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AiRiTiIiCiLiEiiIiNiFiO  ABSTRACTii 

  
GeniZiisiknownitoihaveitheiabilityitoibeiskillediiniusingitheiinte

rnet,inamelyisocialimedia,iespeciallyiiniseekingiinformationiabo

utitheireputationiofianiorganizationioricompany.iThisiisianiimpo

rtantiinvestmentiforicompaniesitoigetipotentialiemployees.iToiat

tractiGeniZitoiapplyiforijobs,icompaniesimustihaveiemployeribr

anding,iaisocialimediaipresenceiandiaigoodireputation.iThisistud

yiaimsitoievaluateihowiemployeribrandingiandisocialimediaiuse

iaffectitheileveliofiintentionitoiapplyiforiaijob,itakingiintoiaccou

ntitheiroleioficorporateireputationiasianiintermediary.iThisistudy

iusesiaiquantitativeiapproachiwithidataicollectionithroughiaiques

tionnaireisurveyidistributeditoi200ialumniiofiTanjungpuraiUniv

ersityistudents.iTheipurposiveisamplingitechniqueiwasiuseditois

electirespondentsiwhoihadicertainicriteria,inamelyigeniziagedi17

-

27iyearsiandialumniiofiTanjungpuraiUniversity.iTheidataiwasia

nalyzediusingipathianalysisitechniquesiandiIBMiSPSSiStatistici

software.iThisiresearchiisiexpecteditoiprovideiinsightiforihuman

iresourceimanagersiandipractitionersiinidesigningistrategiesitoii

ncreaseitheiworkiinterestiofiGeniZ.iTheiresultsiofithisistudyisho

withatiemployeribrandingianditheiuseiofisocialimediaihaveiaipo

sitiveiandisignificantiinfluenceionitheirateiofiintentionitoiapplyif

oriaijobiiniGeniZimediatedibyitheiCompany'siimage. 
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INTRODUCTION 
Basedionithei2020ipopulationicensusidataireleasedibyitheiCentraliStatisticsiAgencyi(BPS),itheimajorityi

ofiIndonesia'sipopulationiisidominatedibyigenerationiZ,iwhoiwasibornibetweeni1995iandi2012.iTheiproportion

iofigenerationizireachesi27.94%iofitheitotalipopulation.iMostiofithisigenerationibelongsitoitheiproductiveiage,i

whichihasitheipotentialitoiaccelerateieconomicigrowth. 

AccordingitoiStillmani(2017),iGenizioritheiinternetigenerationiisiaiworkingigroupithatiwasibornibetwee

ni1995iandi2012.iInihisibooki"HowitheiNextigenerationiisiTransformingitheiWorkplace",iStillmaniexplainsitha

tigenizihasiadvanceditechnologyimastery,ianiopenimind,iandidoesinotipayimuchiattentionitoiconventionalinorm
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s.iGeniziisialsoifamousiforitheiriabilityitoibeifastiandiskillediiniusingitheiinternetiandisocialimediaiwithouticon

straints,iespeciallyiiniseekingiinformationiaboutitheireputationiofianiorganizationioricompanyi(A.D.iPutri,i2021

;iWandaiEvrinai&iWulansari,i2023).iGenizimembersiwhoigrewiupiinitheiageiofitechnologyiandiinformationish

owidifferenticharacteristicsiandipreferencesiinitheicontextiofiworkiandiworkienvironmenticompareditoipreviou

sigenerationsi(IlzariDaudietial.,i2024). 

ToiattractiGeniZitoiapplyiforijobs,icompaniesimustiestablishiEmployeriBrandingiwithitheiuseiofisociali

media,iandibuildiaigoodicompanyireputation.iGenizihasianiaverageiofiinternshipiexperience,iwhichimakesithe

mimoreisensitiveitoithisielementi(Ngocietial.,i2021).iThisiinvestmentiisiveryiimportantibecauseithereiisicompet

itioniforitalentediemployees.iOneiofitheimainichallengesifacedibyicompaniesiisitheicompetitionitoiattractiqualif

iediandipotentialiemployeesi(Chhabrai&iSharma,i2014).iThisifindingiisiinilineiwithitheiresultsiofianotheristudy

i(JuncaiSilvai&iDias,i2022)iwhichishowsithatiwhenicompaniesiimplementiemployeribrandingiandibuildiaigood

icompanyireputation,itheiinterestiofipotentialiemployeesitoiapplyiforijobsibecomesihigher. 

AccordingitoiAakeriiniKhalidiandiTariq,iEmployeri Brandingiisiaisuccessfulilong term irecruitmenti 

strategyitoiattractitheibesticandidatesiforitheicompany.iThisistrategyicanihelpirecruitmentimanagersikeepitheiav

ailabilityiofitalentistable.iThereiareisignificanticonsequencesiifitheiemployeeifeelsithatitheicompanyidoesinotim

eetitheiriexpectationsioriviceiversa,iwhichiultimatelyiresultsiiniaisituationithatiisiunfavorableiforibothiparties.iS

trongibrandingicanihelpiretainipotentialiemployeesiandiinfluenceitheifactorsithatipotentialiemployeesiconsideri

whenilookingiforiaijob.iEffectiveiemployeribrandingicaniincreaseitheiloyaltyiofipotentialiemployeesiandiinflue

nce job seekers' considerationiinilookingifor a job.iAiwell planned recruitment arrangement will icertainlyi 

haveianiimpactionitheioveralliperformanceiofitheicompanyi(Kristanu,i2013). 

iTheiconceptiofiEmployeriBrandingicanialsoibeiappliediiniaivarietyiofiindustries,iincludingitheiautomoti

veiindustry.iForiexample,iaccordingitoitheiDetik.comireporti(2019),ithereiarei10ibest selling automotive brand 

products fromiJanuaryitoiNovemberi2019idistributedifromifactoriesitoidealers: 

Figurei1.iBestiSellingiAutomotiveiBrandsiJanuary-Novemberi2019 (FactoryitoiDealeriDistribution) 

Fromitheidataiabove,ithei3ibest selling automotive brands are Honda, Daihatsu, and Toyota, where 

theseithreeiautomotiveibrandsibelongitoiPTiAstraiInternationaliTbk.iJobplaneti(2016)ifoundithatimostiofith

eiautomotiveicompaniesithatiareiinidemandibyijobiseekersiiniIndonesiaiareicompaniesirelateditoitheiAstrai

Group.i 

Figurei2.iAutomotiveiCompaniesithatiattractijobiseekers 

 

TheigraphishowsitheihighiinterestiofiprospectiveijobiapplicantsiiniPTiAstraiInternasionaliTbk.iThisicom

panyiisiconsideredioneiofitheipromisingiandiprestigiousiiniIndonesia.iThisiperceptioniisireinforcedibyitheicom

pany'sipolicyiofiroutinelyiprovidingiopportunitiesiforiemployeesitoigetischolarshipsiandiholdingispecialiinterns
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hipiprogramsiforistudentsiiniIndonesia.iIniimplementingiEmployeriBrandingiatiAstra,ithisistrategyidoesinotista

ndialoneibutiisiintegratediwithiAstra'siCSRiprogramiasiaiwhole.iAstra'siCSRiconsistsiofifouripillarsiwhichiincl

udeihealth,ieducation,ienvironment,iandiSMEiempowerment.iInitheifieldiofieducation,iAstra'siEmployeriBrand

ingieffortsinotionlyiaimitoiintroduceitheicompany,ibutialsoiencourageiactiveiparticipationifromitheicommunity.

iThisireflectsitheireputationithatiAstraihasibuiltiinitheieyesiofitheipublic. 

