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Abstract

This article reports findings from a phenomenograptvestigation into career practitioners’
ways of experiencing social media in career sesviEecus group interviews were conducted
with 16 Danish and Finnish career practitionerdeiperience using social media in career
services. Four qualitatively different ways of exprcing social media in career services were
identified. Social media in career services wasdrpced as (1) a means for delivering
information, (2) a medium for one-to-one communamat(3) an interactive working space, and
(4) an impetus for paradigm change and reform.rékalts suggest that models of career
intervention and ways of experiencing social meglipear to be intertwined. The hierarchical
structure of the findings may serve as a tool ¢ématbles career practitioners to deepen their ways
of experiencing and understanding social mediarneear services using the critical aspects that
were identified.

Keywords career services, career practitioners, social medigs of experiencing,

phenomenography
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Practitioners’ Experiences of Social Media in Cai®ervices

A growing number of career practitioners and caceeters are reaching out to
individuals and community members in new ways lggnating various social media tools,
such as Facebook, Twitter and LinkedIn, into tipeafessional practices (e.g. Dyson, 2012;
Osborn & LoFrisco, 2012). To many, social mediasangply online tools to share information
and to communicate and socialize with one anotheéhe broader sense, social media is defined
as a process where individuals and groups builshanton understanding and meaning with
contents, communities, and Web 2.0 technology @ehtgvist, Back, Heinonen, & Halonen,
2010; Kangas, Toivonen, & Back, 2007).

An extensive body of literature has examined the ®.g. Harris-Bowlsbey & Sampson,
2001; Sampson, 2008; Vuorinen, 2006; Watts & OR€0Q6; Watts, 1996) and the use of
information and communications technology in cassvice delivery (e.g. Watts, 2002; Harris-
Bowlsbey & Sampson, 2005; Osborn, Dikel, & Samp&ii,1; Sampson & Osborn, in press).
Information and communication technologies in cassgvices are continuously viewed as a
tool, as an alternative, and as an agent of chemgeidance (e.g. Barnes, La Gro, & Watts,
2010; Watts, 1986, 1996, 2010). Due to the relftivecent use of social media in career
services, a very limited amount of research hasa bbeaducted in this area. Existing literature
provides some examples and evidence that sociabrhasie considerable potential for career
services (e.g. Bimrose, Barnes, & Atwell, 2010; kkgoHutchinson, & Watts, 2010a, 2010b;
Sampson & Osborn, in press); however, empiricalisgion the use of social media in career
services and on the effectiveness of social medcatreer services are limited. Recently, Dyson
(2012) provided an example of using Facebook ieeraservices, Hooley (2011) explored the

phenomenon of careers blogging, and Osborn anddai~2012) investigated university career
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centers’ use of social media. Osborn and LoFri20d 2) found that many career centers have
increased their use of such social media toolsaaslfook, Twitter, and LinkedIn. The three
most common ways of usage were to provide studeititscareer-related information, to
connect with students, and to promote career sssvigocial media can also be used to develop
job networks (Niles & Harris-Bowlsbey, 2013).

Social media is fast becoming as much a necessigy @pportunity in career services,
and practitioners’ competency to work in this nead®m is an area of increasing importance (e.g.
Bimrose, Hughes, & Barnes, 2011; Osborn et al. pOA Tecent study revealed that models of
career intervention and the ways of conceptualizgimgal media appear to be intertwined
(Kettunen, Vuorinen, & Sampson, 2013). The findimglicated that, if the career services sector
is to take advantage, to be innovative, and toié@shovel career service delivery formats
afforded by new technologies (e.g. Hooley et &11,(&, 2010b; Watts, 2010), it is necessary to
support professionals in their understanding ofdr@ous social media tools and the ways in
which they could be incorporated into existing pis. To do so, more detailed research on
career practitioners’ experiences with social meahd its influence on career professionals’
practice are needed.

