for students at various other universities before opening to high school students, and, finally, to anyone aged 13 and over. (www.wikipedia.com). 
According to the latest statistical information on facebakers.com, the United States has the highest number of Facebook users in the world (138,660,280 users as at 01.10.2010). Nigeria has 622,360 Facebook users as at 1st October 2010 and is ranked 75th in the world and 5th in Africa behind Egypt, South Africa, Kenya and Nigeria. With the advent of internet enabled mobile phones, SNS like Facebook which has already introduced its mobile phone enabled application (Facebook Mobile) are expected to see more phenomenal growth in the number of users especially in the developing regions of the worlds like Africa where mobile phone usage keeps growing. 
History of Social Networking Sites 
The potential for computer networking to facilitate new forms of computer-mediated social interaction was suggested early on. Efforts to support social networks via computer-mediated communication were made in many early online services, including Usenet, ARPANET, LISTSERV, and bulletin board services (BBS). Many prototypical features of social networking sites were also present in online services such as America Online, Prodigy, and CompuServe. 
Early social networking on the World Wide Web began in the form of generalized online communities such as Theglobe.com (1994), Geocities (1994) and Tripod.com (1995). Many of these early communities focused on bringing people together to interact with each other through chat rooms, and encouraged users to share personal information and ideas via personal webpages by providing easy-to-use publishing tools and free or inexpensive webspace. Some communities - such as Classmates.com - took a different approach by simply having people link to each other via email addresses. In the late 1990s, user profiles became a central feature of social networking sites, allowing users to compile lists of "friends" and search for other users with similar interests. New social networking methods were developed by the end of the 1990s, and many sites began to develop more advanced features for users to find and manage friends. This newer generation of social networking sites began to flourish with the emergence of Friendster in 2002, and soon became part of the Internet mainstream. Friendster was followed by MySpace and LinkedIn a year later, and finally, Bebo. Attesting to the rapid increase in social networking sites' popularity, by 2005, MySpace was reportedly getting more page views than Google. Facebook , launched in 2004, has since become the largest social networking site in the world. 
The growth and popularity of SNS has been phenomenal. Today, it is estimated that there are now over 200 active sites using a wide variety of social networking models. 
(www.wikipedia.com) 
 Features of SNS 
While SNSs have implemented a wide variety of technical features, their backbone consists of visible profiles that display an articulated list of Friends who are also users of the system. Profiles are unique pages where one can "type oneself into being" (Sundén, 2003, p. 3). After joining an SNS, an individual is asked to fill out forms containing a series of questions. The profile is generated using the answers to these questions, which typically include descriptors such as age, location, interests, and an "about me" section. Most sites also encourage users to upload a profile photo. Some sites allow users to enhance their profiles by adding multimedia content or modifying their profile's look and feel. Others, allow users to add modules (applications) that enhance their profile. The visibility of a profile varies by site and according to user discretion. By default, profiles on Friendster and Tribe.net are crawled by search engines, making them visible to anyone, regardless of whether or not the viewer has an account. Alternatively, LinkedIn controls what a viewer may see based on whether she or he has a paid account. Sites like MySpace allow users to choose whether they want their profile to be public or "Friends only." Facebook takes a different approach—by default, users who are part of the same "network" can view each other's profiles, unless a profile owner has decided to deny permission to those in their network. Structural variations around visibility and access are one of the primary ways that SNSs differentiate themselves from each other. 
After joining a social network site, users are prompted to identify others in the system with whom they have a relationship. The label for these relationships differs depending on the site-popular terms include "Friends," "Contacts," and "Fans." Most SNSs require bi-directional confirmation for Friendship, but some do not. These one-directional ties are sometimes labeled as "Fans" or "Followers," but many sites call these Friends as well. The term "Friends" can be misleading, because the connection does not necessarily mean friendship in the everyday vernacular sense, and the reasons people connect are varied (Boyd, 2006). 
The public display of connections is a crucial component of SNSs. The Friends list contains links to each Friend's profile, enabling viewers to traverse the network graph by clicking through the Friends lists. On most sites, the list of Friends is visible to anyone who is permitted to view the profile, although there are exceptions. For instance, some MySpace users have hacked their profiles to hide the Friends display, and LinkedIn allows users to opt out of displaying their network. Most SNSs also provide a mechanism for users to leave messages on their Friends' profiles. This feature typically involves leaving "comments," although sites employ various labels for this feature. In addition, SNSs often have a private messaging feature similar to webmail. While both private messages and comments are popular on most of the major SNSs, they are not universally available. 
Beyond profiles, Friends, comments, and private messaging, SNSs vary greatly in their features and user base. Some have photo-sharing or video-sharing capabilities; others have built-in blogging and instant messaging technology. There are mobile-specific SNSs (e.g., Dodgeball), but some web-based SNSs also support limited mobile interactions (e.g., Facebook, MySpace, and Cyworld).
Many SNSs target people from specific geographical regions or linguistic groups, although this does not always determine the site's constituency. Orkut, for example, was launched in the United States with an English-only interface, but Portuguese-speaking Brazilians quickly became the dominant user group (Kopytoff, 2004). Some sites are designed with specific ethnic, religious, sexual orientation, political, or other identity-driven categories in mind. 
Applications and Trends 
According to Ian Collins (2010), there are five common uses for social network sites: 
i. Purely Personal Reasons 
Easily the most common use of Social Networking sites, and the main reason for them existing in the first place, is for personal reasons. The majority of people using Facebook or Myspace keep to the ―social‖ label. It is used for its original purpose – to keep in touch with friends. 
Some people will go on simply to update their status or view their friends‘ statuses, or to look at photos. Some use it to connect to people they have met, a potential girlfriend/boyfriend perhaps, or someone who shares the same interests. 
One great way of taking advantage of the personal side of Facebook is keeping in touch with people hundreds of miles away; somebody who has gone travelling or moved to the other side of the world. In the past it would have been nearly impossible to keep in touch, much less keep up to date with what they are doing. A wall post on Facebook can work when a phone call would be too much, such as simply commenting to somebody that they should listen to a new song or making an amusing remark. It lets you have small conversations with people that you would not normally bother having if it meant a long phone call. 
The people who use the tools for these purposes sometimes have no idea that marketing is going on, or that it is possible to use these networks for business purposes, and some even simply ignore advertising all together. 
ii. Business – Customer Relations Management 
With the rise of Internet Marketing, social media is being embraced by businesses more and more. Innovative ways of utilising these tools by connecting directly with customers are being found. 
Companies are seeing that the best way to conduct themselves online is to speak to their customers directly using these social networking sites, Twitter being especially useful for this. It increases the reputation of the company, gets them positive reviews and shows that they really care about the customer. It also gives a human face to the large corporation, meaning that customers or potential customers will feel much more comfortable coming back. 
iii. Business – Networking 
There is also the opportunity for business types to network and expand their business on the social networking platform. This can take many forms, and take bits of each of points 1 and 2. Social networks can be used by entrepreneurs and small and large business to expand their contact bases both locally and globally. Social networking sites like LinkedIn exist for this purpose; for people to network within a business environment. LinkedIn has over 75 million members from over 200 countries.(www.linkedin .com). LinkedIn does for businesses what Facebook does for students and teenagers, it lets business people connect; one could even find a new business deal or a new job. 

