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Usually unemployment is the problem for elderly 
people (over 50 years old), but current European situa-
tion says that it has become a problem for younger people 
as well, i.e. those, who have recently graduated from the 
universities or schools. According to Eurostat, in Septem-
ber 2020, the total seasonally adjusted unemployment rate 
in European Union was 7.5%, meanwhile in Lithuania it 
was 9.8%. In the same period the youth (age under 25) 
unemployment rate was 17.1%, which means that 2.995 
million of young persons were unemployed in the EU. In 
Lithuania the youth (age under 25) unemployment rate 
was 27.7%. 

Young people play a very important role in modern 
society with their energy and motivation helping them to 
bring new and creative ideas into the labor market, they 
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Abstract. 3.81 billion or 49.03 percent of people around the world in 2020 have been using social media platforms. On 
average, everyone has 8.6 accounts on social media platforms. In today’s world, social media platforms control a large part 
of life, one of which is job search. Job searches through social media platforms are already completing the elimination of 
older traditional job search methods, and the social network LinkedIn, which has become an interactive resume, is slowly 
outpacing resumes and cover letters in terms of the ability to share recommendations and various expertise. Employers are 
increasingly posting open job positions on social media platforms, making job postings simple and easily accessible to all 
users of social media platforms. The main goal of the presented paper is to introduce the recommendations for developing 
the process of job search through social media platforms using quantitative analysis. This article highlights the concept and 
peculiarities of social media platforms, advantaged and disadvantages of job search through SMP. The factors influencing 
job search through social media platforms were presented and analyzed according to the survey, steps for the further de-
velopment were presented as well. Recommendation to improve the process of job search were provided after theoretical, 
methodological and empirical part.
The results of the research will help to define the main advantages and disadvantages of job search through SMP from 
general population of Lithuania, also main concerns regarding its usage were determined. It is faster and easier to find the 
job through SMP, although do not like that it is necessary to keep an eye on their profile page in the social media, so pri-
vacy concern was defined as the biggest disadvantage. The article used the following methods: scientific literature review, 
quantative analysis (survey).
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Introduction 

Unemployment is one of the main macroeconomic 
problems, and its level is often a measure of the suc-
cess of a country’s macroeconomic policies (Senjur, 
1999). Unemployment causes economic and political 
problems. The country’s actual gross domestic prod-
uct (GDP) is below potential, i.e. the one that can be 
generated by the employment of all employable people, 
making unemployment an undesirable phenomenon in 
every state (Setnikar-Cankar & Hrovatin, 2000). The 
term unemployment can sometimes be tricky and mis-
leading, but it includes people of working age (aged 15 
to 74) seeking to enter the labor market (Corporate Fi-
nance Institute, n.d.).
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reflect the potential of a particular economy. Therefore, it 
is definitely important for the economy to give young peo-
ple more opportunities by creating favorable conditions 
that will allow them to develop their talents and partici-
pate more actively in the labor market. The participation 
of young people in the labor market has an important im-
pact on the overall economic and social development of 
the country, as well as on future sustainability (Bisello & 
Mascherini, 2017). In 2020, as many as 73% people aged 
18–34 found their last job position on the social media 
platform. Social network users check social and profes-
sional networks on a daily basis, and jobseekers highly val-
ue social and professional networks as promising search 
channels.

Nowadays social media play important role not only 
for the communication with friends or family, but for 
the job search as well. In 2020, the average time spent on 
social media per day is 2 hours 24 minutes globally for 
users aged 16 to 64 on any device. Social media moni-
toring service Reppler made a study, which showed that 
about 90% of HRs have checked a potential candidate’s 
profile on one of the social media platforms as part of 
the screening process. Corporate culture in the organi-
sations has developed as well, and now recruiters would 
like to see not only hard (such as their actual knowledge 
and competency in the needed area of work) skills of the 
potential employees, but also their soft skills (such atti-
tude, personality, abilities, honesty) and their possibility 
“to fit” into the company (Laker &  Powell, 2011). Such 
skills can be found out by reviewing social media of the 
potential candidate – what they post, how they commu-
nicate on the Internet, etc. Miller et al. (2016) also stated 
that SMP (Social Media Platforms) can be considered not 
only as the place where people share their happenings in 
life and communicate with others, but also as one of the 
largest content databases in history. According to Society 
of Human Resource Management Survey (2018), 95% of 
541 HR managers and specialists were being asked and 
answered that they used LinkedIn for candidate’s research. 
Also,  58% used Facebook for recruiting, and 42% used 
Twitter. The fact, that most of the organizations nowadays 
have the profile of their organization in at least one of the 
SMP, makes it extremely helpful for job seekers. 

Recruitment on social networks has proven to be a 
sustainable tactic in attracting and hiring top talent. The 
object of this article is the opportunities of job search 
through SMP in Lithuania.