Consequentlythe present study examines how career practitiagysrience social
media while using it in career services. The aitoidiscover and describe the qualitative
variation in the ways of experiencing the phenommefidne study was guided by the following
research questions: (1) What are career practigsoneys of experiencing social media in
career services? (2) What are the critical aspgbatdifferentiate qualitatively varying ways of
experiencing social media in career services? Jtndy lent itself to a qualitative research

methodology known as phenomenography (e.g. Mait®86; Marton & Booth, 1997) that is
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specifically designed to investigate the qualitalwdifferent ways in which people at a
collective level experience or conceptualize aipaldr phenomenon, in this case social media in
career service3.he reason for choosing this methodology, and tivate aim of describing the
variation in experience, is to expand the undedstanof critical aspects in the development and
successful use of existing and emerging technatdgieareer services.
Method

Participants

Participants were 16 Danish and Finnish careettificagers with experience using social
media in career services. Seven of the sixteercgmmts were from Denmark and nine were
from Finland (ten women and six men, aged 30-5%9syedth career service experience ranging
from two to 17 years). In keeping with phenomenpbiatechniques (Akerlind Bowden, &
Green, 2005), variation within the participants wasberately sought out to maximize diversity
in the ways of experiencing the phenomenon. Enmaising practitioners with experience using
social media were sent to a national eGuidancescegiVejledning, in Denmark, that provides
service via various communication channels aneams media settings. Emails were also sent
to lists of Finnish professional guidance bodied @aining units. Practitioners were self-
identified with experience using social media ireea services. Experiences concerning the use
of social media guided the identification and sitecof interviewees, and purposeful sampling
(Patton, 2002) was utilized to ensure informatimh-cases from which knowledge concerning
the research objectives could be gathered. Thenaisnto ensure that a sufficient number of
relevant voices were heard (Bowden & Green, 20bQ)revious phenomenographic studies, it
has been suggested that, as long as the samplectesl to maximize variation, between 10 and

15 subjects is normally enough to capture the tiarigAkerlind, 2008; Trigwell, 2000). The
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study participants represent career and guidanaesetors from a variety of settings:
comprehensive, secondary, and higher educatiorebh&svpublic employment services in both
urban and rural settings. All the participants hadasters’ degree and were qualified in
accordance with the national certification requieeis.

Procedure

Data were collected using the focus group interviesthodology (Bogdan & Biklen,
2006, Kitzinger & Barbour, 1999; Krueger, 19972918, 1998). Interviews are the most
common method of obtaining phenomenographic ddtaguegh other methods are possible
(Marton & Booth, 1997). Since the aim of this stwadys to investigate the range of different
ways of experiencing the same phenomenon, focugpgraere considered to be an effective
method for encouraging the participants to exptiess thoughts, views, and experiences
through interacting with each other. Furthermooeus groups were considered appropriate
because phenomenographic research aims at captotlagtive rather than individual accounts
of people’s experience of the phenomenon.

Three focus groups, one in English with Danish eapeactitioners and two in Finnish
with Finnish career practitioners, were carriedlmetiveen February and May 2012. Each focus
group comprised four to seven career practitioaatswas conducted in Finnish by the first
author and in English by the first and second astheho are fluent in both languages. When
conducting focus groups jointly, the researcheslb@h individual and shared responsibilities.
One acted as a facilitator and was primarily coneérwith directing the discussion and keeping
the conversation flowing. The other managed therckegs and occasionally probed the
response of a participant in more depth. Whenifatiig the focus group alone, the facilitator

managed the recordings. For quality control, thiedf questions and the roles of the facilitator
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and assistant were reviewed and discussed pribetfiocus group interview.

The focus group interviews were semi-structured@msisted of questions designed to
direct the interviewees’ focus toward the targegrmmenon. Five questions were addressed:
What is the role of the career practitioner in nmggtareer services goals?; What is the role of
social media in career services?; What is careegicgelike in social media?; What are the skills
needed for social media in career services?; amd ¢dm social media be best utilized in career
services? The interviews were informal and contensal, allowing the interviewees to reveal
their current experience of the phenomenon as &ty openly as possible. Follow-up questions
such as Could you tell a bit more about that?, €gal describe it/explain it a little further?,
and Could you give an example of it? were usedhtmearage the participants to elaborate on or
clarify their responses. When asking follow-up digess, the facilitator was careful to avoid
leading the interviewees’ responses. The focusmnoierviews were digitally recorded and
transcribed verbatim for analysis.