LikeiEmployeriBranding,iCorporateiReputationiisialsoiconsideredicrucialibecauseiitiplaysiairoleiinimaki

ngitheicompanyianiattractiveichoiceiforiprospectiveiemployeesi(Bondaroukietial.,i2012).iThisiisisupportedibyif

indingsifromiresearchithatishowithatitheiintentioniofiprospectiveiworkersitoijoiniaireputableiorganizationiwillii

ncreasei(Edwardsi(2009)iiniSivertzenietial.,i(2013)).iInitheimodernibusinessienvironment,iaicompany'siabilityit

oiattractitheibestipotentialiemployeesidependsioniitsireputationiandiimage.iInifact,ithereihaveibeenimanyistudie

sithatifocusionicorporateibrandingianditalentiacquisitioni(Lievens,i2007;iCllinsiandiKanar,i2014;iLievensiandi

Slaughter,i2016). 

Withitheirapidichangeiinitechnology,itoday'sieconomyiisiconnectedigloballyiandivirtuallyithroughivario

usisourcesibothiiniinformaliandiformaliformsisuchiasisocialimedia,inetworkingiplatforms,ioriwebsites.iiTherefo

re,icompaniesineeditoiempowerithemselvesifromitheiricompetitorsiandidevelopitheicompany'sireputationiandii

mageitoiretainiexistingiemployeesiandiattractinewipotentialiemployeesi(Lievensi&iHighhouse,i2003).iVaniDijk

iiniNasrullahi(2015)istatedithatiSocialiMediaiisiaimediaiplatformithatifocusesionitheiexistenceiofiusers,ifacilitat

ingithemitoiinteractiandicollaborate.iSomeicompaniesihaveidevelopedistandardiandiofficialicorporateibrandingi

programs,iwhereitheyihaveispentiailotiofiresourcesionicampaigns,iadvertisements,iwebsites,iandisocialinetwork

s.iIniaddition,itheimodernibusinessienvironmentiisicharacterizedibyicross bordericompetition, technological 

advancements, intellectual economic expansion, the need for flexibilityiand knowledgeiin the workplace 

(Ahiietial.,i2022).i 

Theiuseiofisocialimediaigeneratesifeedbackitoiobtainiinformationiabouticonsumeripreferences,icarryiout

ibrand building activities, andimanageigoodirelationshipsiwithicustomersi(ErnaiListianaietial.,i2023). Job 

seekers canireceiveiinformationiandiimageryiprovidedibyiaicompanyionisocialimedia, soiemployees areimore 

likelyitoiuseisocialimediaichannelsitoigatheriinformation,ibutifewitestitheiprocess.iSo,iresearchionicompanyibra

ndingionisocialimediairegardingitheiperceptioniofiattractiveness,icompanyiimageiandireputation,iasiwelliasiem

ployeeiintentionsitoiapplyiisiimportant.iJobiseekersitenditoibeiinterestediiniapplyingiforicompaniesithatishare 

the sameicharacteristics.iThis providesiaisubjectiveiand intangible pictureiofiaiposition oriorganization, andimay 

beiimportantiiniattractingigenizitoitheiorganizationithroughisocialimediaiandiwebsitesi(Robertsonietial.,i2019;i

Dasslerietial.,i2022).i 

Intentionitoiapplyiforiaijobirefersitoitheistageiatiwhichiaipersonishowsiinterestiinifillingiaijobiposition. 

Afterigatheringiinformation,iprospectiveiworkersiconductianievaluationiandifinallyidecideitoiapplyitoitheicomp

anyitheyiwanti(Ekhsani&iFitri,i2021).iCompaniesicanialsoiattractiandiretainiqualifiediemployeesibyiofferingiai

numberiofiadditionalibenefits,isuchiasiaiclear,iintensiveiorirewardingicareeripath,iaiconduciveiworkienvironme

nt,iandigoodiemployeeirelationships.iIniaddition,iorganizationsineeditoiensureithatitheivaluesiandibenefitsitheyi

offeriareiwelliknownithroughiemployeribrandingipractices. 

However,iinitheicontextiofitheirelationshipibetweeniemployeribrandingiandicorporateireputation,iresearc

hiconductedibyiEkhsani&iFitrii(2021)ishowsithatiemployeribrandingiifactorsihaveiaigreatiinfluenceioniaicomp

any'sireputation.iTheifindingsiofitheistudyiemphasizeitheiimportanceiofiselectingiindividualsiwhoiholdimorals,i

values,iandipersonalitiesithatialigniwithitheiorganization'sicultureitoibuildiaipositiveicorporateireputation.iCom

paniesiwithiaigoodireputationiwilliattractimanyipotentialiworkersi(Tachmatika,i2013).iResearchi(Thangietial.,i

2022)ishowsithatiyoungijobiseekers'iconfidenceiiniinformationipublishedionisocialimediaianditheiinternetihasia

isignificantiimpactionitheiridecisionitoiapply.iInitoday'sidigitaliworld,isocialimediaiplatformsiareiconsideredion

eiofitheimainicommunicationichannelsiandieveniemployersicaniproactivelyiprovideiinformationiaboutitheiriorg

anizationsiandijobiopportunitiesionisocialimediaipagesi(Laukarinen,i2023) 

 

TheiRelationshipibetweeniEmployeriBrandingiandiCorporateiReputationi 

Minchingtoni(2006)istatedithatiemployeribrandingicanibeiseeniasianiorganizationaliimageisetibyitheiBo

ardiofiDirectorsitoibeianiidealiworkplaceiforiemployees.iIniaddition,iemployeribrandingiinitiativesiattractimore

ipotentialiexternaliemployeesitoiworkiinitheibusiness.iTheseiinitiativesiareicenteredioniimprovingitheicompany'

sireputationiasiaipotentialiemployeriinitheilaborimarketi(LievensiandiSlaughter,i2016).iToday,icompanyibrandi
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ngihasibecomeianiimportantitooliforiimprovingiaicompany'siimageiandireputationiasiwelliasiacquiringipotentia

lijobiseekersiandiretainingiexistingiemployeesi(JuncaiSilvaiandiDias,i2023) 

Basedionithisipresentation,itheihypothesisiisiformulatediasifollows: 

H1i:iEmployeriBrandingiaffectsiCorporateiReputationi 

 