The purpose of this article is to introduce the rec-
ommendations for developing the process of job search 
through social media platforms using quantitative analy-
sis. For fulfilment of the defined purpose, the following 
objectives were raised: 1) To analyze theoretical aspects of 
opportunities of job search through SMP; 2) To present 
the methodology of opportunities of job search develop-
ment in Lithuania; 3) To identify the opportunities of job 
search development through SMP in Lithuania.

The research methods include scientific literature re-
view and quantative analysis (survey).

1. Literature review: concept and peculiarities of 
SMP

According to Newson et al. (2008), the term social me-
dia was first mentioned by Chris Shipley, the founder of 
the Guidewire Group, a researcher of new technological 
trends. Internet technologies, which have enabled in-
formative communication, participation and collabora-
tion on the Internet, are currently being described. Social 
media present ads on the Internet that create simple and 
easily accessible information for and about people. The 
purpose of social media is to facilitate communication 
between individuals and their groups. This term often 
refers to activities that include new technology, telecom-
munications, social communication, as well as written 
structures of speech, visual, and audio information. This 
interaction and way of presenting information creates 
not only a variety of new perspectives on communica-
tion, but also common meanings between communities 
and individuals. The opportunities offered by social me-
dia are not set against by the business world, either; it’s 
as a way to attract either a consumer, a buyer, a part-
ner. Social networks are a platform that allows users to 
create personal web pages that can provide information 
about other users, interact with friends and connect with 
non-infringing people. According to Papacharissi (2009), 
social network users do not try to make new friends, 
but only have to strengthen connections with existing 
friends and acquaintances as much as possible. Social 
networks can also be used by users to share personal in-
formation, such as hobbies or achievements, as well as 
photos, thoughts, etc. (Constantinides et  al., 2008). In 
other words, social networks are a space where its users 
can create their own profile, and thus form a personal 
network that is connected to other users. Perhaps the 
most important feature of social networking is that it’s 
like a personal website dedicated only to himself, which 
is most important to each user there.

Web platforms and social networks took a significant 
place in human’s life. According to Narvey (2009), plat-
forms and networks are identified as “free participation 
that allows (communities) to get engaged and build genu-
ine relationship[s]” (p. 35). There are various examples 
of social media platforms sites: Facebook, LinkedIn, In-
stagram, Twitter, Xing, which are spread internationally. 
There are also a lot of local websites, which are popular 
in the country of origin: LinkedIn, Xing and Facebook 
are the most suitable ones for job search because of the 
presence of job-posting features.

According to Yokoyama (2016), “social network sites 
are web-based services that allow users to construct an 
individual profile to interact with contacts and also en-
able the visualization of friends’ network within the sys-
tem.” (p. 4). These platforms allow users to exchange and 
share information and build online relationships. Such 
networks complement the offline reality by integrated in 
them tools. Besides social, they also provide users with 
technical infrastructure for better communications: wall 
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posts, messages, comments, personal information about a 
user. Most social platforms are based on user’s profile, his 
interests and connections, but they can be aimed on dif-
ferent goals. Instagram is targeted on sharing audio-visual 
content, Twitter orients on status updates and LinkedIn 
and Xing are directed on work-related connections. In the 
case of Facebook, formal and informal relationships are 
mixed when a person uses it both for developing profes-
sional career and for socializing with friends.

According to Boyd and Ellison (2007), social net-
working sites that allow individuals to create a public 
or semi-public profile on a selected social networking 
platform, allow them to connect with other users who 
have an account on that platform, and view their profile. 
Al-Amin et al. (2019) conducted a study to find out how 
social networking sites work for job seekers in Bangla-
desh, and to find out how many people are looking for 
the job they want through social networks such as Face-
book and LinkedIn. 200 respondents participated in this 
study. The results of the study revealed that 92 percent 
of respondents look for work through social networking 
sites, of which 84.2% use Facebook for job searches, and 
9.8 percent use LinkedIn platforms. HR managers use 
platforms as a source of information about workforce, 
they can compare CV with online profile and online be-
havior of the job seeker. Managers can also find some 
mutual connections with the applicant, which allows 
them to ask for recommendations or opinion about a 
specific person. Platforms can also help the company to 
follow mood and behavior of current employees. When 
company is tightly connected with customer services it 
is very important to have a great image, since every cli-
ent can enter the employee’s profile and refuse company’s 
services because of inappropriate behavior, which is why 
HR managers also check employees’ posts and photos 
on the Internet.

