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ABSTRACT: Information and Communication Technology (ICT) has engendered communication and collaboration across boundaries. 

The social media platforms are veritable tools that have made this scenario feasible. At the heart of the study is the investigation of 

academics’ awareness and use of LinkedIn for professional networking.  The study adopted the survey research methodology. Primary data 

was collected through questionnaire. The Uses and Gratification Theory (UGT) was employed to guide the study. Findings from the 

research point to low level of awareness and use of LinkedIn by lecturers in the University of Abuja. The study concluded that the scholars 

should expose themselves to the use of LinkedIn in order to further academic collaboration in this ICT age. 
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INTRODUCTION 

The communication sphere is in continuous advancement. 

Information and Communication Technology have 

transformed diverse aspects of modern society and social 

interaction. Today, individual can share information 

notwithstanding the global divides. At a punch of a button, 

we can perform different information and communication 

functions. The continued improvement in Information & 

Communication Technologies (ICTs) is the reason for the 

continuous improvement in information and 

communication exchange. Prior to advanced media 

technologies, there are two main ways in which 

individuals communicated- the broadcast media and 

private communication (Miller et al., 2016). Miller et al., 

(2016) further stated that the growth in ICTs have closed 

the gap between the conventional and private media. 

Ellison & Boyd, (2013) in their wisdom proffer that ICTs 

have transformed diverse aspect of modern society and 

social interaction. Cleary cited in Ali et al., (2013) opine 

that the statistics available indicates that the number of 

people who access the internet for entertainment, business, 

research and education is on the increase. One vital 

creation of the internet is the social media. And an 

important development ascribed to the social media is the 

social networking (Ellison & Boyd, 2013). In 2007, Boyd 

& Ellison tried defining social network sites. They 

describe social network as a web based services that 

allows individual to: 

 Constitute a public or semi-public profile within a 

bounded system. 

 Articulate a list of other users with whom they share a 

connection. 

 And view and traverse their list connection and those 

made by others within the system. 

 

Besides sharing these characteristics, social network sites 

differ in diverse ways (Ezumah, 2013).  Wilson et al., 

cited in Ali et al., (2013) describe social networks as 

popular platforms for social interaction and 

communication and information sharing on the internet. 

Huberman et al., (2009) stated that social network sites aid 

individuals to establish contacts with others based on 

common interest are becoming very popular. Social 

network sites are mainly used for making social 

connection.However others serve concerted functions like 

learning, activism, socialization, content creation, sharing 

and keeping filial and casual relationship as earlier version 

of MySpace and Facebook (Ezumah, 2013). Ezumah 

(2013) asserts that LinkedIn is strictly for business and 

professional purposes. 

 

STUDY GAP/STATEMENT OF THE PROBLEM 

This study attempts to fill certain gap in social media 

literature. There are various studies on social networking 

sites like WhatsApp, Facebook and Twitter with less work 

on LinkedIn. Alsanie (2015) studied Facebook, Twitter, 

and WhatsApp. The study did not consider LinkedIn. 

Mefolere (2016), Ahad& Lim, (2014), Jisha&Jebakumar, 

(2014), Yeboah et al.,(2014), Yebaoh&Ewur, (2014) just 

to mention a few researched WhatsApp. This study 

furthers knowledge by extending the research on social 

networking sites to include LinkedIn. Besides, it 

population of study is academics, and not the usual 

population for other studies- students. Therefore, the study 

seeks to investigate academics awareness and use of 

LinkedIn for professional career building. 

 

LINKEDIN: A PROFESSIONAL SOCIAL 

NETWORKING SITE 

Cyber-citizen is becoming a popular vocabulary among 

internet users. Online communities are formed through 

continuous interaction among internet users that share 

common interest.Omurchu et al., cited in Ali et al., (2013) 

posited that people are making use of social network sites 

for private and professional endeavours.  The world’s 

largest professional network with 400 million users helps 

you build your professional identity online and stay in 

touch with colleagues and course mates (LinkedIn.com, 

2015).  This SNS claims to help persons discover 

professional opportunities, business deals, and new 

venture. Keenan and Shiri, (2009) define LinkedIn as a 

business networking site that focuses on professional users 

creating and building a network of colleagues and other 

business connections. For Kelly &Dellasalle (2012), 

LinkedIn is an interconnected network of experienced 

professionals from around the world with over 55 million 

members. Kelly &Dellasalle (2012) went further to say 

“when you create your profile that summarizes your 

professional expertise and accomplishment, why not 

include a mention of your article”. According to 
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Papacharissi (2009), LinkedIn and other business 

networks, the focus is strictly on professional life. The 

profiles for these professional networking sites resemble a 

CV and do not provide field for hobbies (Utz, 2016). 