TheiRelationshipibetweeniSocialiMediaiandiCorporateiReputation 

AccordingitoiKaplaniandiHaenleini(2010),iSocialiMediaiallowsicompaniesitoicommunicateidirectlyiwit

hiconsumersiandiotheristakeholders,ithusiformingiaipositiveicorporateiimage.iContentithatifocusesionicompany

ivalues,isustainability,ianditransparencyicaniincreaseipubliciperceptioniofitheicompany.iAccordingitoiHughesie

tial.,i(2012)iSocialimediaiprovidesianiopportunityiforicompaniesitoiresponditoiproblemsioricriticismsidirectlyia

nditransparently.iAiquickiandiappropriateiresponseitoiproblemsicaniimproveiaicompany'sireputationiasiaicaring

iandiresponsibleiorganization.i 

Basedionithisipresentation,itheihypothesisiisiformulatediasifollows: 

H2i:iSocialiMediaihasianieffectioniCorporateiReputation 

 

TheiRelationshipibetweeniEmployeriBrandingiandiIntentionitoiApply 

Nowadays,iespeciallyiforiGeniZ,itheyitenditoilookiforisimpleithings,iincludingiinijobisearches.iTheiinter

netiisiofteniusediasiaimeansitoifindiinformationiaboutijobivacanciesithatimatchitheiriinterests.iFactorsisuchiasit

heitypeioficompany,itheibenefitsioffered,ianditheibrandiimageiofitheicompanyicaniinfluenceiaiperson'sidecisio

nitoilookiforiaijob.iTheipracticeiofiemployeribrandingicaniattractitalentediindividualsiandialsoiaddressiinternali

companyiproblems,iasiwelliasistrengthenirelationshipsibetweeniemployees,iincreaseiloyaltyitoitheicompany,ian

dimakeiaipositiveicontributionitoilifeiandireduceiunemploymentiratesi(Yangi&iLi,i2011). 

Basedionithisipresentation,itheihypothesisiisiformulatediasifollows: 

H3i:iEmployeriBrandingiaffectsiIntentionitoiApplyii 

 

TheiRelationshipibetweeniSocialiMediaiandiIntentionitoiApplyi 

Genizigrewiupiinitheieraiofiadvanceditechnology.iTheyitenditoiconsideritheirichoiceiofiworkplaceiveryi

carefully,iseekingioutiasimuchiinformationiasipossibleiaboutitheiCompanyitheyiareiinterestediin.iGeniZiofteniu

sesisocialimediaiasitheimainitooliinideterminingiwhetheritoiapplyiforiaijobiorinot.iCompaniesialsoiutilizeisocia

limediaitoipromoteithemselvesiandiconvinceipotentialiemployeesiofitheiricompanyivaluesi(Raniietial.,i2022).i

Opinions,iviewpoints,iandirecommendationsiseenionisocialimediaicanisignificantlyiaffectitheicompany'siimagei

initheieyesiofiprospectiveiemployeesi(Shaari,i2022). 

Basedionithisipresentation,itheihypothesisiisiformulatediasifollows: 

H4i:iSocialiMediaiAffectsiIntentionitoiApplyiiii 

 

TheiRelationshipibetweeniCorporateiReputationiandiIntentionitoiApply 

Aicompany'sireputationiisiaicollectionioficharacteristicsithatidevelopiinisocietyiandireflectsitheiresultsio

fiactionsithatihaveibeenitakenibyitheicompanyibeforei(JuncaiSilvai&iDias,i2022).iAsiairesult,itheiperceptionifo

rmedibyiprospectiveiemployeesiaboutitheicompany'sireputationiisigreatlyiinfluencedibyitheiinformationitheyire

ceiveiandihasiaigreatiinfluenceionitheiridecisionitoiseekiemploymentiopportunitiesiinitheicompany. 

Basedionithisipresentation,itheihypothesisiisiformulatediasifollows: 

H5i:iCorporateiReputationiaffectsiIntentionitoiApply 

 

TheiRelationshipibetweeniEmployeriBrandingiandiIntentionitoiApplyithroughiCorporateiReputation 

AccordingitoiBackhausiandiTikooi(2004),ieffectiveiemployeribrandingicaniincreaseitheiintentioniofipro

spectiveiemployeesitoiapplyiforitheicompany.iWhenicompaniesimanageitoibuildianiattractiveiandipositiveiima

geiasiaiworkplace,iiticaniincreaseitheimotivationiofiindividualsitoibeipartiofitheiorganization.iAistudyibyiBerth

onietial.,i(2005)ialsoishowsithaticorporateiimageimediatesitheirelationshipibetweeniemployeribrandingiandiinte

ntionitoiapply.iThisimeansithatiemployeribrandinginotionlyihasiaidirectiimpactionitheiintentionitoiapply,ibutial

soithroughitheicompany'siimageiformediinitheiprocess. 

Basedionithisipresentation,itheihypothesisiisiformulatediasifollows: 

H6i:iEmployeriBrandingiaffectsiIntentionitoiApplyithroughiCorporateiReputation 
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i 

TheiRelationshipibetweeniSocialiMediaiandiIntentionitoiApplyithroughiCorporateiReputation 

AccordingitoiMenietial.,i(2014)iSocialimediaiprovidesianieffectiveiplatformiforicompaniesitoibuildiandi

manageitheiriimageiasianiattractiveiworkplace.iInformationidisseminatedithroughisocialimediaicaniaffectitheip

erceptioniofiprospectiveiemployeesiaboutitheicompany'sivalues,iworkiculture,iandicareeriopportunitiesioffered.

iRoperietial.,i(2013)iargueithatitheicompany'siimageiplaysiaicrucialiroleiiniattractingitheiinterestiandiintentioni

of prospectiveiemployeesitoiapplyiforitheicompany. Aipositiveiandistrong companyiimageicaniincrease theitrust 

andiinterestiofipotentialiemployees,itherebyiincreasingitheirilikelihoodiofiapplying.iTheistudyiofiBerthonietial.,

i(2005)ialsoishowedithaticorporateiimageicaniactiasiaimediatoriinitheirelationshipibetweenicorporateisocialime

diaiactivityiandiintentionitoiapply.iThisimeansithatisocialimediainotionlyidirectlyiaffectsitheiintentionitoiapply,

ibutialsoithroughitheicorporateiimageithatiisiformediinitheiprocess. 

Basedionithisipresentation,itheihypothesisiisiformulatediasifollows: 

H7i:iSocialiMediaiAffectsiIntentionitoiApplyithroughiCorporateiReputation 

 
Basedionitheiformulationiofitheiproblemiandiconceptualiframeworkiabove,itheiresearchihypothesisiprop

osedibyitheiresearcheriisiasifollows: 

1. H1:iEmployeriBrandingihasianiinfluenceioniCorporateiReputation. 

2. H2:iSocialiMediaihasianiinfluenceioniCorporateiReputation. 

3. H3:iEmployeriBrandingihasianiinfluenceioniIntentionitoiApply. 

4. Q4:iSocialiMediaihasianiinfluenceioniIntentionitoiApply. 

5. H5:iCorporateiReputationihasianiinfluenceioniIntentionitoiApply. 

6. H6:iEmployeriBrandingihasianiinfluenceioniIntentionitoiApplyithroughiCorporateiReputation. 

7. H7:iSocialiMediaihasianiinfluenceioniIntentionitoiApplyithroughiCorporateiReputation. 

 