According to Zide et  al. (2014), LinkedIn is a social 
media site, which is used mostly for building professional 
relations. It has started reaching its fame since 2003 and 
became recognized worldwide by both employers and 
employees. According to Statista.com, the total number 
of LinkedIn members was rapidly increasing every year 
since 2009, and in the end of 2020 the total amount of 
website members has reached 722 millions of people (see 
Figure 1). Xing is a European career-oriented social net-
work, which is more oriented on a German market, but is 
also used in other European countries.

Figure 1. Numbers of worldwide LinkedIn members from  
2009 to 2020  (source: created by the author, based on  

Statista.com, 2020) 

Facebook is the most popular social network in the 
world. According to Statista.com (2020), there are over 
2.74 billion monthly active Facebook users for Q3 2020. 
According to Justice Connect (2014), “it enables the con-
nection of people (users) who have signed up to Facebook 
with other users, events, businesses, causes, not-for-profits 
and interest groups.” Facebook looks very favorable for 
companies, which are looking for new employees due to 
international coverage of completely different groups of 
people. 

Twitter is a handful tool for microblogging, which al-
lows users to post small posts. There are 340 million Twit-
ter users for 2020, this makes Twitter the 13th most used 
social media platform. According to Koch et  al. (2018), 
Twitter and Facebook can be used more to showcase the 
brand of the organization and to generate referrals as well 
as to post job advertisements, which can be helpful for 
the job seeker in order to have all the companies he is 
interested in to be found in one place.

Advantages and disadvantages of job search through 
SMP. People are getting used to be digitally connected on 
a daily basis; not only younger population is using social 
media, but even older people are becoming proficient in it, 
especially in Europe. This forms a very practical advantage 
for the platforms – aggregation of employers, job seekers 
in one place in a huge database. Various technologies al-
low people to create personalized and detailed searches, 
which are aimed only on a person’s goal. 

According to Sayel (2018), one of the first advantage of 
searching the job using SMP is speed. It takes only a few 
minutes and minimum efforts to post your CV, using the 
key words, and detailed search can save much time to find 
the needed vacancy rather than looking for the needed 
one among thousands on the newspaper or send the CVs 
to various organizations one by one. Also, delivery and 
response time can be immediate.

Similarly to speed, according to Bhupendra and Gai-
rola (2015), broader and deeper pool of vacancies makes 
SMP a better choice for the job search. International com-
panies and biggest market players are having online pres-
ence in all of the SMP, which does not limit the choice for 
the job seeker to find a desired workplace.

Before SMP became developed among the world, it 
was almost impossible to find a job in another country; 
but now SMP and globalization made it much easier for 
a job seeker to apply the CV or contact the employer in 
another part of the world as well as for employers to assess 
a person online without the need to have a physical pres-
ence. It can stimulate job seekers to develop their compe-
tencies and skills in order to relocate anywhere in case of 
sufficient knowledge and experience.

Democratized information also forms a great advan-
tage for the SMP. Job seekers can freely find out informa-
tion about job conditions and reputation of the organi-
zation, which also pushes the employer to create better 
image and strengthen the brand of the company. The 
democracy in SMP reduces inequality among the partici-
pants as recruiter now can consider an ordinary specialist 
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altogether with the person, who had connections with the 
company before. Due to this fact the chances for employer 
to hire the most suitable worker and the chances for the 
employee to be hired increase.

There are more possibilities for the job seeker to show 
and prove its skills (Zide et al. 2014). The person can post 
the references, digital certificates, which can prove cer-
tain skill, e.g. in LinkedIn there is a possibility to verify 
the achievements, which are shown on a person’s profile, 
former colleagues or clients can leave the references and 
confirm the skills. This feature is also possible on Xing.

There are also several disadvantages which are formed 
by using SMP for job search (Verhoeven & Williams, 
2008). Lack of privacy can become one of the major dis-
advantages of SMP, because recruiters can view the infor-
mation, which does not belong to professional life of the 
job seeker and which can negatively influence a person’s 
image and hold to losing the possibility of being hired. 
The personal account has to be carefully checked and took 
after, the person should always be connected to social me-
dia, which creates and removes the line between personal 
and professional life. 

Despite the fact that most of the international com-
panies are presented in SMP, there still can be local or 
public ones, where it can be not possible to find a vacancy 
in the social media or even see their profile. It is improv-
ing steadily, but in order to see all the options a person 
should also double check and combine not only job search 
through SMP but other ways as well. 

Another disadvantage is that the information about 
job postures can be mixed with other information and 
news on social media and can be potentially missed. In 
Facebook and Twitter people are following not only com-
panies but various news portals and friends; this is why 
the vacancy can be lost among other posts. This possibility 
can be reduced in LinkedIn and Xing, as it is possible to 
receive notifications with the new job postures and replies 
on the job seeker’s CV.