LinkedIn has more professional focus, and it is of less use 

to non-professional (Papacharissi, 2009). Utz (2016) 

assume that LinkedIn is work-related. Utz&Muscanell 

cited in Utz (2016) assert that, people on LinkedIn are also 

more likely to follow colleagues, former colleagues, and 

important people in their field, on business networks than 

on Facebook.  Persons on LinkedIn can search for jobs, 

seek experts in a particular sector, and make contact with 

other professionals via some strings of connection 

(Omurchu et al., 2004).  Omurchu et al., (2004) further 

highlighted some advantages of LinkedIn to include:  

 LinkedIn helps members get most from their 

professional network. 

 It keeps members abreast about their contacts and 

development in their specialty. 

 It helps members control their professional identities. 

 Linked assist members discover the people and 

knowledge they need to succeed. 

 It helps members reconnect with former colleagues 

and classmates quickly. 

 It also helps in the discovery of inside connections 

when searching for a job or new business 

opportunities. 

 And finally, it makes staying in touch easy. 

 

Similarly, Ali et al., (2013) demonstrated that LinkedIn 

helps professional relationship through three main 

functions: reconnecting with colleagues and associates, 

exploring the hidden job market, and making contact with 

industry experts to learn a specific topic. LinkedIn is a 

symbol of advancing group of social sites that are very 

much focused on professional and business associates. All 

services on LinkedIn function exclusively to advance 

professional relationship. (Keenan &Shiri, 2009). 

LinkedIn was founded on December 28, 2002 and was 

launched on May 3, 2003. Its Headquarters is located at 

Mount View, California, United States of America. The 

founders are: Reid Hoffman, Konstantin Guericke, Jean-

Luc Vaillant, Allen Blue, Eric Ly 

 

THEORETICAL FRAMEWORK 

Many theories have been adopted for the study of social 

networking sites or social media. The Uses and 

Gratification Theory (UGT) was adopted for this study. 

Uses and Gratification theory is associated with Elihu 

Katz, Jay Blumler and Michael Gurevitch. Though the 

early originator of the theory are scholars like Paul 

Lazarsfeld, Herta Herzog and Frank Staton (Baran& 

Davis, 2012). According to Ezumah (2013), Innovations 

in technologies have changed the methodological use of 

Uses and Gratification theory, and it has also provided 

platform for its application. Baran& Davis (2012) 

corroborated this statement when they said that the digital 

transmission of information demonstrates how new 

technologies can bring about transformation in what we 

do with the media. Furthermore,Ezumah (2013), puts it 

succinctly, “current technologies, especially the internet 

and World Wide Web components have resurrected the 

validity, and dynamics presence of the Uses and 

Gratification theory in media and media content use”. 

Ruggiero (2000) outlines some features of the new media 

that make Uses and Gratification theory relevant in this e-

age. The features are: interactivity, demassification and 

asynchroneity. According to Ruggiero, interactivity is the 

user’s ability to switch and regulate contents and other 

types of exchanges during mutual activities with others. 

He asserts that demassification entails the ability of the 

media to select or make choices from diverse menu. And 

finally, asynchroneity is the user ability to access media 

messages at any time as opposed to one particular time. It 

is pertinent to state that these characteristics are inherent 

in the social media. The social media have such qualities 

as, interactivity, connectivity, multitasking, content 

creating etc. hence; this study will be anchored on the 

bases of Uses and Gratification theory by examining if 

lecturers use LinkedIn for professional networking. In the 

wisdom of Baran& Davis (2012), they say, we might be 

active consumers of the internet by the day and passive 

consumers of movies at night. Uses and Gratification 

theory is centered on the active audience theory. This 

theory explains what the individual does with the media 

and not what the media do with the individual. The theory 

entails the “use to which persons put media and the 

gratification they seek from those uses” (Baran& Davis, 

p.245, 2012). 

 

OBJECTIVE OF THE STUDY 

The main objective of the study is to investigate 

academics awareness and use of LinkedIn for professional 

networking. However, the researcher raised three 

secondary objectives that will further drive the study. 

The secondary objectives are enumerated below: 

 To investigate Academics awareness of LinkedIn. 

 To assess to what extent Academics use LinkedIn 

 To ascertain factors that influence Academics 

preference of LinkedIn? 

 

The following research questions provide answers to the 

objectives of the study: 

 Are Academics aware of LinkedIn? 

 To what extent do Academics use LinkedIn? 

 What factors influence Academic preference of 

LinkedIn? 

 

METHODOLOGY 

The research design for the study is the quantitative 

research methodology- survey. The study adopted the 

purposive sampling method- a non-probability sampling 

method, in order to have a good representation of the 

study population- the Lecturers as probably users of 

LinkedIn. The scholar adopted the purposive sampling 

methodology because the method avails researcher the 

opportunity of studying certain characteristics in the 

population that will enhance the study.  

 

STUDY POPULATION 

The population of a study is all the conceivable elements 

under the investigation of the scholar. The elements may 

be animate or inanimate. The population of the study is all 

the academics in the University of Abuja.  

 

SAMPLE SIZE 
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84 academic staff of the University of Abuja formed the 

sample size for the study. The sample size was arrived 

using Australia’s National Statistics Service  sample size 

calculator. 