 
METHODS 

Thisiresearchimethodiappliesiaiquantitativeiapproachibecauseiitiallowsiforiextensiveidataicollectioniandi

statisticalianalysisithaticaniprovideiaicleareripictureiofitheirelationshipibetweenitheivariablesistudied.iThisistud

yishowsihowicompanyireputationicanimediateitheirelationshipibetweeniemployeribrandingicompaniesiandicons

umeriattitudes,iconfirmingitheirelevanceiofitheiquantitativeiapproachiinithisistudyi(Arliietial.,i2017).iThisiappr

oachiisiveryiimportantiinithisistudy,iwhereitheigoaliisitoigeneralizeithe findings from a larger sample so that 

theiresultsicanibeiapplieditoiaiwideripopulation.iOverall, this study provides valuable insights into the dynamics 

betweenicompanyibranding,isocialimedia,iandijobiapplicationiintentionsiamongiGenerationiZ.iUsingiquantitati

veimethods,ithisistudyicanimeasureitheiinfluenceiofiemployersionijobiapplicationiintentions,iwhichisuggestsith

atiaiquantitativeiapproachicaniprovideiaibetteriunderstandingiofitheifactorsithatiinfluenceiprospectiveiemployee

idecisionsi(Banerjeeietial.,ii2018).iThisistudyiusesiaipurposiveisamplingitechniqueitoiensureithatitheiresponden

tsiinvolvediinithisistudyiareiindividualsiwhoiareirelevantito the topic being researched, namely GenerationiZ 

who have experienceioriknowledgeiaboutiEmployeriBrandingiandiSocialiMedia. Theiselection ofithe right 

respondentsiisiveryiimportantiiniquantitativeiresearchitoiobtainivalidiandireliableiresults (Kholifah,i2023). With 

theiselectioniofiTanjungpuraiUniversityialumni,ithisistudyifocusesionigroupsithatihaveitheisameieducationaliba

ckgroundiandirelevanceitoitheiresearchicontext. 

Dataiwasicollectedifromirespondentsithroughiaiquestionnaireisurveyidistributeditoi211 respondents, who 

areiGenerationiZiandialumniiofiTanjungpuraiUniversity.iTheiuseiofiquestionnairesiiniquantitativeiresearchicani

provideivaluableiinsightsiintoiuseriintentiinidifferenticontextsi(Kholifah,i2023).iTheiquestionnaireiwasidevelop

edibasedionivariableiindicatorsibasedionitheitheoryifrom previous research.iThe Employer Branding variable 
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refersitoi3iindicators,inamelyi(1)iBrandiIdentity,i(2)iBrandiLeadership,iandi(3)iBrandiCommunicationi(Rucikai

andiSharma).iForiSocialiMediaiVariables,ithereiarei4iindicators,inamelyi(1)iContext,i(2)iCommunication,i(3)i

Collaboration,i(4)iConnectioni(Heuer,i2010).iForitheiVariable of Intention to Apply, there are 5iindicators, 

namelyi(1)iWillingnessitoiacceptiaijobiofferiatitheiCompany,i(2)iPrioritizeitheiCompanyiasitheifirstichoiceifori

prospectiveiemployees,i(3)iWillingnessitoicomeiwhen receiving an invitation to a job interview, (4) Make 

maximumieffortsitoiworkiatitheiCompany,i(5)iWillingnessitoirecommenditheiCompanyitoifriendsiwhoiareiloo

kingiforiaijobi(Lievensi&iSlaughter,i2016).iForitheiCompanyiReputationiVariable,ithereiarei3iindicators,iname

lyi(1)iBuildingistakeholderitrust,i(2)iImprovingitheiCompany'siperformance,iandi(3)iCreatingiaisenseiofipridei(

Fombrum).iEachivariableiwasimeasurediusingiaiLikertiscaleiconsistingiofifive answer choices: 1 strongly agree, 

2iagree,i3ineutral,i4idisagree,iandi5istronglyidisagree.i 

Theidataianalysisitestingitechniqueiusediinithisistudyiis the Structural Equation Modeling (SEM) data 

analysisitooliwithiAMOSi22isoftwareitoishowitheiresultsiofitheiinfluenceiofitheirelationshipibetweenivariables.

iTheireasoniforichoosingiSEMiandiAMOSi22iasianalyticalitoolsiisitoitest the model of complex relationships 

andimediateibetweenitheivariablesistudied.iSEMicanibeiuseditoianalyzeitheiinfluenceiofiemployeribrandingian

disocialimediaiuseionitheicompany'sireputationiandiintention to apply for jobs (Indrai&iWidoatmodjo,i2021). 

Thus,itheiuseiofiSEMiinithisistudyiisiexpecteditoiprovideiaicleareripictureiofitheirelationshipibetweenitheivaria

blesistudied.iAMOSi22icaniprovideimoreiaccurateiresultsiifitheidataienteredihasigoneithroughiairigorousivalida

tioniprocess.iFurthermore,itheiSEMianalysisithatiwillibeicarriedioutiwillifocusionitheistructuralimodelitoiassess

itheihypothesisithatihasibeeniformulatediandidetermineiwhetheritheihypothesisicanibeiacceptediorirejected.iAih

ypothesisiisiconsideredivalidiand has a causal relationship if the t-calculatedivaluei≥it-table (1.97) with a 

significance leveliofiαi(usuallyiαi=i0.05). Theimodel conformanceitest willibeimeasuredibasedion the parameters 

ofitheigoodiconformanceiindex.iIniaddition,iConstructioniDependabilityiandiAverageiExtractedivariablesiareith

eitwoimainimetricsiuseditoiengageiconstructidependencies.iTheiconformanceiindexiparametersiapplieditoiasses

sitheimodel'siconformityifurtherireinforceitheiconsistencyiofitheianalysis,iensuringithatitheiproposedimodeliacc

uratelyireflectsitheidatai(Huangietial.,i2020). 

 

RESULTiANDiDISCUSSION 

 

Tablei1. ConstructioniValidityiandiReliability 

 Items SLF CR AVE 

Employer 

Branding 

I am  interested in working in a company that has the values of openness, 

diversity, and cooperation to support the creativity of its prospective 

employees. 

0.815 0.898 0.570 

 I am interested in working in a company whose work environment 

supports the physical, mental, and emotional well-being ofi employees. 

0.699   

 I am interested in working in a company whose work environment 

supports the physical, mental, and emotional well-being of employees. 

0.720   

 Iiam interested in working in a company that can establish a good 

relationshipibetweeniemployeesiandisuperiors. 

0.779   

 Iiamiinterestediiniworkingiiniaicompanyithatiprovidesiemployeeiperfor

manceisalaries/wagesibasedioniindividualiworkiresults, 

contributions,iandiabilities. 

0.700   

 I am interested in working in a company that can provide 

incentives/compensation to employees on a regular and timely basis. 

0.764   

 I am interested in working in a company that has a programito develop 

theicareersiofiemployees. 

0.800   

Social Media Information about job vacancies sharedionisocialimediaican be 

accessediquicklyibyijobiapplicants. 

0.799 0.877  

 The ease of accessing information through social media platforms 

caniencourageitheiinterestiofiprospectiveijobiapplicantsitoiapply. 

0.713   

 The use of social media allows for the dissemination of more complete 

informationiaboutijobiopportunities. 