iv. Business- e Commerce 
SNSs are also effective for marketing. An example is Dell and their recent Internet Marketing strategy using Twitter. Their outlet site sells refurbished PCs, and they post details about the newest ones on their Twitter feed. They also post special offers just for Twitter users, and they send information about sales, along with discount vouchers to their Twitter followers. The company has generated $6.5million in revenue from this venture. 
This shows the power of marketing on Twitter. This sort of strategy works well for e-commerce sites especially as they can market to an already targeted audience. 
People would not follow the company if they were not interested in what they have to say. Saying that the strategy works as an additional extra to the normal everyday operations, and not as a new or the only way of marketing for the company, it should not be seen as a guaranteed winning formula and is probably more suited to an established brand as they are more likely to get enough followers to make it effective in the first place. It would probably not for example work for a company specialising in a niche product, or for a small non-established company. 
v. Entertainment 24 
Going hand in hand with the social ‘element of Social Networking, people sometimes go on purely for entertainment purposes. Myspace is a prime example of this, as many famous artists have been discovered through these sites (sort of sounds like marketing, huh?). Music is a big part but also videos, such as Youtube viral offerings, are easily spread on social networking sites.
The newest craze is on Facebook, with all the game applications that have appeared over the last couple of years. The most popular of these is a game called Farmville which has managed to acquire 72.9 million users per month. 
According to Jody Nimetz (2007), there are five major uses of social media for business: 
1. to create brand awareness, 
2. as an online reputation management tool, 
3. for recruiting, 
4. to learn about new technologies and competitors, 
5. as a lead gen tool to intercept potential prospects. 
In the area of education, one of the emerging trends is use the social media by teachers and students as a communication tool. Because many students are already using a wide-range of social networking sites, teachers have begun to familiarize themselves with this trend and are now using it to their advantage. Teachers and professors are doing everything from creating chat-room forums and groups to extend classroom discussion to posting assignments, tests and quizzes, to assisting with homework outside of the classroom setting. Social networks are also being used to foster teacher-parent communication. These sites make it possible and more convenient for parents to ask questions and voice concerns without having to meet face-to-face. (www.wikipedia.com) 
SNSs are also being used in the Science Communities. According to Julia Porter Liebeskind et al (1996), " Social networking is allowing scientific groups to expand their knowledge base and share ideas, and without these new means of communicating their theories might become "isolated and irrelevant". By sharing information and knowledge with one another, scientists are able to "increase both their learning and their flexibility in ways that would not be possible within a self-contained hierarchical organization‖. (Julia et al, 1996) 
Social networking is more recently being used by various government agencies. Social networking tools serve as a quick and easy way for the government to get the opinion of the public and to keep the public updated on their activities. Activists and charitable organisations have also found in SNS a powerful tool for rallying support for their courses. 
 The Workplace Controversy 
Employees accessing SNS at the workplace especially during working hours has become an issue for controversy between employees and their employers/managers in many parts of the world. An increasing number of organizations are blocking access to and imposing an outright ban on accessing any form of social sites. Whiles some studies have concluded that social networking is counter-productive others have claimed otherwise arguing that blocking access or banning the use of social networking sites at the workplace will actually be counter-productive, that ―they should be recognized as a new form of social interaction that needs to be managed and not prohibited‖ ( UK Trade Union Congress, August 2007). 
 The Case Against SNS at the Workplace 
The following are some of the common issues cited against social networking at the workplace: 
Lost Productive Hours: This is the most common reason cited by employers for blocking access to SNS.(Cornelius, 2009). In the UK for instance, Portsmouth City Council blocked access to sites such as Facebook, Twitter, Bebo and the like after discovering that employees were spending nearly 400 working hours each month on these sites. (see: http://news.bbc.co.uk/2/hi/uk_news/england/hampshire/8231234.stm). In a survey conducted nationwide involving some marketing, management and HR executives in the US, more than half (51%) of the executives said their biggest concern about SNS is it could be detrimental to employee productivity. (Russel Herder, Undated) According to Nuclear Research, an IT research company, employees ‘productivity drops by 1.47% in companies that allow full access to social sites such as Facebook. (Nuclear Research, 2009). In a survey it conducted on some 237 randomly selected office workers, it found out that 77 percent had Facebook accounts and of these 61% visited the site at work for an average of 15 minutes a day during working hours; one out of every 33 of the workers surveyed built their entire profile at work, and 87% percent said that their time on Facebook was entirely non-work related. 
Malware, Identity Theft and Data Leakage: Social networking sites can expose organizations to malware and spyware that cybercriminals covertly embed onto innocent users‘ pages. These malicious programs can spread throughout an entire internal corporate network and wreak havoc on the company‘s bottom line. By destroying or disabling systems and data that employees need to do their jobs, malware can have a tremendous impact on productivity which is quite independent of merely ―wasting time‖. Malware and spyware can also bombard internal networks with spam, target users with phishing attacks, and steal user names and passwords. Criminals can use the latter information to appropriate identities and construct fake profiles that facilitate access to valuable company secrets. Some ―ethical hacking‖ firms will demonstrate, if paid their fees, how easily and quickly they can obtain almost any company data by using employee names and gaining access through social networking sites. (Sperling, 2009). 
Compromised Confidentiality: Cybercriminals can use SNS to obtain secret company information. For whatever reason, naïve social networkers are often more open with personal or confidential information on social networking sites than they are elsewhere in life. Friendly online chats or discussions can easily lead to the unintended disclosure of private company information. Moreover, social networkers can inadvertently violate government confidentiality regulations. Nucleus Research (2009) cites an example of hospital nurses sharing patient information via Facebook with nurses on other shifts. If any of these nurses‘ other Facebook friends were not hospital employees, the hospital could have easily found itself in violation of regulations. Similar vulnerabilities exist for professionals such as lawyers who can violate client confidentiality in much the same way (Bloxx Inc, 2009). There is also growing trend among social networkers to use sites such as Facebook as an alternative email platform (Nucleus Research, 2009). Although many organizations monitor ordinary email accounts, if they can‘t or don‘t monitor such e-mails, users can circumvent corporate email controls and unintentionally or deliberately violate corporate communication policies ( Bloxx Inc, 2009). 
Bandwidth Consumption: So many workers accessing SNS at the workplace adds to the internet traffic from the workplace which may lead to clogged networks (especially for small companies with small bandwidths). Websites like Facebook with its numerous applications require a lot of internet usage. Videos, music, pictures and other downloads from SNS can consume a great amount of bandwidth and can slow down internet speed significantly. At the workplace this can cause disruptions in the performance of business-critical applications, slowing down work and causing low productivity. (Bloxx Inc. 2009). 