The profile in social media does not mean that a real 
person (recruiter) can be behind it. Hence the possibil-
ity of scam can also exist while doing job search through 
SMP. Scammers can ask for sensitive personal informa-
tion, which can be used for illegal activity. It is always 

advised to contact the recruiter from the company by 
phone or other mean of communication in order to verify 
the authenticity of the offer and never transmit the per-
sonal data (see Table 1).

To conclude, LinkedIn, Facebook, Xing and Twitter are 
considered the most popular SMP, which are used for job 
search and their popularity continues to grow, which can 
be used by the job seekers. Despite of the major disadvan-
tages, authors consider job search mostly through SMP as 
the most perspective way to find a new employer.

2. Research methodology 

The goal of the empirical research was to determine the 
drawbacks of job search through SMP and define the rec-
ommendations for successful hire through SMP, have a 
look on the opinion of working-age Lithuanian popula-
tion regarding job search through SMP in order to have 
a deeper knowledge for improvement and popularization 
of it. In the empirical part, a quantitative study was per-
formed – an online questionnaire.

Quantitative research is the systematic study of phe-
nomena by collecting quantifiable data and performing 
statistical, mathematical or computational methods. Quan-
titative research gathers information from existing and po-
tential customers using sampling methods and by sending 
online surveys, online surveys, questionnaires, etc., the re-
sults obtained can be represented in digital form. Accord-
ing to Kerlinger (1973), survey research is a social scientific 
research, which focuses on people, their attitudes, opinions 
and beliefs. The survey researcher is foremost interested in 
the sociological variables like sex, gender, regions, but even 
more in what people think and do. 

According to Mathiyazhagan and Nandan (2010), 
there are several phases of the research:

 – Primary collection of data;
 – Descriptive studies based on the survey;
 – The explanation part of the data.

The methodology of the survey consists of several 
parts (see Figure 2).

For this research online questionnaire was chosen, as 
this method had replaced mail questionnaires after the 
development of the Internet. It would be necessary to 

Table 1. Advantages and disadvantages of job search through SMP (source: created by the author) 

Advantages Disadvantages

Author, year Theory Author, year Theory

Zide et al. (2014) More possibilities for the job 
seeker to show and prove its skills

Verhoeven and Williams 
(2008)

Lack of privacy

Sayel (2018) Speed Verhoeven and Williams 
(2008)

Job postures can be mixed and 
missed with other information

Chen and Haymon (2016) Democratized information Chen and Haymon (2016) Possibility of scammers behind the 
account

Bhupendra and Gairola 
(2015)

Broader and deeper pool of 
vacancies

Verhoeven and Williams 
(2008)

Some local or public companies may 
not have an account in social media

Chen and Haymon (2016) Wiping geographical borders
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present main advantages and disdvantages of this method 
(see Table 2).

Table 2. Advantages and disadvantages online survey 
questionnaires (source: created by the author, based on 

Kerlinger (1973))

Advantages Disadvantages

Cheaper than other methods Lower response rate in 
comparison with other 
methods

In case of even national level 
survey can be made very fast

Can be used only with online 
population

Uniformity in responses can 
be ensured

Ambiguous replies and 
omission of replies to certain 
questions can happen.

Anonymity can be provided There is no interviewer to 
solve the misunderstandings 
in case of any.

Automation and real-time 
access

Possibility of fraud during the 
questionnaire being answered.

Survey participants’ selection criteria. According to 
Mathers et al. (2009), in order to obtain a random sample, 
the first step is to define the population, which has to be 
drawn. In this research it was decided to choose general 
working population of Lithuania from 18 to 65 years old 
men and women, which can give comprehensive answers, 
from which valuable results can be obtained. Mathers 
et al. (2009) stated that if selections are made by chance 
only, this is known as simple random sampling. This 
method has been used in the research, because it would 
be impossible to keep the national represantatives quotas 
as gender, age and region due to job search via SMP, and 
online panels had to be involved. According to Andrews 
et al. (2003), simple random sampling can be used without 
keeping the quotas in the questionnaires, which do not 
necessarily need to be analyzed by using demographics. 

In the survey, quotas only on age and current place 
of living were set up. It was programed in the way, that if 
the respondent marks that he is <18 and >65, he would 
be screened out from the survey. Same situation was with 
the current place of living: the respondents could choose 
two options, Lithuania and other country; in case they had 
pressed “other country”, they would be screened out. 

Convenience sampling also need to be mentioned 
because this technique has been used. This sampling is 
being used when selecting participants since they are eas-
ily available. This method is considered to be a favourite 
student-aiming ad, being it inexpensive and the easiest op-
tion to compare with other sampling techniques, though. 

It means that researchers can use their friends and family 
for the survey, which is easier than targeting unknown 
people (Taherdoost, 2016).