Data Analysis

The data analysis was conducted using a phenomagtugrapproach (Akerlind, 2005b;
Marton & Booth, 1997; Marton & Pong, 2005). There garious approaches to
phenomenographic data analysis concerning whédtledotus should be on the whole transcript
(Bowden, 1995, 2000) or on quotations that have les¢racted from the data (Marton, 1986).
The approach taken in this study began with lookintipe transcripts as a whole in order to
establish interrelated themes and meanings. Suestguarge sections of each transcript were
considered, and excerpts that exemplified variagioth meaning were selected. The purpose
behind using the entire transcript or large sestimineach transcript was to increase accuracy in

interpreting the answers (Akerlind et al., 2005).
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The first phase of the analysis focused on idenifyand describing career practitioners’
ways of experiencing social media in career sesvicgjeneral terms. Repeated readings gave
familiarization with the data, and by focusing e similarities and differences in the expressed
meanings, cases of variation or agreement weréifigehand grouped accordingly. Prior to the
data analysis, no codes were developed. Gradigllgpmparing and contrasting identified
similarities and differences, a draft set of dgstore categories for collective meanings was
developed, defined, and named.

The second phase of the analysis focused on d&hgdagical relationships among the
various categories. Critical aspects—themes thagistently occurred across all categories
representing differences between various ways péggncing social media in career services—
were identified and used to structure the logie&tronships both within and among the
categories (Akerlind, 2005a). The aim was to reve@ way of seeing a phenomenon in
comparison to another, more complex one (Akerl2tf)5a; Marton & Booth, 1997).

To ensure a robust analysis of the data, thedustor, fluent in both Finnish and English,
initially analyzed them and then a second opini@s wought from research colleagues whom
she met with several times to discuss and revisedkegories and their structures so each
category would confirm that the interpretationshe data were valid. Co-authors act as devil's
advocates, probing the category candidates anddhical aspects and asking for justifications
from within the transcripts for the particular fantation. This group process, emphasized by
Bowden (e.g. 2000), made it less likely that analysuld stop partway. This was also a means
to minimize the researcher’s individual perspectnd to ensure loyalty to the data when
formulating the categories of description. Iteratre-reading and re-drafting was repeated until

saturation occurred, that is, until the re-readailgd to produce any significant change in the



EXPERIENCES OF SOCIAL MEDIA IN CAREER SERVICES 9

categories of description (Bowden & Green, 2010)ti#ee researchers have experience in both
information and communication technologies in cassevices and in qualitative research. The
steps described above were important in ensur@adytistworthiness of the results.

According to Marton and Booth (1997), categoriededcription should meet three
guality criteria: each category should describésarattly different way of experiencing the
phenomenon; a logical relationship between eaaygoay should be hierarchically represented,;
and there should be a limited, parsimonious nurobdifferent categories that describe the
variation across the sample. The final phase dfyaisamade sure that these criteria met the
hierarchically structured set of categories of gtigly.

Results

The analysis of the data revealed four distintdgaries of description that reflected
career practitioners’ ways of experiencing the afsgocial media in career services (Table 1).
Social media in career services was experiencétl) asmeans for delivering information, (2) a
medium for one-to-one communication, (3) an intevacvorking space, and (4) an impetus for
paradigm change and reform. The formed categorggs nested in hierarchies expanding from
the least to the most complex understanding. Tlea@imenal aspects differentiating the
categories are called dimensions of variation. Tdwyprise the critical aspects for expanding a
more sophisticated or complete level of understamdihese dimensions were namelg of
social media, function of social media, attitudesjonale, perception, intervention paradigm,
nature of interactionandpractitioner’s role.Each category is further detailed below. Excerpts
from relevant interview transcripts are includedllizstrate key aspects of the categories. It is
important to note that this categorization représeanllective rather than individual experience

of social media in career services.
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Description of the Categories

Category 1: Social media as a means for deliveringformation. In the first category,
social media is experienced as a means for datigenformation in career services.
Practitioners consider social mediauaeful tooldor deliveringinformation and advicebut are

not convinced of its potential for any other tyjpéguidance intervention.

“I somehow just always want to remind people thé just a tool .

“Mainly | just deliver information there. ”

“It gives kind of like, like maybe some kind of tast help. . . but | don’t see that any kind of

deep guidance intervention is possible with it sbmedia].”