The Argument in Favor of SNS at the Workplace 
Most of the arguments in favour of allowing access to SNS at the workplace cite ‗employee morale‘ and ‗business benefits‘. (Wavecrest Computing 2009). Some research suggests that a moderate use of social networking sites actually increases productivity. In a European-wide survey conducted by Dynamic Research in 2007 of 2,000 people, 65 percent claimed that workplace social networking had made them more productive, and 45 percent said it had sparked creativeness. According to another related study conducted by the University of Melbourne in Australia, SNS such as Facebook can improve work productivity. According to Brent Coker of the University‘s department of management and marketing (as sited by Skinner, Undated), "Workplace internet leisure browsing (WILB) can help sharpen workers' concentration," According to Brent, ―People need to zone out for a bit to get back their concentration." Coker defined WILB activities as ―browsing the web for information and reviews of products, reading online news sites, playing online games, keeping up-to-date with friends‘ activities on social networking sites and watching videos on YouTube.‖ Coker asserts that, ―short and unobtrusive breaks, such as a quick surf of the internet, enables the mind to rest itself, leading to a higher total net concentration for a days' work, and as a result, increased productivity.‖ He however added that, ―Workers with internet addiction tendencies will have low productivity‖. 
In the survey by Russel Herder cited earlier, despite the apprehensions of business executives surveyed, most of them viewed social networking as key to improving their businesses. The survey found that more than eight in 10 executives think social media can enhance relationships with customers/clients (81%) and build brand reputation (81%). Similarly, nearly 70% think such networking can be valuable in recruitment (69%), as a customer service tool (64%) and used to enhance employee morale (46%). 
In a survey conducted in 2008 by Deacons, an Australian law company, almost half of the respondents said that they would opt for a job that allows access to SNS if they were to make a choice between one that blocks access and another that does not. The world of work is rapidly being taken over by the ‗Y Generation‘ who will soon be followed by the ‗Millenials‘. (Bloxx Inc, 2009). People now come to the workplace expecting to have access to the internet and web based applications. (MessageLabs, 2009). These are the people of the technology and internet age, those who were born and grew up with personal, customized, sophisticated technologies. They have grown up totally immersed in not only the internet, but in interactive, often completely mobile technologies such as texting, instant messaging, blogging, media sharing and the now ubiquitous social networking. (Bloxx Inc, 2009). 
While many senior executives, most of whom belong to the ‗older less sophisticated‘ generations, are gradually mastering the new forms of communication, the impulse may not come naturally and so they may not fully appreciate how deeply engrained these habits are in the younger workforce. Yet as the younger generation grows older, they will take over global business, become both corporate executives themselves and customers, and they will bring their habits with them. 
Advocates for allowing SNS access at the workplace argue that a ban on communication technologies such as SNS may cut off a primary means of communication that is deeply entrenched in the lifestyle of the younger generation workers. A ban will likely cause frustration and resentment among younger employees, and it might also deprive them of the venues where they can most comfortably and skillfully deal with important business contacts and customers, develop prospects, market their company‘s products, etc.—in other words, successfully do their jobs. Also, completely blocking staff from their favorite social networking sites prompt tech-savvy employees to devise ways around the ban—e.g. through anonymous proxies—which could potentially damage corporate defenses. (Bloxx Inc, 2009). 
Regarding the issue about time wasting, SNS advocates point out the fact people who waste productive time on social sites are likely to find other ways to waste time if the sites are banned. Time wasting in the workplace did not begin with social networking. Regardless, even if workers do waste time, it does not matter if they are performing their jobs well. Ultimately, performance is what really counts and has the largest affect on a company‘s revenues. (Perez, 2009) 
Companies are also discovering that corporate social network accounts, blogs, etc. can be valuable marketing tools, providing more exposure and even increasing webpage rankings. Corporate social network sites enable sales and marketing professionals to engage in more intimate and interactive dialog with potential customers, two-way communication that is not possible when companies rely exclusively on ordinary Websites and advertisements. (Bloxx Inc. 2009) 
2.1.2	Concept of Employee Productivity
Employee productivity refers to the efficiency with which employees perform their job duties and produce desired outputs. It is a crucial aspect of organizational success and can be influenced by various factors. Here are the key points to understand about employee productivity:
Definition and Measurement:
   Definition: Employee productivity is often defined as the amount of output (goods, services, or completed tasks) produced by an employee within a specific period.
  Measurement: It can be measured in quantitative terms (e.g., units produced per hour) or qualitative terms (e.g., quality of work, customer satisfaction).
Factors Influencing Employee Productivity:
  Skills and Training: Employees with better skills and training tend to be more productive as they can perform tasks more efficiently and with higher quality.
 Work Environment: A supportive and comfortable work environment, including good lighting, ergonomic furniture, and minimal distractions, can enhance productivity.
  Motivation and Engagement: Motivated and engaged employees are more likely to be productive. This can be influenced by factors such as job satisfaction, recognition, and opportunities for career advancement.
  Tools and Technology: Access to the right tools and technology can streamline processes and reduce the time required to complete tasks.
   Workload Management: Proper management of workload ensures that employees are neither overburdened nor underutilized, both of which can negatively affect productivity.
  Organizational Culture: A positive organizational culture that fosters teamwork, innovation, and open communication can lead to higher productivity.
Strategies to Improve Employee Productivity:
   Training and Development: Investing in employee training and development programs to enhance their skills and knowledge.
   Performance Feedback: Providing regular and constructive feedback to employees to help them improve and stay aligned with organizational goals.
 Incentives and Rewards: Implementing incentive programs to recognize and reward high performance, thus motivating employees to maintain or improve their productivity.
  Flexible Work Arrangements: Offering flexible work schedules or remote work options can help employees balance their work and personal lives, leading to higher productivity.
  Process Optimization: Continuously evaluating and optimizing business processes to eliminate inefficiencies and streamline workflows.
Challenges to Maintaining Productivity:
  Burnout and Stress: High levels of stress and burnout can significantly reduce productivity. Organizations need to address these issues through wellness programs and support systems.
  Lack of Engagement: Disengaged employees are less likely to be productive. Regular engagement activities and fostering a sense of belonging can mitigate this issue.
  Resistance to Change: Employees may resist changes in processes or technology, which can hinder productivity. Effective change management practices are essential to address this.
In summary, employee productivity is a multifaceted concept that encompasses the efficiency and effectiveness of employees in producing desired outcomes. It is influenced by various internal and external factors, and improving productivity requires a strategic and holistic approach that addresses these factors comprehensively.




