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Consumer Perspectives on Social 
Media and Careers 

Source: Nielsen NetView December 2010 



Social networking has radically 
changed the way we consume online 
media. 
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How social networking has come to 
dominate our online activities 

Social 
Networking 

24% 

Online 
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11% 

E-mail 
7% 

Videos/Mov
ies 
4% 

Portals/Co
mmunities 

4% 

Other 
50% 

December 2010 
Share of All Online Time Spent 

Online 
Games 

12% 

E-mail 
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Social 
Networking 
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5% Instant 
Messaging 
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Other 
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December 2008 
Share of All Online Time Spent 

Source: Nielsen NetView December 2010 
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Facebook has grown dramatically, while Twitter 

and LinkedIn have forged large, steady audiences 
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Reach Growth of Popular Social Networks 

Facebook

LinkedIn

Twitter.com

Source: Nielsen NetView December 2010 
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Social networking is taking time away from 
established online media 

Social Networking 

Portals Classifieds/Auctions 

Gambling Online Games 

E-mail 

Change in Time Spent Per Person 
December 2008 ï December 2010 + 03:14:09 

- 00:15:36 - 00:20:32 
- 00:38:02 - 00:40:00 

- 01:14:49 

Source: Nielsen NetView December 2010 
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And social networking may also be taking time 

and reach away from career development sites 
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US Unemployment vs. Career Development Site Reach 

US Unemployment

Career Development Sites (CareerBuilder, Monster, 
Indeed, HotJobs, Beyond.coméetc.) 

-18% 

Reach 

 

-23% 

Share of 

Online 

Time 

Source: Nielsen NetView December 2010, US Bureau of Labor Statistics 
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Meaning in 2011, professionals and job seekers 

might be more likely to try social networks 

76% 

81% 
84% 

60%

65%

70%

75%

80%

85%

90%

Average US Pop. Professional Career Professional Career
and Changing Jobs

Social Networking Penetration by Segment 

Source: Nielsen @Plan December 2010 
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How are professionals and job 
seekers engaging with social 
networking? 
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Job seekers are more inclined to follow brands, 

become fans, as well as comment and post 

Activity 

DO NOT Plan to 

Change Jobs Next 

12 Months 

(Professional) 

Plan to Change 

Jobs Next 12 

Months 

(Professional) 

Difference in 

Engagement 

Overall participation in social 

media activities 55.8 64.7 +16% 
Become a fan 

or follow a brand 14.9 20.3 +36% 

Comment on others postings 39.7 46.9 +18% 

Post status updates 31.8 40.8 +28% 

Post links, articles, videos, or 

websites 14.2 20.0 +41% 

Source: Nielsen @Plan December 2010 
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Job seekers have larger networks on both 
Facebook and LinkedIn 

Source: Nielsen Custom Survey, n = 3,500,  December 2010 

168 

128 

65 56 

0

20

40

60

80

100

120

140

160

180

Changing Jobs Not Changing Jobs

Facebook Friends

LinkedIn Contacts

P
re

s
e
n
te

d
 b

y
 N

ie
ls

e
n
 a

s
 p

a
rt

 o
f 

th
e
 P

a
rk

e
r 

S
p
e
e

d
 S

e
ri

e
s
 T

M
 o

n
  

2
/8

/2
0

1
1
 ▪

 w
w

w
.p

a
rk

e
rs

e
rv

ic
e
s
.c

o
m

 



12 

Copyright © 2011 The Nielsen Company. Confidential and proprietary. 

Professionals and managers at different levels tend to 

have the largest networks on both sites 
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78 
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Source: Nielsen Custom Survey, n = 3,500,  December 2010 
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Business-only contacts on LinkedIn are kosher, but Facebook and 

Twitter may blur the line between “friend” and “colleague” 
Q: Have you ever connected with someone on site X specifically 
for the purpose of career networking? 

•Those in an 

Executive/ 

Managerial or 

Professional 

position are 

significantly more 

likely to use 

Facebook for 

career networking 

than people in 

other occupations. 

 

• Many of the 

occupation groups 

tend to stick to 

LinkedIn for 

forging business-

focused 

connections 

9% 

17% 

20% 
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32% 

14% 
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Technical

Professional/
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Sales
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Source: Nielsen Custom Survey, n = 3,500,  December 2010 
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LinkedIn has the highest proactive and 
reactive social recruiting engagement 
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Proactivity: % of Professionals Likely to Search for Jobs 

Consumer Likelihood to Engage with Social Media Sites 
By Occupation, December 2010 
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Source: Nielsen Custom Survey, n = 3,500,  December 2010 
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When and where are professionals 
and job seekers engaging in social 
media activities? 
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LinkedIn usage is heavily skewed towards 
standard working hours 

 -

 2.0

 4.0

 6.0

 8.0

 10.0

 12.0

Source: Nielsen NetView December 2010 
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Facebook engagement accelerates steadily 
throughout the day 

 -
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Source: Nielsen NetView December 2010 
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Twitter usage spikes throughout the day 
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Source: Nielsen NetView December 2010 
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Job seekers are more likely to use laptops 
and mobile devices for social networking 

64% 
(71%) 

63% 
(52%) 

27% 
(19%) 

53% 
(61%) 

60% 
(47%) 

31% 
(28%) 

65% 
(69%) 

65% 
(56%) 

10% 
(10%) 

Job Seekers% (Non-Job Seekers%) 

Q: On what device do you 
typically use service X? 