Practitioners areeservedn using social media and use it in accordanch thieir
existing practices. The rationale for using sonialdia in career services\sibility. In this
categorysocial media provides an effective way of makinfgimation and services more
visibleto a defined group of people. Furthermore, practdrs believe that social media may

serve as a way to lead people to career services.

“l am there just in case some people try to findthmeugh that channel, so | am involved there.”

“ .. .it [social media] expands information delivery emously. It cannot be known how much a

message ultimately spreads.”

“It [social media] is used as. .kind of like the first step to something real/prope

Practitioners perceive the use of social medigfofessional purposes aglaallenge
These challenges relate to time consumption, two&ce of tools and resources, and to the

transparent and open nature of social media, Wwelptimary concern being a perceived lack of
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control over content. Practitioners believe thairtprofessionalism is more easily questioned
than ever before and are concerned about the agycana validity of the information they

present.

“This is a big challenge for traditional careergiree. . .you need a bit of encouragement to post

your knowledge.”

“The document will stay there in view and you aablie for each word you write or don'’t write

there.”

A preference fomdividual face-to-faceareer intervention is evident in this category.
The interaction between a career practitioner anh@ividual is predominantly described as a
one-wayactivity. The practitioner is regarded aseapertwho provides credible messages and

information to the person served.

“l do feel that being face-to-face is kind of mamgortant.”

“And the fact that writings go somehow through ysi@ve. You have the possibility to correct

the worst distortions from it [Facebook writingsicakind of like look after [students’] writings a

bit.”

Category 2: Social media as a medium for one-to-ercommunication.In the second
category, social media is experienced as a medwmnfe-to-one communication in career

services. Unlike in the previous category, pramtiéirs consider social media agable

alternativeto traditional face-to-face, on-site services, arglusing it foicareer service delivery

“ .. .so people do have possibilities in terms of diffiéngays of utilizing guidance”

“We use social media to conduct the work we do.”
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Although social media is recognized as a usefulmamication channel, practitioners are
carefulin using this media and use it to communicate pniate, closed manner. The rationale
for using social media in career serviceadsessibility Social media provides convenient and
accessiblecareer services to individuals, in particularhoge who may find it difficult to access

face-to-face services. The anonymity afforded lyadonedia is also emphasized.

“You really have to think very carefully about hoavexpress yourself, and about what you

actually say here, like in writing.”
“ .. .so that this easy and accessible opportunity fomgonication is available”

“Anonymity allows them to ask questions they wop&thaps not ask in a face-to-face

interaction.”

In this category, practitioners perceive the ussoaial media for professional purposes
as achange These changes are related to new aspects that s@zlia brings to career service
practices, such as how to establish and maintéatioeships online and how to do things if and
when communication is done via writing. Practitimmust adapt to new ways of doing things

and integrate these new practices with traditiomathods.

“As a career practitioner, you really have to ¢desa lot of aspects you are not normally aware

of.”
“How do | integrate these new practices into an ekdablished work routine?”
“You separate yourself from the body languageyou focus on how to do things.”

A preference fomdividual careelinterventionis also revealed in this category, with
expansion from previous face-to-face interventimnsther methods of individual career

intervention. The role of the individual has stdffeom recipient of information to that of an
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active participant in the career service relatigmsimd thewo-way nature of the interactiaa
now apparent. The practitioner’s role is now regdrds aeflexive role Practitioners assist

individuals in understanding, exploring, and ovenaag their difficulties.

“We want them to be able to guide and help thevesaleflect, help them find their way.”

Category 3: Social media as an interactive workingpace In this third category,
social media is experienced as an interactive wagrkpace in career services. Practitioners
consider social media aspace forcareer serviceand utilize it to empowerollaborative

career exploratioramong individuals who share a common questionnor a

“Well, especially through Facebook, it is a str@amgl growing community and the career

services target group uses it—so that made it @&kom obvious direction to go.”

“ .. .better than earlier; it [social media] providesgibsities to kind of like bring together
people who are wrestling with the same problemsvegit er, bring them into the domain of

informed guidance and interaction with each other.”