CHAPTER THREE
RESEARCH METHODOLOGY
This chapter presents the design and methodology employed by the researcher for the purpose of conducting the research. The procedure for data collection and the relevant data used to address the research questions.
3.1 Research Design 
According to Kerlinger (1986), research design is the plan, structure and strategy of investigation conceived so as to obtain answers to research questions and to control variance. Thus, the research design that was adopted in this study was the Descriptive design. The adoption of this design was informed because the study involved the collection of data to accurately and objectively describe existing phenomena and determining the nature of a situation as it exists at the time of investigation population under investigation. 
Furthermore, the decision to use the descriptive design was supported by Kerlinger (1986) who stated that descriptive research is probably best adopted to obtain personal facts, beliefs and attitudes. He remarked that the descriptive design has the advantage of covering a wider scope and at the same time economical. The design therefore was considered appropriate for the study on the impact of social networking site on employee performance in Ok plastic, Nigeria Limited Plc, Ugbowo Barnch, Bein City, Edo State.  
3.2 Population Of The Study 
This study focused on staffs of Ok plastic, Nigeria Limited Plc with total staff strength of 53.
The staffs were drawn from all the departments of the organization.


3.3 Sample And Sample Size Determination 
A sample size of forty (40) staffs of Ok plastic, Nigeria Limited Plc was selected from the research population. This number was determined using the Yaro Yamani (1968) formula outlined below:
n = 	   N
		1 + Ne2
Where: 	n = sample size
		N = population
		1 = constant 
		e = level of significance
For this analysis, 5% significance level will be used. 
Therefore if N = 53, e=5% = 0.05