After reaching the target group for this survey (18–65 
residents of Lithuania), the incidence rate for the survey 
became 100%, because even the respondents, who marked 
that they had never used social media for job search, could 
finish the survey by exposing the reasons why they had 
never tried it. 

Briefly, these are the necessary criteria for the respond-
ent of the survey:

 – 18–65 yeard old,
 – Living in Lithuania at the current moment.

The respondents using simple random sampling and 
convenience sampling were inquired.

Organization of the survey. The survey respondents 
were asked to fill the questionnaire indirectly by Facebook 
(simple random sampling) and directly in case of friends 
and family (convenience sampling). The questionnaire was 
prepared online in advance, Surveygizmo.com was used 
as well as for experts’ evaluation survey.The website had 
been chosen because of the possibility to export the data 
to SPSS and Microsoft Excel. The survey was device ag-
nostic, which made it easier to get more responses from 
the general population in Lithuania.The survey was car-
ried out during July, 2019 and included 190 respondents 
of working age living in Lithuania. To estimate the need-
ed sample size, Internet survey system calculator http://
www.surveysystem.com/sscalc.htm (The Survey System, 
n.d.) has been used. According to Statistical Yearbook of 
Lithuania (2018), there are 1.731.500 people of working 
age, which means that in order to ensure 5%  error rate, 
which was estimated by the Internet survey system calcu-
lator, 384 respondents need to be asked. The real number 
of gathered cases is 190, which has raised the error rate 
till 7%. 

3. The results of the survey for the general 
population of Lithuania

The gathered data had been analysed using statistical pro-
gram SPSS and Microsoft Excel sofware package. For the 
analysis of the survey results,  it has been decided to use 
p value and mean value.

According to Ferreira and Patina (2015), p value can 
be defined as a “probability of observing between the 
given value of the test statistic, or greater, under the null 
hypothesis”. In general, p value defines whether the survey 
is statistically significant or not. According to Filho et al. 

Figure 2. The methodology of the survey (source: created by author)

http://www.surveysystem.com/sscalc.htm
http://www.surveysystem.com/sscalc.htm


Business: Theory and Practice, 2021, 22(2): 330–339 335

(2013), p value can be highly significant, marginally sig-
nificant and not statistically significant, with the cutoffs 
for these definitions at p ≤ 0.01, p ≤ 0.05 and p > 0.10.

Mean value defines averages or central tendency; usu-
ally it is used in a variety of contexts and it forms the basis 
of statistics. In case of statistical data, arithmetic mean is 
being used. To calculate the arithmetic mean of set of data, 
it is needed to sum all of the data values, after that to di-
vide the result by the number of values (1). 

 
. (1)

Cronbach’s Alpha for the whole survey had been cal-
culated, and the obtained result showed that Cronbach al-
pha = 0,6964, which means that the questionnaire reflects 
the researched object, as according to Malhotra and Birks 
(2003), the critical value of the coefficient is 0.6.

The first part of the questionnaire was designed to get 
general information about the respondents. The goal is to 
have cross tables in order to realize whether the demographi-
cal characteristics can influence job search through SMP. 

The first question was dedicated to find out respond-
ents’ gender. The results showed, that the ratio among men 
and women was kept according to national representatives 
of the country, where 45.3% were males and 54.7% were 
females. 

In the second question respondents were asked to spec-
ify their age; various age groups from 18–65 were offered, 
also 66 and more. One person, who had marked “66 and 
more option”, was screened out from the survey. 45.6% 
of the respondents are from 18 to 29 years old, 36.9% are 
aged 30–39, 13.4% belong to 40–49 age group and 3.4% 
belong to the age group of 50–65. 

The third question was dedicated to find out the coun-
try, where the respondents had been currently living. It 
was made in order to have only people from Lithuania 
answering the survey. 8,8% were screened out, because 
they had marked that they live in another country. 91.2% 
answered that they lived in Lithuania and could continue 
the survey.

In the fourth question it was needed to specify the set-
tlement type of the place of living. 71% of the respondents 
marked that they lived in a big city (300 000–1 000 000 
people), 17% marked that they lived in a city (100 000–
300  000 people), 2.2% lived in a large town (20  000–
100  000 people), 6.7% lived in a town (1000–20  000 
people) and 2.2% marked that they lived in a village 
(100–1000 people). 

In the fifth question it was important to know the level 
of respondents’ education in order to check the connec-
tion between the level of education and usage of SMP for 
job search. 89.6% of the respondents have higher educa-
tion, 7.4% have secondary education, 2.2% have second-
ary vocational (professional) education and 0.7% have 
primary education.   

In the sixth question it was necessary for the respond-
ents to answer the employment status. 49.6% marked that 

they are employed by the private company; 17% marked 
that they are students; 13.3% of the respondents are hav-
ing their own business; 11.1% are employed by the public 
company; 5.2% are not employed, 3% clicked “Other” (the 
answers were: freelance, self-employed in a law firm, stu-
dent and working, professor in a university), 0.7% marked 
that they are the retiree. 