These practitioners asslaptivein using social media and use it in a semi-opennmaa
The rationale behind using social media in careerices ignteractivity. Social media provides
a way to facilitate interactive communication anfbrmation sharing and to experience this
exchange among peer group members. Practitionkesydehat it can increase awareness of any

misunderstandings and displeasure that might exshteractive communication.

“l think that social media just like brings it tisis new technological environment where

discourse can take place.”

“ .. .as they share their experiences or their wondedngsguestions, we try to get others to

comment and by doing so get the maximum out of tabout to the topic. .”
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While in the previous category the practitionerastdered social media merely as a
change in their working practices, here the priactérs perceived social media asogportunity
for novel professional practices. These opportasistem from features of social media that
support increased user engagement with both cprefassionals and career information, such
as increased use of interactive and multimediascdnEurthermore, opportunities refer to

redirecting the process of career learning towandencollaborative practices.

“Social media provides kind of like new ways angvrdémensions to career services.”

“ .. .s0 maybe that [social media] is one way to movenfrkind of like clearly written culture,

and maybe widen that a little bit.”

In this category, the career intervention shiftsrfrone-to-one intervention gyoup
intervention Individuals are seen as active information dgwete and sharemsteracting with
practitioners and peerdAlthough a practitioner guides the discussionsytalso recognize and
foster a group’s own ability to direct and interantong itself. The practitioner’s role is regarded
as afacilitator who ensures that group activities are conductet@ordance with career service

delivery goals.

“In a peer group that works actively, the practigr may stay more in the background and only

give support when needed, at least on some points.”

“ .. .the practitioner is to ensure that activities ardrack toward specific objectives so that

things don'’t zone out too far from the main point.”

Category 4: Social media as an impetus for paradig change and reform In this
fourth category, social media is experienced asn@etus for paradigm change and reform in

career services. Practitioners consider social anagparticipatory social spacevhere shared
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expertise and meaningful co-construction on casseresco-careering takes place with and

among community members.

“When you go into social media you accept thi gocial media, and social media works in

social ways.”

“ . ..orif you are having difficulties in knowing what tlo, you share your thoughts through

social media and you'll have reflection from otkemmunity members.”

Practitioners arproactivein using social media and are forging ahead vk new
approach to career services. They experiment amgdaal media through different, innovative
ways in an open manner. For these practitioneesiationale for using social mediangluence
Social media provides a way to enhance the dimetiradirect influence of career services by
operating as members and facilitators of commuitiendividuals. By monitoring and
participating in social media, career practitionsaa more readily take steps to address and

respond to career-related issues.

“We need to create a completely new way of thighmthere [social media]. .”

“So, if you are good at this, you'll have the caipgbto make something so interesting that other
people will like to share it: the questions or &mswers . . And that's how one uses social media
for career services on a much larger scale thdarspreading good answers and, or, good

questions.”

Practitioners perceive the use of social medianeer services asform They indicate
that the participatory culture fostered by socialdma forces them to rethink the whole ideology
of career practice. This relates to both practra® @ganizational culture alike. The emphasis
has changed to community building, supported thncuéresh approach to interaction and

communication dependent on citizens’ needs.
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“This is also changing the rulescareer services can’'t make social media behavarasic
services would like it to; instead, career servitgge to change the way career services work so
they will work through social media. That is a bltpllenge because we have to rethink the whole

idea of career services. ”

“It can’t be only information, because then itust another newsfeed that, you know, they won'’t
even read. There has to be something that kegpeting them, makes them wanna take a stand
for, wanna answer to what we say. We have to agdie¢hem to make it a success. | really think

so.”

In this category, there is a paradigm shift inititervention to ao-constructed
intervention wherebycommunity members and the practitioaee activelyparticipating and
engagingn conversations where meanings and understandiegso-constructed. The
perspective also shifts from the service delivaret career practitioner, to delivery from the

user's perspective—toward career services thaledabvery as an on-demand service.

“We will work under the premise of social medialising social.”
“Social media actually is on citizens’ terms.”
“They are contacting us, not the other way around.”

Relationship Between the Categories

The categories of description were delimited fraunleother and organized
hierarchically through dimensions of variation teaterged from the data. Due to the structural
hierarchy of inclusiveness, some conceptions caseba as more complete and more complex
than others (Akerlind, 2005a).