n = 		53
	
1 + (53 x 0.052)
 =	53
		1 + 0.311
= 	53
		1.311
n = 40.7

3.4	Sampling Procedure And Sampling Technique 
According to Nwana (2005), sampling techniques are procedures adopted to systematically select the chosen sample in a specified away under controls. This research work adopted the random sampling technique in selecting the respondents from the total population


3.5	Method Of Data Collection And Data Sources
Data collection involves a search for relevant information that will proffer solution to specific problems. Every research effort therefore centres on the search for such information which could be obtained either from primary or secondary sources. But for the purpose of this research, data for this study was gathered through secondary sources (questionnaire). The questionnaire is the major instrument of data collection in this study
3.6	Instrument Development 
The major instrument used for the research was a carefully formulated questionnaire. The development of the instrument was possible as a result of the assistance of my supervision, two experts in research and statistics department and also an expert in test and measurement. 
The schedule for the questionnaire stated with a covering letter of appeal in which the purpose of the data collection was briefly explained to the respondents. This letter of appeal was necessary to facilitate an encouragement on the part of the respondents to participate effectively in the exercise. Also, anonymity was guaranteed the participants and this help prevent faking the information required thereby enhancing the validity and the reliability of the study.
The questionnaire was divided into three (2) parts. Part A comprises of respondents personal data. Part B contains many research assertions which helped elicit data on the impact of social networking sites on employee performance in Ok plastic, Nigeria Limited Plc.	More so, the research instrument used for this study was a four (4) likert scale as described below:
	Option
	Weight 