0.661   

 Clear and detailed information can attract the attention of potential 

applicants. 

0.719   
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 Positiveireviewsiabouticompaniesiobtainedithroughisocialimedia can 

improve the company's reputation and in turn, increaseithe 

interestiofipotentialiapplicantsitoiapplyiforijobs. 

0.660   

 Prospective job applicants tend to be more interested in applying to 

companies that have good reviews from employees/former employees 

onisocialimediaiplatforms. 

0.749   

Corporate 

Reputation 

Aireputableicompanyiisiknowniforiitsiloyaliemployees. 0.747 0.941 0.508 

 Aireputableicompanyicanimakeiitsiemployeesifeeliprouditoiwork for the 

company. 

0.747   

 A reputable company has quality products that are beneficial to customers. 0.675   

 A reputable company is a company that excels iniproviding service 

toicustomers. 

0.686   

 Aireputableicompanyimustihaveiaiclearivisioniandimission. 0.673   

 Companiesithaticanimaintainiprofessionalismiandiinternalihealthwill be 

more likely to build a positive reputation in the eyes of the public 

andiattractiqualifiediemployeesiandicustomers. 

0.644   

 Aireputableicompanyiisiaicompanyithatihasigoodimanagement. 0.735   

 Reputable companies have employees who are professional in their work. 0.764   

 Aireputableicompanyihasiaisupportiveiworkienvironment. 0.697   

 Reputable companies have had a healthy, strong financial performance 

and demonstratediprofitabilityiinirecentiyears. 

0.706   

 Reputable companies have a strong prospect of excelling in future 

businessidevelopments. 

0.683   

 Reputableicompaniesiofferihighisalariesiforifreshigraduates. 0.690   

 Reputableicompaniesihaveiprogramsirelateditoitheienvironment of the 

community orisocialiissues. 

0.761   

 A reputable company will always care and be responsible for 

environmental problems. 

0.738   

 A reputable company treats the surrounding community kindly and 

kindly. 

0.740   

Intention To 

Apply 

Iiamiinterestediiniworkingiforiaicompanyithat not only offers a salary or 

position, but also has company cultural values, work ethic, and vision that 

align with the personal beliefs and principles of prospective job 

applicants. 

0.784 0.882 0.585 

 I am interestediiniworkingiiniaicompanyithaticaniprovideiprivileges such 

as career development opportunities, and work flexibility that suits the 

personal needs and aspirations of prospective job applicants. 

0.708   

 IiwantitoibeiacceptediintoitheibesticompanyisoithatiIicanimakeimyibesti

contributionitoitheicompany. 

0.766   

 I want to apply/work in a company based on personal desire (without 

anyicoercionifromiotheriparties). 

0.818   

 Iihopeitoiworkiiniaicompanyithaticanigiveimeiaisenseiofiprideiinmyselfi

anditheisurroundingienvironment. 

0.735   

 I choose companies that tend to be prestigious or superior in their industry. 0.774   

 

Theiresultsiofitheivalidityiandireliabilityianalysisiofitheidataiobtainedishowithatiallivariablesiinithisistud

yihaveiCompositeiReliabilityi(CR)iandiAverageiVarianceiExtractedi(AVE)ivaluesithatimeetitheiexpectedistand

ards.iForitheiEmployeriBrandingivariable,itheiCRivalueiisi0.898ianditheiAVEiisi0.570.iAiCRivalueiabovei0.7i

indicatesithatithisivariableihasigoodireliability,iwhileianiAVEiabovei0.5iindicatesithatithisivariableialsoihasiade

quateiconstructivalidity.iAstiwiietial.i(2020).iFurthermore,itheiSocialiMediaivariableihasiaiCRivalueiofi0.877ia

ndianiAVEiofi0.516.iAihighiCRivalueiindicatesithatitheiinstrumentiforimeasuringithisivariableiisialsoireliable,i

whileianiAVEiofislightlyibelowi0.5iindicatesithatialthoughitheivalidityiofitheiconstructiisiquiteigood,ithereiisist

illiroomiforiimprovementiinitheimeasurementi(Wildayatii&iYerimadesi,i2021).iForitheiCompanyiReputationiv

ariable,itheiCRivalueireachedi0.941ianditheiAVEiwasi0.508.iThisiveryihighiCRivalueiindicatesithatithisivariab
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leihasiexcellentireliability,iandianiAVEicloseitoi0.5iindicatesithatitheivalidityiofiitsiconstructiisialsoiacceptable

i(Nurhalizaietial.,i2023).iFinally,itheiIntentionitoiApplyivariableihasiaiCRiofi0.882iandianiAVEiofi0.585.iAihi

ghiCRivalueiindicatesithatithisivariableiisialsoireliable,iandiAVEiabovei0.5iindicatesigoodiconstructivalidityi(

Geshicai&iAzwar,i2022).iOverall,itheseiresultsishowithatiallitheivariablesiinithisistudyihaveigoodivalidityiandi

reliability,iwhichisupportsitheiuseiofithisidataiforifurtherianalysisianditestingiofitheihypothesisithatihasibeenifo

rmulated. 

 

Tablei2. MatchiIndex 

MatchiIndex CutiValue Result Conclusion 

X² Lowiestimate 551,186 
 

Df 
 

522 
 

X²i-iProbabilityiofiSignificance ≥i0.05 0.182 
 

CMIN/DF ≤i3.00 1.056 Appropriate 

RMR ≤i0.05 0.048 Appropriate 

RMSEA ≤i0.08 0.016 Appropriate 

IFI ≥i0.90 0.992 Appropriate 

CFI ≥i0.90 0.992 Appropriate 

TLI ≥i0.90 0.991 Appropriate 

 

 Theifindingsifromitheiconformanceiindexianalysisishowithatitheitestedimodelihasiaigoodifitiwithitheidat

a.iTheiCMIN/DFivalueiobtainediisibelowi3.00,iwhichiindicatesithatitheimodelihasiaigoodifit.iThisivalueiindica

tesitheiratioibetweenichisquareiandidegreesiofifreedom,iwhereiaivalueilowerithani3.00iis generally considered 

to indicate a good model Issa & Abdelsalami(2021). RMR (Root Mean Square Residual) valuesiobtained below 

0.05iindicateithatitheiaverageiresidualierroriofitheimodeliisilow.iThisimeansithatitheimodelicaniexplainitheidat

aiwell,ianditheidifferenceibetweenitheipredictedivalueianditheimeasuredivalueiisiminimal.iAniRMSEAi(Rooti

MeaniSquareiErroriofiApproximation)ivalueiobtainedibelowi0.08iindicatesithatitheimodelihasiaigoodifit.iRMS

EAiisiaicommonimeasureiuseditoiassessitheisuitabilityiofiaimodel,iwhereiaivalueibelowi0.08iindicatesithatithei

modeliisiacceptable.iIFIi(IncrementaliFitiIndex),iCFIi(ComparativeiFitiIndex),iandiTLIi(Tucker Lewis Index) 

valuesiwhichiareialliabovei0.90iindicateithatitheimodelihasianiexcellentifit.iTheseivaluesiindicateithatitheiprop

osedimodeliisibettericompareditoitheibaseimodel,iandicloseritoi1.00iindicatesiaibetterifit (Nawayseh, 2020; Lin, 

2023).iOverall,itheiresultsiofitheianalysisishowedithatitheitestedimodelihadiaigoodifitiwithitheidata,iwhichisupp

orteditheivalidityiofitheimodeliiniexplainingitheirelationshipibetweenitheivariablesistudied.iThus,ithisimodelica

nibeiuseditoifurtherianalyzeianditestitheihypothesisithatihasibeeniformulated. 