The career practitioners’ views of th@e of social median career services expanded
across the categories of description. In categpwhkre social media is experienced as a means

for delivering information, social media was geftigreonsidered asiseful toolan career
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services. The viability of social media asaiernative communication channghs emphasized
in category 2, where social media is experienceal ragdium for one-to-one communication. A
turning point was category 3, as it marked a shifiocial media’s role from being an alternative
channel to being space for career servicel category 4, where social media is experierased
an impetus for paradigm change, practitioners pezccial media as@articipatory social
spacewhere shared expertise takes place with and amamgneinity members.

Shifts in thefunctionof social media were the transitions from delirgrinformation and
advice to co-careering. The most distinctive défere in category 1, in relation to the other
categories, was that social media was merely usatkefivering information and advioghereas
in more complex categories social media was predesd also usable for the independent
delivery of career service# turning point was again found in category 3enhsocial media is
experienced as an interactive working space, asihrked a change from career service
delivery tocollaborative career explorationgn the most complex category, the emphasis was
on co-careeringwhere shared expertise and meaningful co-congtruon career issues takes
place with and among community members.

In terms ofattitude the transition across the categories was fromrvesl to proactive. In
the first two categories, where social media iseeigmced as a means for delivering information
and a medium for one-to-one communication, théuali was clearly more cautious than in the
last categories. A shift fromeservedcategory 1) andareful (category 2) to aadaptiveattitude
was discerned in category 3, where social medaperienced as an interactive working space.
In the most complex category, where social medexperienced as an impetus for paradigm
change and reform in career services, attitude chéreen reactive t@roactive

Shifts inrationale for using social media in career services movenhfincreasing
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outreach to enhancing the influence of career sesviln the least complex categories, the main
rationale for using social media was to make cardermation and servicasore visible
(category 1andaccessiblgcategory 2) to individuals. A turning point occed in category 3,
where social media is experienced as an interaator&ing space, as this marked a change in
the underlying rationale for using social mediarfrenhancing access to enablintgractive
communication and information sharing. In the nazstplex category, the potential for greater
indirect and direcinfluenceof career services provided the rationale for gisiocial media.

Theperceptiongegarding the use of social mediied across the categoriés.
category 1, where social media is experiencedrasans for delivering information, social
media was perceived achallenge A more neutral stance, perceiving it ashange was
distinguished in category 2. In the most compleegaries, where social media is experienced
asan interactive working space aad impetus for paradigm change and reform, socsalian
was perceived more as apportunity(category 3) and geform (category 4).

Shifts in theintervention paradigmvere the transitions from individual face-to-face
intervention to a co-constructed model of interi@mtThe distinct difference in category 1, in
relation to other categories, was an expresseenamte foindividual face-to-faceareer
intervention. Enhancements from one-to-one intergan togroup interventionsvere discerned
in category 3, where social media is experiencemhasateractive working space. A shift tca
constructed model of interventiavas discerned in category 4, where social media is
experienced as an impetus for paradigm changeedowr.

In terms of thenature of interactionthe transition across the categories was from
practitioner-led interaction to individual-led in&etions. A practitioner-led, one-way interaction

that positioned the client as a passive recipieag dominant in category 1. A change from one-
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way transmission into two-way interaction was disee in category 2, where social media is
experienced as a medium for one-to-one communitatiothe most complex categories, the
nature of interaction extended to includany-to-many, peer-group interacti¢rategory 3) and
interaction betweenommunity membe(sategory 4), with or without a practitioner.

Shifts in thepractitioner’s roleappeared as transitions from an expert role to a
participating and engaging role. In the first catggthe practitioner was seen asexpertwho
provides the credible messages and proper infoom#bi individuals. A turning point was
category 2, where social media is experiencedrasdium for one-to-one communication, as
this marked a change from a directive expert olareflexiverole that is based on dialogue
with individuals. In the most complex categoriesajer emphasis was placed on the group’s
ability to direct and interact among itself. Thagitioner’s role was regarded as that of a
facilitator (category 3) who encourages constructive thinking conversation and is an actively
participating and engagingcategory 4member of communities of individuals where meanings
and understandings are co-constructed.