Source: Nielsen Custom Survey, n = 3,500,  December 2010 
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Why are professionals and job 
seekers engaging in social 
networking? 
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Because social career networking is easy, 
fast, high-tech, and professional 

Source: Nielsen NetView December 2010 
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are true about 
this 
statement: 
 
“Searching for 
a job on X 
is…” 
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BUT WAIT: always bear in mind how 
consumers cultivate their online personas 

Facebook = 
ñWho I am.ò 

Twitter = 
ñWho I want to 
be.ò 

LinkedIn = 
ñOnly the best 
parts of who I am 
and who I want to 
be.ò 
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Which may explain negative connotations 
around Twitter, Facebook, and Craigslist 

Association of Terms with Job Search Platforms

-1.5 -1.0 -0.5 0.0 0.5

-0
.4

-0
.2

0
.0

0
.2

0
.4

0
.6

High-tech

Fast

Easy

Professional

Unprofessional

Risky

Helpful

None of the above 

Facebook

LinkedIn

Twitter

College.Network

CareerBuilder

Craigslist

Monster

HotJobs

Newspaper

Positive 
associations. 

Negative 
associations. 

Source: Nielsen Custom Survey, n = 3,500,  December 2010 
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Facebook and Twitter are viewed as high-tech, but 

also risky, unprofessional, and even pointless 

Facebook Twitter 

Risky 

36% 

Risky 

28% 

Unprofessional 

29% 

Unprofessional 

28% 

Pointless 

19% 

Pointless 

22% 

High-tech 

13% 

High-tech 

14% 

Easy 

12% 

Difficult 

9% 

Source: Nielsen Custom Survey, n = 3,500,  December 2010 
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Most traditional job boards have more positive 

associations, with the exception of Craigslist 

CareerBuilder Monster HotJobs Craigslist Newspaper 

Helpful 
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Helpful 
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Helpful 
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Risky 
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Fast 
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Fast 
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Source: Nielsen Custom Survey, n = 3,500,  December 2010 
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Putting it all together. 
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A simple framework for thinking about social 

media branding/recruiting 

Did the media 
environment 
provide 
receptive 
viewers? 

Did my 
message 
reach the 
intended 
audience? 

Did the 
message 
generate the 
desired 
results? 

reach receptivity engagement 

Deliver message to 
qualified 
professionals. 

Deliver message to 
people receptive to 
engaging with the 
opportunity or the 
brand. 

Fill the position or 
extend the corporate 
brand in a positive 
way. 

Source: Nielsen NetView December 2010 
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The framework in action… 

Source: Twitter.com 
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Thank you 

Source: Nielsen NetView December 2010 



The Social Media Landscape 

Presented by: 

Alex Kralicek 

Recruiting Programs Manager 

Parker Staffing Services 

Presented on 2/8/2011 ▪ www.parkerservices.com 



Wow. 
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Keep it Simple 
·Set a goal 

·Identify targets 

·Manage your online reputation 

·Make it measurable 
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Set a Goal 
·Branding and awareness 

·Candidate engagement 

·Candidate pipelining 

·Employee engagement 

·Building a òtalent communityó 

Presented on 2/8/2011 ▪ www.parkerservices.com 



Identify Targets 
·Key positions that are crucial to your organizationõs success. 

·Where do they live online? 

·How and where are they spending their time? 

·Are you in active in these spaces? 
 

This is where the idea of  a talent community is born. 
 

·Social media recruiting is not for active candidates 

·Not a broadcast 
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Manage your Online Reputation 
·Social media is all about word-of-mouth. 

·Share success stories, from an employeeõs perspective, about 
your organization. 

·More than just a job posting; provide talent unique 
information about your company and opportunities. 

·Response is key ð òListen, learn and engage.ó 

·People are looking to engage your organization and expect a 
response 

·Start conversations! 
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·Links on your website, email signatures, include in marketing 

campaigns 

 

 

 

 

 

Alex Kralicek  | Recruitment Programs Manager 

Parker Staffing Services| 818 Stewart Street | Ste 1210 | Seattle, WA 98101 

p: 206-652-1502 | f: 206-223-8227  

 

 
A different experience, a better outcome 
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Manage your Online Reputation 



Is it measurable? 
·Short answer: Yes. 
·Long answer: No tried and true way. 

·ROI is the million dollar question in social media. 

·òSocial media recruiting is incredibly effective but it takes time, resources, and will 
never produce high volumes of  hires. Its focus must be on landing a relatively small 
number of òhigh-valueó top performers, game-changers, and innovators.óð Dr. John 
Sullivan (ere.net) 

·What can you do? Implement tracking and educate. 
·System capabilities/source codes 

·User knowledge/adoption 

·Webinars/lunch and learns 
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Of Course, There are Risks! 

·Losing control of  your brand 

·Cultural/business fit for your company 

·Legal 

·People expect to hear an authentic voice 

·People will expect to communicate with you. How do you 

manage responsiveness? 
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Greater risk in not moving 
forward.  

 
Conversation is moving on  

with or without you. 

Presented on 2/8/2011 ▪ www.parkerservices.com 



Thank You 
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