In the seventh question respondents had to answer 
whether they have ever used SMP to find a job. As it can 
be seen from Figure 20, 65.4% answered positively, while 
34.6% marked “no” and were redirected to the last ques-
tion, which asked what the reasons for not using SMP for 
job search were (see Figure 3).

Figure 3. The percentage of users of SMP for job search 
(source: created by the author, based on the results  

of the survey)

According to the chart, 41.7% male and 58.3% female 
have used SMP to find a job, while 52.4% of males and 
47.6% females have never used it before. SMP has been 
used for job search by 45% of male respondents aged 18–
29; 31.7 per cent were aged 30–39, 18.3% were female aged 
40–49 and 5% were aged 50–65. 38.1% of male respond-
ents 18–29 years old, 45.2% of males 30–39 years of age, 
14.3% females aged 40–49 and 2.4% females aged 50–65 
have never used it. 

The number of respondents, who have used SMP for 
job search, living in a big city makes 78,4%, 15% live in a 
city, 3.3% live in a town and 1.7% live in a village. Citizens 
who have never used it for job search divide into: 73.8% 
live in a big city, 19% live in a city and 7.1% reside in a 
town. 

SMP for job search was used by 5% of people with sec-
ondary education, 3.3% with secondary vocational educa-
tion, 91.7% with higher education, while 9.5% of people 
with secondary and 90.5% with higher education have 
never used it. According to the status of respondents, 8.3% 
of them have their own business, 61.7% are employed by a 
private company, 6.7% are employees in a public company, 
11.7% of them are students, 5% are unemployed and 6.7%, 
who specified “other” have looked for the job using SMP. 
Meanwhile, 23.8% of people having their own business, 
42.9% employed by the private company, 14.3% employed 
by the public company, 11.9% of students and 7.1% of the 
unemployed have never used SMP for job search.

The second part of the questionnaire was dedicated to 
the identification of the most popular ways of job search 
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in order to compare the opinions of the experts and gen-
eral population of Lithuania.

In the first question various ways of job search were pro-
vided. As it may be seen from the Table 3, the answers are rel-
evant enough, although respondents’ opinions’ concordance 
is weak (Kendall’s Wa = 0.432). Factors three, four, five, six 
and nine gathered high score of mean value: word of mouth – 
3.5, online recruitment platforms – 4.22; professional social 
media platforms for job search – 3.92; social media platforms 
for job search – 3.71; recommendations from other people – 
3.93. The high p values for these factors are emphasizing their 
significance. The rest of the factors marked by number one, 
two, seven, eight had weak mean values.

In the third part of the survey respondents had to 
help to identify advantages and disadvantages of job 
search through SMP.

In the first question they were offered to evaluate the 
statements, which compare job search through SMP with 
traditional ways of job search.

As it may be seen from the Table 4, the answers are 
relevant, but respondents’ opinions’ concordance is weak 

(Kendall’s Wa = 0.490). All of the factors from one to five 
and factor number eight gathered high score of mean 
value, as people marked that it is: faster – 3.89; easier – 
3.98; more efficient – 3.69. It also allows to know more 
about the employer – 3.69; opens a wider choice of profes-
sions – 3.69; makes it possible to find a job even outside 
Lithuania – 4.01. The high p values for these factors are 
emphasizing their significance. 

In the second question respondents were asked to eval-
uate the statements regarding the main drawbacks of job 
search through social media platforms. 

As it may be seen from the Table 5, the answers 
are relevant, but respondents’ opinions’ concordance is 
weak (Kendall’s Wa = 0.468). Factors one, two, three 
and six gathered high score of mean value: watching 
out carefully for the account – 4.19; not all employers 
use social media – 3.67, privacy can be harmed – 3.64, 
higher possibility of scam – 3.55. The high p values for 
these factors are emphasizing their significance. The 
rest of the factors marked by number four, five had 
both weak mean values, while p values are statistically 

Table 3. The most popular ways of job search (source: created by the author, based on the results of the survey)

No Factor
Kendall’s Wa = 0.432

Mean rank Mean value P value

1. You use newspapers, magazines, paper-based advertisements to find a job. 2.57 1.76 0.00
2. You use labour exchange office to find a job. 2.86 2 0.00
3. You rely on word of mouth to find a new job. 5.43 3.5 0.00
4. You use online recruitment platforms (cvonline lt, cvbankas lt, etc ). 6.95 4.22 0.00