Discussion

The present study has identified different waygeapractitioners experience social
media in career services in four distinct categooikedescription ranging from means for
delivering information to an impetus for paradighaoge and reform. Eight dimensions of
variation were identified: role of social median#éion, attitude, rationale, perception,
intervention paradigm, nature of interaction, aracptioner’s role. The findings show
similarities with earlier studies, but they alsoyde new insight into an understanding of how
practitioners experience social media in careefiges. The main similarities with earlier studies

(e.g. Dyson, 2012; Osborn & LoFrisco, 2012) caridumd from the first three categories, where
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social media in career services is experiencedh ast@rnative medium and an interactive
working space. The findings also further supportt&/41986, 1996, 2010) earlier observation
that information and communications technologyareer services is continuously viewed as a
tool, as an alternative, or as an agent of change.

The current findings indicate that ways of expetieg social media are interrelated with
models of career intervention. This result is cetesit with a previous phenomenographic study
on career practitioners’ conceptions of social raedicareer services (Kettunen et al., 2013).
Ways of experiencing social media solely as a moedfium for the delivery of information and
services seem to be closely linked to a strongepeete for individual, face-to-face, or one-to-
one career intervention. A similar relationshiprase¢o hold between the ways of experiencing
social media as an integral part of career senacélsa more collaborative model of career
intervention with an impetus for paradigm change miorm. One can see a move toward a
more open professional model (Watts, 2002) andfaistihe locus of control from the experts
to a blend of expert- and user-constructed knovdg@gampson & Osborn, in press). The most
complex category supports Watts’ (2010) notion thatpotential of ICT to act as an agent of
transformational change is now greater than eviareeln this category, the participatory
culture fostered by social media was embracedaceeting was first mentioned, the greater
potential for influencing career services via sbmadia was articulated, the emphasis was
placed on rethinking the whole ideology of care@acpce, and a more conscious involvement in
communities of individuals where meanings and ustdedings are co-constructed was
proposed. Barnes, La Gro, and Watts (2010, p. 88¢ribed this paradigm shift as an evolution
from “provider-led” to “user-led” guidance services

The findings of this study show that if social et to play an increasing role in career
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services, it is important to expand the awarenéfiseovarying models of career interventions
with online technologies. The findings show agreetwdth the discussion of, for example
Hooley (2012), who suggested that it is not suatagto continue to perceive online
technologies solely as a tool; rather, there isedrto see them as an integral part of the social
fabric and to recognize that they provide a magtext in which career development is enacted.
Successful integration of technology and sociallismén career services depends not only
on the skills or technical facilities available tlalso on practitioners’ willingness to accept the
changes that new technology may bring to servitigetg. On the basis of our findings, we
argue that it is important to develop pre-servicd m-service training of career practitioners and
provide them with opportunities to experiment angcfice using social media in a broader way.
In other words, career practitioners should be sggdon training to situations in which they will
become aware of the variations in their current wlgxperiencing social media and the more
advanced ways they may be moving toward. The huki@al structure of the findings may serve
as a tool to enable career practitioners and traitoedeepen their ways of experiencing and
understanding social media in career services ubmgritical aspects that were identified. Since
social media may be more frequently integrated cati@er services, it is important that
practitioners function and utilize it in their ptae within their scope of comfort and competence.
This study has some limitations. Participationhea study was voluntary and data
collected at a single time period may not repread#rdf the critical aspects from the perspective
of the entire career service sector. Further ssudirethe current topic are therefore
recommendedAnother intriguing area of future phenomenograpbgearch would be to
investigate the issue of the skills and competenaquired for development and successful use

of social media in career services.
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CATEGORIES

DIMENSIONS Means for  Medium for Interactive Impetus for

OF delivering one-to-one working space paradigm change

VARIATION information communication and reform

Role of social useful tools viable space for participatory social

media alternative career service space

Function of delivering delivering career collaborative career co-careering

social media  information services exploration

and advice

Attitude reserved careful adaptive proactive

Rationale visibility accessibility interactivity influence

Perception challenge change opportunity reform

Intervention individual individual group co-constructed

paradigm face-to-face intervention intervention intervention

intervention

Nature of practitioner practitioner practitioner individual -

interaction - individual « individual ~ individual/group community members
individual ~ peers individual -

practitioner
Practitioner's  expert role reflexive role facilitating role parpating and
role engaging role