 

 
Figurei3.iCompleteiModeliStructuraliTest 

 

HypothesisiTestingi 

Theifindingsiofitheihypothesisitestingiconductediforithisistudyiareishowniinitheifollowingitable. 
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Tablei3. HypothesisiTesting 

Hypothesis Road Guess ONE CR P Description 

H1 
Employer Branding--> Corporate 

Reputation 
0,081 0,069 1,176 0,239 NotiAccepted 

H2 SocialiMedia-->CorporateiReputation 0,14 0,085 1,646 0,100 NotiAccepted 

H3 
CorporateiReputation-->Intention To 

Apply 
0,237 0,084 2,807 0,005 iAccepted 

H4 
EmployeriBranding-->Intention To 

Apply 
-0,054 0,076 -0,709 0,478 NotiAccepted 

H5 SocialiMedia-->IntentioniToiApply -0,115 0,095 -1,216 0,224 NotiAccepted 

 

TheiresultsiofitheihypothesisitestishowedithationlyiH3ihadiaisignificantiinfluence,iwhileitheiotherihypothes

esididinotishowiaistrongirelationship.iTheseifindingsiareiinilineiwithipreviousiresearchithatisuggestsithatino

tiallirelationshipsiinitheiSEMimodeliwillibeisignificant,iandiitiisiimportantitoiconsideritheicontextiasiwellia

siotherivariablesithatimayiaffectitheioutcomei(Varshneyi&iRajwanshi,i2019;iKock,i2016;iKock,i2015).i 

 

Tablei4. SobeliTest 

 Sobel test 

Statistics 

Two tailed 

probability 

EmployeriBranding-->CorporateiReputation-->IntentioniToiApply 1.083 0.278 

SocialiMedia-->CorporateiReputation-->IntentioniToiApply 1.422 0.154 

  

Theiresultsiofitheianalysisishowedithatitheicompany'sireputationididinotiserveiasiaisignificantimediatingivariab

leiinitheirelationshipibetweeniEmployeriBrandingiandiIntentitoiApply,iasiwelliasibetweenisocialimediaiuseiand

iIntentitoiApply.iTheiCompany'siReputationiasiaiMediationibetweeniEmployeriBrandingiandiIntentionitoiAppl

yiSobeliStatisticsiobtainediwasi1.083i(pi=i0.278).iAip-value greater than 0.05 indicates that the 

company'sireputationidoesinotiserveiasiaisignificantimediatoribetweenitheicompany'sibrandingianditheiintentio

nitoiapply,ialthoughiEmployeriBrandingihasiaipositiveiinfluenceionitheiintentionitoiapply,itheiinfluenceiisinoti

necessarilyimediatedibyitheicompany'sireputationiSilvai&iDiasi(2022).iTheiCompany'siReputationiasiaiMediat

ionibetweeniSocialiMediaiandiIntentionitoiApplyiSobeliStatisticsiforithisirelationshipiisi1.422i(pi=i0.154).iAlt

houghiSobel'sistatisticalivalueiindicatesitheipresenceiofiinfluence,iaip-value greater than 0.05 indicates that the 

company'sireputationialsoidoesinotiserveiasiaisignificantimediatoriinitheirelationshipibetweenisocialimediaiusei

andiintentitoiapply.iTheiuseiofisocialimediaiiniEmployeriBrandingicaniincreaseiaicompany'siattractiveness,ibut  

it does not always have a direct effect on the intention to apply for a job if the company's reputation is not 

strengthenedi(Sivertzenietial.,i2013) 

 

Discussion 

TheiInfluenceiofiEmployeriBrandingioniCompanyiReputation 

 TheitestiresultsiiniH1icanishowithatiEmployeriBrandingi(EB)ihasiainon-significant influence on its 

relationship with Corporate Reputation (CR).iTheiresultsiofitheianalysisishowithat theivalue of the EB path 

coefficientiisi0.081iwithiaisignificanceivalueiofipi>i0.050. Therefore, it is concluded that the value ofi Employer 

BrandingithatiisinotisignificantitoiCorporateiReputationicanibeisaiditoibeiunacceptable. 

 This finding is in line with several previous studies that show that the relationship between company 

brandingiandicompanyireputationiisinotialwaysisignificant,itheifiveidimensionsiofiEmployeriBrandingistudied,i

onlyithreeihaveiaisignificantiinfluenceionitheicompany'sireputation, namely the company's vision and leadership, 

company reputation, and work environment (Purusottama & Ardianto, 2019) affect the company's reputation, 

which may explain the insignificant results in this study. Although Employer Branding can contribute to a 

company'sireputation,itheiinfluenceiisihighlyidependent on the context and how the company communicates with 

stakeholdersi(Yüksel,i2015)iThisistatementisuggestsithaticompaniesimustiactivelyilistenitoiandiresponditoiwhat

iisisaidiaboutithem,iwhichishowsithatiaicompany'sireputation is not only built through branding, but also through 

effectiveiinteractionsiwithiemployeesiandicustomers.iEmployeriBrandingicaniimproveiaicompany'sireputation,i

thisiinfluenceiisinotialwaysistrongiandicanibeiinfluenced by other factors such as company values and employee 

perceptionsi(Silvai&iDias,i2022). 
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TheiInfluenceiofiSocialiMediaioniCompanyiReputation 

 TheitestiresultsiiniH2icanishowithatiSocialiMediai(SM) has an insignificant influence on its relationship 

with Corporate Reputation (CR). The results of the analysis show that the value of the SM path 

coefficientiisi0.14iwithiaisignificanceivalueiofipi>i0.050. Therefore, it is concluded that the insignificant value 

of SocialiMediaiitoiCorporateiReputationicanibeisaiditoibeiunacceptable. 

 Thisifindingiisiinilineiwithiseveralipreviousistudiesithatishowithatitheirelationshipibetweenisocialimedia

iandicorporateireputationiisinotialwaysisignificant.iCommunicationithroughisocialimediaidoesinotidirectlyiaffec

titheicompany'sireputation,ibutiratherihowiitiaffectsiconsumers'iperceptioniofitheibrandi(Schivinskii&iDąbrows

ki,i2014).iTheiqualityiandicredibilityiofitheimessagesiconveyedithroughisocialimediaiareiimportantifactorsithati

influenceitheibehavioriofiindividualsiafterireceivingiinformation.iThisisuggestsithatievenithoughisocialimediaii

siusediasiaimeansioficommunication,iitsiimpactioniaicompany'sireputationimayibeiindirectiandiinfluencedibyio

therifactorsisuchiasiconsumers'iperceptionioficontentiquality.iCommunicationistrategiesiimplementedionisociali

mediaimustibeicarefullyidesigneditoiensureithatitheyicaniimproveitheicompany'sireputationi(Floreddui&iCabid

du,i2016). 