 

INSTRUMENT FOR DATA COLLECTION 

The instrument for data collection is the questionnaire. A 

fourteen-tem questionnaire was used to elicit quantitative 

data. For instance, questions like: are you aware of 

LinkedIn as a social networking platform? Are you on 

LinkedIn? etc. were posed to the respondents. Similarly, 

demographic information on gender, age, academic 

position was posed. The 84 questionnaire that was 

administered to the respondents were duly completed and 

returned. 

 

DATA ANALYSIS  

The scholar employed the Simple Percentage Table (SPT) 

in analyzing the date. The analysed data were presented in 

tables. Attention was given to questions that motivated the 

study. In other words, questions that were in tandem with 

the research objectives were analyzed. Below are the 

analyses: 

 

Table 1: Respondents’ social network preference 

 
Responses Frequency Percentage 

Facebook 35 41.66% 

LinkedIn 18 21.42% 

WhatsApp 25 29.76% 

Twitter 6 7.14% 

Total 84 100% 

 

Table 2: Respondents’ awareness of LinkedIn as social 

networking site 

 
Responses Frequency Percentage 

Yes 33 39.28% 

No 51 60.71% 

Total 84 100% 

 

Table 3: Respondents’ presence on LinkedIn 

 
Responses Frequency Percentage 

Yes 21 25% 

No 63 75% 

Total 84 100% 

 

Table 4: Frequency of use of LinkedIn 

 
Responses Frequency Percentage 

Very Often 15 17.85% 

Often 10 11.90% 

Seldom 13 15.47% 

Not at all 46 54.76% 

Total 84 100% 

 

 

 

 

 

Table 5: LinkedIn as a preferred professional networking 

site 

 
Responses Frequency Percentage 

Yes 20 23.80% 

No 19 22.61% 

Undecided 45 53.57% 

Total 84 100% 

 

Table 6:Factors that influence respondents use LinkedIn 

 
Responses Frequency Percentage 

. T To connect with Alumnus 

Fre and professionals 

fr 
Jj 

20 23.80% 

Undecided 64 76.19% 

Total 84 100% 

 

DISCUSSION OF FINDINGS 

Findings from this study are pointing to the direction that, 

lecturers at the University of Abuja do not actively use 

LinkedIn for professional networking. However, a 

research from vicinity may prove contrary. The 

respondents’ social network preference (Table 1) clearly 

indicates that Facebook accounts for 41.66%, which 

makes it the most preferred. Next in the line is WhatsApp- 

29.76%. LinkedIn came in third with 21.42% and Twitter 

was the least preferred with 7.14%. This is a pointer to the 

fact that the scholars do not make use of LinkedIn like 

others social networks- Facebook and WhatsApp. The 

respondents’ awareness level of LinkedIn (Table 2) 

corroborates the above statement. 33 respondents 

representing 39.28% are aware that LinkedIn is a social 

media platform. In contrast, 51 respondents (60.71%) are 

not aware that the platform is a social networking 

platform. This finding shows that the respondents are 

probably still tied to the “conventional” social networking 

sites instead of moving into the realm of virtual 

networking for professionalism. Furthermore, statistics 

from the respondents’ use of LinkedIn revealed that the 

respondents, due to their low level of awareness as shown 

in table 2, their use of the platform is also appalling. As 

indicated in table 4, 46 respondents or 54.76% do not use 

the platform at all. 13 respondents seldom use it, 11.90% 

of the respondents use it often, while just 15 respondents, 

representing 17.85% use the platform very often. It is 

obvious from table 5, that the preponderance of 

respondents who did not respondent to simple question of 

yes or no answer supports the argument that, due to the 

low level of awareness and use, respondents could not say 

if the LinkedIn is a professional networking site or not. 45 

respondents, representing 53.57% did answer neither yes 

nor no, if LinkedIn is a professional social networking 

site. As shown on the table, the number of respondents 

who answered in the affirmative and negative combined 

cannot measure up to the number that were undecided. A 

meager 20 respondents (23.80%) identified the factor, “to 

connect with alumnus, friends and professionals in my 

field” as their reason for using LinkedIn.64 respondents 

(76.19%) were undecided. This is connected to the low 

awareness and use of the platform. However, the factors 

identified by the 20 respondents are pointer to one thing- 

LinkedIn could engender professional networking and 

collaboration.  This research has revealed that scholars in 

the University of Abuja have not fully embraced the 

power of LinkedIn. LinkedIn is adjudged to be the top-

most social networking sites for professionals. The 

platform could serve as linked to share ideas and 

collaborate among scholars no matter the geographic 

location.  
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CONCLUSION 

The social media are powerful tools that if used positively, 

it could lead to making relationship building a lot more 

easier. The attribute of the social media has made quit 

essential in this era. The phenomenon of the world being 

global village as postulated by Marshall McLuhan in the 

60s is starring at our faces and we have come to that 

reality. LinkedIn as a professional social networking site 

could engender collaboration among scholars despite 

geographical boundaries. It is pertinent to state that, at this 

electronic age, scholars cannot afford to be left out ofthe 

scheme of things. It is paramount that we are part of the 

roller coaster. 
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