	Strongly Agree        (SA)
	4

	Agree                      (A)
	3

	Disagree                 (D)
	2

	Strongly Disagree (SD)
	1



3.7	Instrument Validation 
Instrument is said to be valid when it measures what it is intended to be measured (Deng and Ali, 1997). To ensure the face and content validity of the items on the instrument measuring the different variables in the study, the questionnaire was submitted to two experts in research and statistics and  one expert in test and measurement, to ascertain whether the items measured what they purported to measure. These experts in conjunction with my supervisor certified the instrument as being valid to measure what it set out to measure at least in content and face validity.
 During this process, their comments and corrections led to changes being effected on the items in the questionnaire in terms of appropriateness and precision of words, sentences and expressions. Flaws and errors in terms of phraseology, tautology, grammar and organization of the instrument were identified and the necessary corrections were effected.
3.8 Instrument Reliability Test 
According to Nisbet and Entwistle (1977), the reliability of a test indicates how consistent it gives the same or nearly the same result when it is administered a second time.   
Thus, to access the reliability of the research instrument, a test-retest approach was employed. Some staffs of Ok plastic, Nigeria Limited Plc were given the same questionnaire twice at a space of two (2) weeks interval. The second result obtained coincided with the former. Thus, the measure shows consistency over time.

3.9	Method Of Data Analysis
This refers to how the researcher intended to process the data and information used in the research work.
The method of data analysis adopted in this research work is the simple percentage tabulation form. This was sued in analyzing the data.






CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS
This chapter contains the analysis of data and the presentation of result and its interpretation of the findings of this study on impact of social networking site on employee performance in Ok plastic, Nigeria Limited Plc. The analysis is presented below using simple percentages.	
PRESENTATION AND ANALYSIS OF DATA
Table 4.1: Sex Distribution of the Respondents
	Sex
	Frequency
	Percentage (%)

	Male
	23
	57.5

	Female
	17
	42.5

	Total
	40
	100%


From the above distribution, 23 staffs which make 57.5% are males while 17 staffs which make up 42.5% of the entire study population are females.
Table 4.2: Age Distribution of the Respondents
	Age
	Frequency
	Percentage (%)

	20-30
	11
	27.5

	31-40
	21
	52.5

	41-50
	6
	15

	51 and above
	2
	5

	Total
	40
	100%



From the above distribution, 27.5% of the respondents are between the ages of 20-30 years, 52.5% falls between 31-40 years, 15% are between 41-50 years while 5% are 51 years and above.
Table 4.3: Educational Qualification of the Respondents
	Educational qualification
	Frequency
	Percentage (%)

	Primary
	-
	-

	Secondary
	1
	2.5

	Tertiary
	39
	97.5

	Total
	40
	100%



	From the table shown above, staffs with secondary school qualifications is 2.5%, while the staffs with tertiary school qualifications is 97.5%, there was no response from primary school pupils.
4.2	ANALYSIS OF THE RESEARCH QUESTIONS
Research question one
What is the impact of social networking site on employee performance?
	SN
	QUESTION
	SA
	A
	D
	SD
	TOTALS

	1.
	Social networking site do have influence on employee performance of Ok plastic, Nigeria Limited Plc
	12
(30%)
	22
(55%)
	4
(10%)
	2
(5%)
	40
(100%)

	2.
	Social networking site do have both positive and negative influence on employee performance of Ok plastic, Nigeria Limited Plc
	14
(35%)
	22
(55%)
	3
(7.5%)
	1
(2.5%)
	40
(100%)

	3.
	Social networking site do have influence on employee productivity of Ok plastic, Nigeria Limited Plc
	14
(35%)
	22
(55%)
	4
(10%)
	0
(0%)
	40
(100%)

	4.
	Social networking site do have an effect on the profitability of Ok plastic, Nigeria Limited Plc
	12
(30%)
	24
(60%)
	1
(2.5%)
	1
(2.5%)
	40
(100%)

	5.
	Social networking site do have impact on employee job satisfaction at Ok plastic, Nigeria Limited Plc
	14
(35%)
	22
(55%)
	3
(7.5%)
	1
(2.5%)
	40
(100%)



Research question two
What is the effect of social networking site on the privacy and security of an organization’s information?
	SN
	QUESTION
	SA
	A
	D
	SD
	TOTALS

	6.
	Social networking sites do expose Ok plastic, Nigeria Limited Plc to privacy and security risks
	24
(60%)
	10
(25%)
	4
(10%)
	2
(5%)
	40
(100%)

	7.
	Use of social networking sites do affect organizational commitments of staffs of Ok plastic, Nigeria Limited Plc
	12
(30%)
	22
(55%)
	4
(10%)
	2
(5%)
	40
(100%)