 

TheiEffectiofiEmployeriBrandingioniIntentionitoiApply 

 TheitestiresultsiiniH3icanishowithatiEmployeriBrandingi(EB)ihasianiinsignificantiinfluenceioniitsirelati

onshipiwithiIntentitoiApplyi(IA).iTheiresultsiofitheianalysisishowithatitheivalueiofitheiEBipathicoefficientiisi-

0.054iwithiaisignificanceivalueiofipi>i0.050.iTherefore, iti is concluded that the insignificant value ofi Employer 

BrandingiitoitheiIntentitoiApplyicanibeisaiditoibeiunacceptable. 

 Thisifindingiisiinilineiwithisomeipreviousiresearch that shows that the relationship between Employer 

BrandingiandiJobiApplicationiIntentioniisinotialwaysisignificant,ialthough Employer Branding can contribute to 

aniorganization'siattractiveness,iitsieffectionijobiapplicationiintentionicanivaryidependingionitheicontextiandipe

rceptioniofitheiindividual.i(Theurerietial.,i2016).iTheyishowithatiotherifactors,isuchiasiemployeeiexperienceian

dicompanyireputation,icaniplayiaigreateriroleiiniinfluencingijobiapplicationiintentionsicompareditoirelyingisole

lyioniEmployeriBrandingistrategiesi(Theurerietial.,i2016).iEmployeriBrandingihasitheipotentialitoiattractitheiat

tentioniofipotentialiemployees,iitsiinfluenceionitheiintentionitoiapplyiforiaijobimayinotibeiasipromisingiasiexpe

ctediifiitiisinotibalancediwithiaipositiveiexperienceiwithinitheiorganizationi(Tanwari&iPrasad,i2016). 

 

TheiEffectiiofiSocialiMediaioniIntentionitoiApply 

 TheitestiresultsiiniH4icanishowithatiSocialiMediai(SM)ihasiainegligibleiinfluenceioniitsirelationshipiwit

hiIntentitoiApplyi(IA).iTheiresultsiofitheianalysisishowithatitheivalueiofitheiSMipathicoefficientiisi 0.115 with a 

significanceivalueiofipi>i0.050.iTherefore,iitiiisiconcludedithatitheiinsignificantivalueiofiSocialiMediaiitoiInten

titoiApplyiisiunacceptable. 

 Thisifindingiisiinilineiwithiseveralipreviousistudiesithatishowithatitheirelationshipibetweenisocialimedia

iandijobiapplicationiintentionsiisinotialwaysisignificant.iWhileisocialimediaicaniinfluenceiconsumeriattitudesito

wardiadvertising,iitsiinfluenceionibehavioralidecisions,isuchiasitheiintentionitoiapplyiforiaijob,iisihighlyidepen

dentionitheireputationiofitheicompanyithatiusesisocialimediai(Boatengi&iOkoe,i2015).iTheyinoteithatiaicompa

ny'sireputationihasiaikeyiroleiiniconsumeridecision-making, which suggests that social media alone is not 

enoughitoiinfluenceijobiapplicationiintentionsiwithoutistrongireputationisupport.iWhileisocialimediaiprovidesiv

isibilityiandipotentialiinteractions,iitsiimpactioniaicompany'sireputationiandiconsumeridecisionsicanivaryi(Won

gietial.,i2020).iTheyifoundithatiinteractionsionisocialimediaidoinotialwaysihaveiaipositiveiimpactioniaicompan

y'sireputation,iwhichimayiexplainiwhyitheiinfluenceiofisocialimediaionijobiapplicationiintentionsiisialsoinotisi

gnificant.iCommunicationistrategiesiimplementedionisocialimediaishouldibeicarefullyidesigneditoiensureithatit

heyicanienhanceitheicompany'sireputationiand,iiniitsispouse,iinfluenceitheiintentionitoiapplyiforiaijobi(Floredd

ui&iCabiddu,i2016). 

 

TheiInfluenceiofiCompanyiReputationioniIntentionitoiApply 

 TheiresultsiofitheitestiiniH5icanishowithatiCorporateiReputationi(CR)ihasiainon-significant influence on 

itsirelationshipiwithiIntentitoiApplyi(IA).iTheiresultsiofitheianalysisishowithatitheivalueiofitheiCRipathicoeffici
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entiisi0.237iwithiaisignificanceivalueiofipi>i0.050.iTherefore,iitiisiconcludedithatitheiinsignificantivalueiofiiCo

rporateiReputationiiforiIntentitoiApplyiisiunacceptable. 

 Thisifindingiisiinilineiwithiseveralipreviousistudiesithatishowithatitheirelationshipibetweenicompanyirep

utationiandijobiapplicationiintentioniisinotialwaysisignificant.iAlthoughiaicompany'sireputationicaniaffecticons

umerisatisfactioniandiloyalty,iitsiinfluenceionijobiapplicationiintentionsiisinotialwaysiimmediatei(Hasani&iYun

,i2017).iConsumersiwhoiareisatisfiediwithitheiproductsioriservicesiprovidedibyiaireputableicompanyimayinotia

lwaysihaveitheiintentionitoiapplyiforiaijobiatitheicompany,iindicatingithatiotherifactors,isuchiasiworkiexperien

ceiandipersonalivalues,ialsoiplayianiimportantiroleiinitheidecision.iAlthoughiaicompany'sireputationihasiaiposit

iveirelationshipiwithijobiapplicationiintentions,ithisiinfluenceicanivaryidependingionitheiEmployeriBrandingidi

mensioniappliedi(Silvai&iDias,i2022).iNotialliaspectsiofiaicompany'sireputationicontributeisignificantlyitoijobi

applicationiintentions,iandithatithisirelationshipicanibeiinfluencedibyiotherifactorsisuchiasitheicompany'siattrac

tivenessiandipotentialiemployees'iperceptioniofitheiworkienvironment.ithaticorporateireputationiandicorporateis

ocialiresponsibilityi(CSR)icaniinteractiiniinfluencingijobiapplicationiintentions,ibutinotinecessarilyidirectlyi(Th

anhietial.,i2023). 

 

TheiEffectiofiEmployeriBrandingioniIntentionitoiApplyithroughiCorporateiReputation 

 TheiinfluenceiofiEmployeriBrandingioniCorporateiReputationiisiknowniasiaisobelistatisticiofi1.083iwit

hiaisignificanceivalueiofipi>i0.050.iTherefore,iitiisiconcludedithatitheivalueiofitheiindirectiinfluenceiofiEmploy

eriBrandingithroughiCorporateiReputationiisinotisignificantiforiitheiIntentitoiApplyiisiunacceptable. 