5. You use professional social media platforms for job search (LinkedIn com, Xing com, 
etc.). 6.53 3.92 0.00

6. You use social media platforms for job search (Facebook com, twiterr com, etc.) 6.06 3.71 0.00
7. You try to find a new job in your current company internally. 4.10 2.8 0.30
8. You use job search agencies to find a job 4.10 2.66 0.08
9. You use recommendations from your colleagues, friends, family. 6.40 3.93 0.08

Table 4. Comparison of SMP with traditional ways of job search (source: created by the author, based on the results of the survey)

No Factor
Kendall’s Wa = 0.490

Mean rank Mean value P value

1. Finding a job through social media platforms (professional and non-professional) is 
faster. 4.88 3.89 0.00

2. Finding a job through social media platforms (professional and non-professional) is 
easier. 5.14 3.98 0.00

3. Finding a job through social media platforms (professional and non-professional) is 
more efficient. 4.36 3.69 0.00

4. Finding a job through social media platforms (professional and non-professional) allows 
to know more about the employer. 4.46 3.69 0.00

5. Finding a job through social media platforms (professional and non-professional) opens 
a wider choice of professions. 4.30 3.69 0.00

6. Finding a job through social media platforms (professional and non-professional) allows 
to know company’s culture and values. 3.78 3.37 0.00

7. Finding a job through social media platforms makes the process more responsive 
(employers response more often). 3.71 3.42 0.00

8. You can find a job even outside Lithuania. 5.37 4.01 0.00
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significant.
In the third question respondents specified, which of 

the SMP they have ever used to find a job. 78.7% have 
used LinkedIn, 67.2% have used Facebook, 9.8% have 
used Xing, 9.8% marked “Other”, but all the options pro-
vided can not be considered as SMP, as there are online 
platforms for recruitment and messengers. 3.3% marked 
Twitter (see Figure 4). 

Figure 4. Platforms, which have been used by respondents for 
job search (percentage) (source: created by the author, based 

on the results of the survey)

In the fourth question, respondents were offered to 
specify whether they have ever had successful experience 
of job search through SMP. 55.7% marked that they had 
had successful experience, 44.3% marked “no” as an an-
swer.

In the fifth question the opinion of the respondents re-
garding whether SMP can replace other ways of job search 
was asked. 47.5% marked “yes” as an answer, 45.9% an-
swered negatively, 6.6% marked “other” and the options 
provided were “very soon can replace”, “it will replace, but 
it is a great additional platform” and others specify the 
same.

According to the chart, 51.7% male and 48.3% female 
think that SMP can replace other ways of job search, 
29.6% male and 70.4% female disagree with that, 50% of 
male and female answered “other”. 44.8% of people aged 
18–29, 41.4% aged 30–39, 6.9% aged 40–49, 6.9% aged 
50–65 agreed that SMP can replace other ways of job 

search, while 48.1% of 18–29 y.o., 22.2% of 30–39 y.o., 
25.9% aged 40–49 and 3.7% aged 50–65 answered nega-
tively. 82.8% of respondents living in a big city, 10.3% of 
those living in a city, 6.9% who rside in a town consider 
that SMP can replace other ways of job search. As com-
pared, 74.1% of those living in a big city, 18.5% of a city, 
3.7% of a large town and 3,7% from village do not think 
it can be a replacement. Other survey responses include: 
100% of people with higher education think that SMP 
can replace other ways of job search, while 11.1% with 
secondary education, 7.4% with secondary vocation-
al and 81.5% with higher education do not think the 
same. According to the status of respondents who think 
that SMP can replace all other ways of job search, 3.4% 
have their own business, 58.6% are employed by a pri-
vate company, 6.9% are employed by a public company. 
17.2% of them are students, 6.9% are unemployed or 
employed by a public company and 6.9% stated “other”. 
11.1% of people having their own business, 66.7% em-
ployed by a private company, 3.7% employed by a public 
company, 7.4% of students, 3.7% of the unemployed and 
those 7.4%, who specify “other”, do not think it can be 
a replacement.

In the sixth question, respondents’ recommendations 
for the successful job search through SMP were made.

As it may be seen below, the answers are not relevant, 
respondents’ opinions’ concordance is very weak (Kend-
all’s Wa = 0.010). None of the factors got high enough 
mean values, which means that none of the factors are 
important enough, but p values are statistically significant.

 – Include precise description about your education and 
work history;

 – Present a positive image of yourself;
 – Join professionally focused groups and communities 
and be active in discussions;

 – Present all your professional achievements.
In the last question of the survey only the respondents, 

who marked that they had never used SMP for job search, 
were addressed. The reasons of non-usage were asked for 
provision.