	8.
	Use of social networking sites do boost the turn over intention of the employees of Ok plastic, Nigeria Limited Plc
	14
(35%)
	22
(55%)
	3
(7.5%)
	1
(2.5%)
	40
(100%)

	9.
	Social networking sites can encourage the speedy transfer of Ok plastic, Nigeria Limited Plc’s private information to an unauthorized user
	14
(35%)
	22
(55%)
	4
(10%)
	0
(0%)
	40
(100%)

	10.
	The use of social networking site is a distraction for employee of Ok plastic, Nigeria Limited Plc during the working hours
	12
(30%)
	24
(60%)
	1
(2.5%)
	1
(2.5%)
	40
(100%)



Research question three
What are the potential benefits of social networking site for business in an organization?
	SN
	QUESTION
	SA
	A
	D
	SD
	TOTALS

	11.
	The use of social networking sites do have effect on job performance at Ok plastic, Nigeria Limited Plc
	14
(35%)
	22
(55%)
	4
(10%)
	0
(0%)
	40
(100%)

	12.
	The use of social networking site has several potential benefits for business in Ok plastic, Nigeria Limited Plc
	12
(30%)
	24
(60%)
	1
(2.5%)
	1
(2.5%)
	40
(100%)

	13.
	The use of social networking sites do promote the services of Ok plastic, Nigeria Limited Plc to larger population of internet users
	12
(30%)
	22
(55%)
	4
(10%)
	2
(5%)
	40
(100%)

	14.
	The use of social networking sites do promote the brand Ok plastic, Nigeria Limited Plc among the internet users
	14
(35%)
	22
(55%)
	3
(7.5%)
	1
(2.5%)
	40
(100%)

	15.
	The use of social networking sites increase patronage and the customer base of Ok plastic, Nigeria Limited Plc 
	14
(35%)
	22
(55%)
	4
(10%)
	0
(0%)
	40
(100%)



4.3	DISCUSSION OF FINDINGS
Findings from this study have revealed the significant impact of social networking sites on employee performance in Ok plastic, Nigeria Limited Plc. However the result revealed that the use of social networking sites by the employee of Ok plastic, Nigeria Limited Plc will expose the staffs to negatives things including cyber crimes, pornography and unauthorized transfer of files. This is in accordance with the study by Sperling (2009), he opined that social networking sites can expose organizations to malware and spyware that cybercriminals covertly embed onto innocent users‘ pages. These malicious programs can spread throughout an entire internal corporate network and wreak havoc on the company‘s bottom line. By destroying or disabling systems and data that employees need to do their jobs, malware can have a tremendous impact on productivity which is quite independent of merely ―wasting time‖. Malware and spyware can also bombard internal networks with spam, target users with phishing attacks, and steal user names and passwords. Criminals can use the latter information to appropriate identities and construct fake profiles that facilitate access to valuable company secrets.
Furthermore, finding reveals that the use of social networking sites does have potential benefits for business and a useful means of communication among the employee and used to reach out to million of internet users promoting the brand. Bloxx Inc, 2009 advocated that a ban on communication technologies such as SNS may cut off a primary means of communication that is deeply entrenched in the lifestyle of the younger generation workers. A ban will likely cause frustration and resentment among younger employees, and it might also deprive them of the venues where they can most comfortably and skillfully deal with important business contacts and customers, develop prospects, market their company‘s products, etc.—in other words, successfully do their jobs. Also, completely blocking staff from their favorite social networking sites prompt tech-savvy employees to devise ways around the ban—e.g. through anonymous proxies—which could potentially damage corporate defenses. Regarding the issue about time wasting, SNS advocates point out the fact people who waste productive time on social sites are likely to find other ways to waste time if the sites are banned. Time wasting in the workplace did not begin with social networking. Regardless, even if workers do waste time, it does not matter if they are performing their jobs well. Ultimately, performance is what really counts and has the largest affect on a company‘s revenues. (Perez, 2009)
CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATION
5.1. [bookmark: page46]Summary 
The study was undertaken to answer the following questions:
1. What are the impact of social networking site on employee performance? 
2. What is the effect of social networking site use on privacy and security of the organization’s information
3. Does social networking sites provide opportunities for new businesses?
The results from the study showed that:
1. Social networking site use do influence the employee performance at GTB Plc in both positive and negative ways.
2. The use of social networking sites by the employee of GTB Plc during working hours can facilitate easy transfer of the organization sensitive, private and security information at a very fast speed without the knowledge of the supervising staffs
3. Facebook is the most popular social networking site in Nigeria. Other patronized sites in Nigeria include Hi5, Twitter, Myspace, LinkedIn and Tagged. 
4. In Nigeria, the use of SNS is most popular among those under 35 years. Also, according to the statistics on Facebook users in Nigeria there are more male users of Facebook than there are females; the study results strongly correlated with this fact, showing that there are more male SNS users than there are females. 
5. [bookmark: page47]SNS usage is very widespread across workplaces in Nigeria. 151 respondents of the questionnaire said they were active users of SNS of which 75% said they access SNS at their various workplaces. The respondents were sampled from 10 different organizations; this means an average of 15 active users exist in each of the 10 organizations and the total number sampled from each organization was 20. The majority of the workers surveyed (42%) do not think that SNS such as Facebook poses a threat to productivity at the workplace. A significant minority (34%) however thought otherwise. 48% of the workers are not in favour of banning the usage of SNS at the workplace. Again a significant minority, 33% of the workers, think that SNS at the workplace should be banned. The study also affirmed the statement made by Frempong and Stark (2005) that most people in Nigeria access the internet mainly through collective access points namely, internet cafes, workplaces and schools. As the results indicated, only a few of the workers, 1% of those who actively use SNS, accessed the sites at their homes.The majority of the workers who accessed SNS at the workplace claimed they spent not more than 15 minutes on the sites per browsing session. It is possible that some of the workers were being economical with the truth. A few, about 18%, however claimed they spend close to an hour and over an hour on the sites.