 Thisifindingiisiinilineiwithiseveralipreviousistudiesithatishowithatitheirelationshipibetweenicompanyibra

nding,icompanyireputation,iandijobiapplicationiintentioniisinotialwaysisignificant.iAlthoughiEmployeriBrandin

gicaniaffectiaicompany'sireputation,ithisiinfluenceidoesinotialwaysidirectlyiextenditoitheiintentionitoiapplyifori

aijobi(Silvai&iDias,i2022).iTheyifoundithatiaicompany'sireputationiservediasiaimediatoriinisomeicontexts,ibuti

notiiniallisituations.iThisisuggestsithatiotherifactors,isuchiasitheicompany'siattractivenessiandianiindividual'sipe

rceptioniofitheiworkienvironment,icanihaveimoreiinfluenceionijobiapplicationiintentionsithanitheicompany'sire

putationiitself.ithatiaicompany'sireputationidoesinotialwaysiserveiasiaistrongipredictoriofitheiintentionitoiapplyi

foriaijobi(Tsaiietial.,i2015).Whileiaicompany'sireputationicaniinfluenceitheiintentionitoiapplyiforiaijob,iitiisioft

eniinfluencedibyiexternalifactorsisuchiasijobimarketiconditionsiandiindividualineeds.iHumaniresourceidevelop

menti(HRD)ipracticesiandiEmployeriBrandingicaniinfluenceieachiother,ibutinotinecessarilyihaveiaisignificantii

mpactionijobiapplicationiintentionsi(Kucherovi&iZavyalova,i2012). 

 

TheiInfluenceiofiSocialiMediaioniiIntentionitoiApplyiThroughiCompanyiReputationi 

 TheiinfluenceiofiSocialiMediaioniCorporateiReputationiisiknowniasiaisobelistatisticiofi1.422iwithiaisig

nificanceivalueiofipi>i0.050.iTherefore,iitiisiconcludedithatitheivalueiofitheiindirectiinfluenceiofiEmployeriBra

ndingithroughiCorporateiReputationiisinotisignificantiforiitheiIntentitoiApplyiisiunacceptable. 

 Thisifindingiisiinilineiwithiseveralipreviousistudiesithatishowithatitheirelationshipibetweenisocialimedia

,icompanyireputation,iandijobiapplicationiintentioniisinotialwaysisignificant.iWhileisocialimediaicanicontribute

itoiaicompany'sireputation,iitsiinfluenceionijobiapplicationiintentionsiisinotialwaysiimmediateiandisignificant.i

Theireputationibuiltithroughisocialimediaiisihighlyidependentionihowitheiinformationiisireceivedibyitheiaudien

ce,iwhichisuggestsithatisocialimediaiisinotialwaysieffectiveiiniinfluencingijobiapplicationiintentionsiifiitiisinoti

supportedibyiotherielementsiofistrongiEmploymentiBrandingi(Hanuietial.,i2021).iAicompany'sireputationicanii

nfluenceitheiintentionitoiapplyiforiaijob,ianditheiinfluenceiisiofteniinfluencedibyitheiindividual'sicontextiandip

erception.iAlthoughiaicompany'sireputationihasiaipositiveiimpact,iitsiinfluenceiisinotialwaysisignificant,iespeci

allyiifiitiisinotisupportedibyiotherielementsiofistrongeriEmployeriBrandingi(Türkietial.,i2020). 

 

 

CONCLUSION 

 Theiresultsiofitheianalysisiinimodeli1ishowithatiinitheifirstihypothesisitest,iitiisiexplainedithatitheiinsign

ificantiinfluenceiofiEmployeriBrandingii(EB) on Corporate Reputation (CR) by Gen Z on Tanjungpura 

University alumni. The results of the analysis inimodeli2ishowithatiinitheisecondihypothesis test, itiisiexplained 

that the insignificant influencei of Social Media (SM) on CorporateiReputationi(CR) by Gen Z on Tanjungpura 

University alumni. Theiresultsiofitheianalysisiinimodeli3ishowithatiinitheithirdihypothesisitest, itiisiexplained 
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thatithere is a significant influence among Corporate Reputation (CR) on Intent to Apply (IA) by Gen Z on 

Tanjungpura University alumni. Theiresultsiofitheianalysisiinimodeli4ishowithatiinitheifourthihypothesisitest, 

itiisiexplained thatitheiinsignificantiinfluenceibetweeniEmployeriBrandingi(EB) oniIntentitoiApply (IA) by Gen 

Z oniTanjungpura University alumni. The results of the analysis in modeli5ishowithatiinitheififthihypothesisitest, 

it is explained thatithereiisiaigoodiinfluenceiamongiSocialiMedia (SM) on Intent to Apply (IA) by Gen Z on 

Tanjungpura University alumni. Theiresultsiofitheianalysisiinihypothesisi6ishowithatiinitheihypothesisitest, 

itiisiexplained thatithereiisianiinsignificantiinfluenceiamongiEmployeriBrandingi(EB) on Intent to Apply (IA) 

throughiitheiCorporat Reputation (CR) interventionirouteiibyiGeniZion Tanjungpura University alumni. The 

results of the analysis inihypothesisi7ishowithatitheihypothesisitestiexplainsitheiinsignificantiinfluence iof Social 

Media (SM) on Intent to Apply (IA) through the Corporate Reputation (CR) intervention route by Gen Z in 

Tanjungpura University alumni. 

 ThisistudyiaimsitoitestitheivariablesiofiEmployeriBrandingianditheiuseiofiSocialiMediaionitheiintentioni

toiapplyiforijobsiofiTanjungpuraiUniversityialumniimediatedibyitheicompany'siimage.iBasedionitheiexplanatio

niabove,iitiisistatedithatialthoughiCompanyiReputationihasiaisignificantiinfluenceionijobiapplicationiintentions,

ineitheriEmployeriBrandinginoriSocialiMediaishowsiaisignificantiinfluenceioniCompanyiReputation.iTheichara

cteristicsiofirespondentsiwhoiareiGenerationiZiagedi17-27iyearsiareiknown foritheiricriticaliattitude, preference 

for authenticity andiselectivityiinichoosingiaiworkplace, withiaistrongifocusionisocialivalues, workiculture, and 

personalidevelopmentiopportunities.iTheyidon'tijustirelyionisocialimediaioriemployeribrandingitoimakeidecisio

ns,ibutiratherionitheicompany'sioverallireputationiandihowiitibehavesiinitermsiofisocialiresponsibility,iemploye

eiwell-being,iandiinnovation,iplayianiimportantiroleiinitheseiresults. 

 ThisimayiexplainiwhyievenithoughifactorsisuchiasiEmployeriBrandingiandiSocialiMediaidoinotihaveiai

significantiinfluenceioniCorporateiReputationiandiIntentionitoiApply,icompanyireputationistillihasiaisignificant

iinfluenceionitheiintentionitoiapplyiforiaijob.iGenerationiZiprioritizesitheiintegrityiandisocialiimpactioficompan

ies,iwhichiisireflectediinitheiridecisionitoiapplyiforijobs.,iforifutureiresearchers,itheiresultsiofithisistudyicanibei

usediasiaicorrelationiandireferenceiforiresearch,ibyiexploringiotherifactorsithatimayiplayiairoleiinithisirelations

hipianditoiunderstanditheicontextiiniwhichiEmployeriBrandingistrategiesianditheiuseiofisocialimediaicanibeim

oreieffectiveiinibuildingijobiapplicationiintentionsiamongiGeniZ. 
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