Table 5. The main drawback of job search through SMP (source: created by the author, based on the results of the survey)

No Factor
Kendall’s Wa = 0.468

Mean rank Mean value P value

1. Your privacy can be harmed (you do not want the potential employer to view 
your personal life). 3.49 3.64 0.00

2. You have to carefully watch out for your account (to attach the employer you 
have to post only “appropriate” information and pictures). 4.19 4.01 0.00

3. Not all employers use social media, which means, that you have to send your 
CV by other ways. 3.63 3.67 0.00

4. You always have to be connected to your social media (you need to check them 
all the time in order to find a reply or new position). 3.19 3.38 0.01

5. Mixed information (information about job posts is mixed with information, 
which is not related to that). 3.03 3.33 0.02

6. There is a bigger possibility of scam (everybody can create an account in social 
media, which mean you can become a victim of a scammer). 3.47 3.55 0.00
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As it may be seen below, the answers  (I do not use so-
cial media in general (mean value 1.08); I consider social 
media as my private life (2.90); I find it inconvenient in 
comparison with other ways of job search (2.92); I do not 
believe that it is possible to find a job through social me-
dia pltaforms (2.38); I prefer traditional ways to find the 
job (newspapers, magazines, paper-based advertisements, 
labor exchange office, word of mouth, recruitment agen-
cies, internally in your current organization, recommen-
dations from others (3.29)) are relevant, but respondents’ 
opinions’ concordance is weak (Kendall’s Wa = 0.234). All 
of the factors had weak mean values and strong p values, 
while number five has not got significant p value.

Summing up the results of the survey, the following 
conclusions can be made:

 – All demographical groups of general Lithuanian pop-
ulation are presented in the results.

 – Most of the respondents used SMP to find a job.
Online recruitment platforms, professional SMP and 

recommendations from other people are the most popular 
ways of job search.

Respondents answered that the main advantage of 
SMP over other ways of job search is simplicity of usage.

The main drawback of the job search through SMP is 
constant watching out for the account and posting only 
“proper” information on the page. It was declared, that 
not all the employers can use social media as a second 
drawback.

The most popular platforms for job search through 
SMP are considered LinkedIn and Facebook.

Most of the respondents also marked, that they had 
successful experience in job search through SMP and that 
they think it can replace all other ways of job search. 

Respondents couldn’t come to any significant recom-
mendation for successful job search through SMP.

Respondents, who marked that they have never 
searched for a job in SMP, mostly consider social media 
as their private life, which is why they do not want to use 
it for job search.

The portrait of the person who does not use SMP for 
job search has been defined: men and women 30–39 y.o. 
from cities and towns with secondary education, having 
their own business or employed by public companies.

The portrait of a person who does not think that SMP 
can replace all other ways of job search had been defined: 
female aged 40–49 from cities, large towns and villages 
with secondary vocational and secondary education, who 
can possibly have their own business or employed by the 
private companies.

Conclusions and discussion

The analysis of scientific literature sources revealed the ad-
vantages of job search through SMP, such as greater op-
portunities for job seekers to show their skills, job search 
speed, democratized information, large and wide choice of 
open job positions. However, job search through SMP also 
has drawbacks such as low privacy, job postings can get 

lost in other news feeds, not all companies have accounts 
with SMP, or risk of being scammed.

Based on the results of the survey of 190 Lithuanian 
residents aged 18–65, 65.4% of respondents used SMP to 
look for work. Almost half of the respondents (45.6%) 
were in the age group of 18–29. 78.7% of all respondents 
used LinkedIn, 67.2% used Facebook, 9.8% – Xing, and 
3.3% used Twitter. However, only 47.6% of respondents 
indicated that SMP can change other ways of looking for 
work, so it can be stated that nowadays SMP can’t replace 
all other ways of job search due to the fact, that people 
consider SMP as their personal space, which can’t be used 
for professional life. Also, the concerns regarding incom-
plete pool coverage of the employers play an important 
role. Nevertheless, respondents stated that they use SMP 
in combination with other ways of job search most often, 
and that it can be replaced by all other ways of recruit-
ment. More than a half of the respondents (55.7%)  stated 
that they had had successful experience in a job search 
through SMP, which means that even now there are peo-
ple who are hired using only SMP.

The obtained data can be used by the organizations 
in order to see which people can be targeted by SMP; the 
doubts regarding incomplete pool coverage of the employ-
ers can be removed by creating profiles for organisations 
and using them as the main tool for the recruitment. Fur-
ther investigation on the topic can be conducted in order 
to reveal how job seekers assess the employers by their 
presence in social media, which can help the organizations 
to build a strong online brand, which will attract the best 
possible candidates to their vacancies.

Currently, it is impossible to use only SMP for job search 
in such country like Lithuania, and it is better to combine 
this method with others. It is important in the case of people, 
who are aiming for lower or higher (managerial) professions, 
aged over 30. In order to attract all types of people for e-
recruitment through SMP, the companies should move the 
main focus on SMP like Facebook and LinkedIn.
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