5.2. Conclusion 
It is clearly evident from the findings that SNS usage is rife at the workplace and it is about time the issue received some attention as is the case in other countries. Most workplaces in Nigeria have no policy on internet usage at the workplace. The facts indicate that online social networking is increasingly becoming part of the lifestyle of the younger and active generation of  this country‘s population. As the-35 age result group are show active SNS users. What are the implications on the work ethic and productivity of the future workforce of this country, what are the security and functionality implications for IT systems?
[bookmark: page48]On the balance of scale does SNS help or hurt organizations? This calls for more study and enquiry especially by HR and IT departments of organizations in Nigeria. Any policies made however regarding this issue should not overlook the interest and wishes of the employees.
In my opinion accessing sites like Facebook at the workplace should not be banned. SNS has proven be a powerful networking and communication tool. Rather than banning them organizations should find creative ways of harnessing the power of these social networks sites. For instance a site like Facebook can be incorporated into the internal communication system of organizations and used for purposes such as team building for instance. Strict policies against using sites like Facebook will not really work. It will actually lead to wasting additional time and money on monitoring. If you cannot beat the enemy, join them.
5.3	Recommendation
The study recommends that the management should embrace social networking in other to boost employees competency



[bookmark: page49]
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APPENDIX
Gender:
Age: 
Educational qualification:
Research question one
What is the impact of social networking site on employee performance?
	SN
	QUESTION
	SA
	A
	D
	SD

	1.
	Social networking site do have influence on employee performance of Ok plastic, Nigeria Limited Plc
	
	
	
	

	2.
	Social networking site do have both positive and negative influence on employee performance of Ok plastic, Nigeria Limited Plc
	
	
	
	

	3.
	Social networking site do have influence on employee productivity of Ok plastic, Nigeria Limited Plc
	
	
	
	

	4.
	Social networking site do have an effect on the profitability of Ok plastic, Nigeria Limited Plc
	
	
	
	

	5.
	Social networking site do have impact on employee job satisfaction at Ok plastic, Nigeria Limited Plc
	
	
	
	



Research question two
What is the effect of social networking site on the privacy and security of an organization’s information?
	SN
	QUESTION
	SA
	A
	D
	SD

	6.
	Social networking sites do expose Ok plastic, Nigeria Limited Plc to privacy and security risks
	
	
	
	

	7.
	Use of social networking sites do affect organizational commitments of staffs of Ok plastic, Nigeria Limited Plc
	
	
	
	

	8.
	Use of social networking sites do boost the turn over intention of the employees of Ok plastic, Nigeria Limited Plc
	
	
	
	

	9.
	Social networking sites can encourage the speedy transfer of Ok plastic, Nigeria Limited Plc’s private information to an unauthorized user
	
	
	
	

	10.
	The use of social networking site is a distraction for employee of Ok plastic, Nigeria Limited Plc during the working hours
	
	
	
	



Research question three
What are the potential benefits of social networking site for business in an organization?
	SN
	QUESTION
	SA
	A
	D
	SD

	11.
	The use of social networking sites do have effect on job performance at Ok plastic, Nigeria Limited Plc
	
	
	
	

	12.
	The use of social networking site has several potential benefits for business in Ok plastic, Nigeria Limited Plc
	
	
	
	

	13.
	The use of social networking sites do promote the services of Ok plastic, Nigeria Limited Plc to larger population of internet users
	
	
	
	

	14.
	The use of social networking sites do promote the brand Ok plastic, Nigeria Limited Plc among the internet users
	
	
	
	

	15.
	The use of social networking sites increase patronage and the customer base of Ok plastic, Nigeria Limited Plc 
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