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Abstract: This study aims to analyze the influence of employer branding dimensions (interest 

value, social value, economic value, development value, and application value) and the 

availability of organizational information on LinkedIn on Generation Z’s intention to apply in 

Jakarta and Tangerang. Generation Z is expected to dominate Indonesia’s future workforce; 

therefore, understanding the factors that influence their intention to apply for jobs is essential 

for organizations. This research employs a quantitative method with a conclusive research 
design using a descriptive research approach and a single cross-sectional design. Data were 

collected through an online questionnaire from 178 Generation Z respondents who reside in 

Jakarta and Tangerang, actively use LinkedIn, and are currently seeking employment. The 

sampling technique used was non-probability sampling with a judgmental sampling approach. 

The data were analyzed using IBM SPSS Statistics 27 through validity testing, reliability 

testing, classical assumption tests, and multiple linear regression analysis. The findings reveal 

that interest value and economic value have a positive influence on intention to apply, with 

interest value showing the strongest effect. Meanwhile, social value, development value, 

application value, and the availability of organizational information on LinkedIn do not 

significantly influence intention to apply. 

This study provides practical implications for organizations to prioritize innovation, job variety, 

and compensation transparency in their employer branding strategies to more effectively attract 

Generation Z talent. 
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INTRODUCTION 

In the current era of globalization and digitalization, competition among organizations to 

attract high-quality talent has become increasingly intense. Generation Z, individuals born 

between 1997 and 2012, is now beginning to enter the workforce (Schroth, 2019). As a 

generation that has grown up alongside rapid digital technological advancement, Generation Z 

is widely recognized as digital natives. They are accustomed to using technology in their daily 

lives, have quick access to information, and communicate through various digital platforms. 
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In line with the dynamics of the digital era, organizations are required to continuously 

adapt to changes in order to remain relevant and sustainable. The characteristics of Generation 

Z make them a highly potential talent pool that can contribute to supporting organizational 

sustainability and long-term development. 

 

 
Source: Badan Pusat Statistik, GoodStats (2025) 

Figure 1. Proportion of Indonesia’s Population by Age Group (Million People), May 2025 

 

Based on Figure 1, the data on Indonesia’s population distribution as of May 2025, 

published by the Central Statistics Agency (BPS, 2025), show that Generation Z accounts for 

approximately 71.06 million people, representing around 24.97% of Indonesia’s total 

population. 

On the other hand, this large population size also presents its own challenges, particularly 

the high unemployment rate among young people, especially those belonging to Generation Z. 

This significant proportion indicates that Generation Z will become the dominant group in the 

future labor market. Therefore, companies need to understand the trends, preferences, and 

behavioral patterns of Generation Z in seeking employment in order to develop more 

appropriate and effective recruitment strategies. 

 
Source: Badan Pusat Statistik, GoodStats (2025) 

Figure 2. Number of Unemployed People and the Unemployment Rate in Indonesia 

 

According to data from the Central Statistics Agency (BPS, 2025), in February 2025 the 

open unemployment rate in Indonesia reached 4.76%, with a total of 7.28 million unemployed 

individuals. This figure increased compared to the previous period, although the percentage 

slightly decreased compared to the previous year. The relatively high level of unemployment is 

influenced by the growth of the labor force that has not been matched by adequate job 

absorption. 

 

https://dinastipub.org/DIJDBM


https://dinastipub.org/DIJDBM, (size 10)                                                   Vol. 7, No. 3, April 2026 

 

548 | P a g e 

In addition, the unemployment rate among young people aged 15–24 years remains 

relatively high at 16.16%. This indicates that many young individuals, particularly those from 

Generation Z, have not yet been able to secure employment in Indonesia’s labor market. The 

data also reflects an imbalance between the number of job seekers and the availability of 

suitable employment opportunities. Therefore, organizations are required to adopt more 

strategic approaches in recruiting and retaining talent. 

 

 
Source : Badan Pusat Statistik, GoodStats (2025) 

Figure  3. Comparison of Job Seekers and Job Vacancies in Indonesia 

 

Figure 3 presents data on the comparison between job seekers and job vacancies in 

Indonesia released by Agnes Z. Yonatan (2025), which shows a significant gap. In 2022, there 

were 937,176 registered job seekers, while the number of available job vacancies was only 

about 59,276 positions. The gap widened further in 2023, with 1.81 million job seekers and 

only 216,972 vacancies available. Although the number of vacancies increased to 630,672 

positions in 2024, this figure was still lower than the 909,671 registered job seekers. 

These findings indicate that the labor market in Indonesia still faces significant challenges 

related to the mismatch between labor supply and demand. When the number of job seekers 

greatly exceeds the number of available vacancies, competition for employment becomes 

increasingly intense. On the other hand, companies also face challenges in finding employees 

who meet the qualifications and organizational needs. Limited information regarding 

companies, the values they offer, and their recruitment processes may cause potential 

candidates—particularly those from Generation Z—to become less interested or lack credible 

information to apply for positions in those organizations. As a result, companies may 

experience difficulties in recruiting qualified candidates. 

Based on data from the Indonesia Gen Z Report 2024 published by IDN Research Institute 

(2024), salary and benefits are the most important factors considered by Generation Z when 

choosing a workplace, cited by 78% of respondents. The next factor is career opportunities, 

selected by 60% of respondents, followed by work environment and organizational culture at 

53%, and alignment between skills, interests, and the job at 47%. Other factors include office 

location (40%), work time flexibility (32%), job stability (29%), and company credibility 

(18%). These findings indicate that Generation Z tends to prioritize compensation and career 

development prospects when evaluating and selecting job opportunities to apply for. 

This tendency of Generation Z to establish certain standards when choosing a workplace 

indicates that they are more selective in their job choices. Before deciding to submit an 

application, Generation Z typically does not immediately apply for a job. Rather than applying 

to every available job vacancy, they first evaluate whether the job offer aligns with their 

expectations. In line with the data presented, the study conducted by Mostafa (2022) also shows 

that younger age groups generally prioritize social, economic, and development aspects. 
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Therefore, companies need to build an attractive image as a workplace through effective 

employer branding strategies. 

An example of a company with strong employer branding is PT Astra International Tbk, 

which has implemented various strategies to build a positive image as an employer. As shown 

in Figure 1.5, Astra was once again recognized as one of the Best Companies to Work for in 

Asia at the HR Asia Awards 2025, while also receiving the HR Asia Sustainable Workplace 

Awards, HR Asia Best Companies to Work for in Asia – Indonesia 2025, and HR Asia Tech 

Empowerment Awards. These achievements indicate that Astra has successfully created a 

positive image as an ideal workplace. 

Astra integrates sustainability issues into its employer branding strategy. Today, more 

individuals are increasingly concerned about environmental, social, and corporate governance 

issues. Therefore, when companies implement sustainability initiatives—such as reducing 

greenhouse gas emissions, utilizing renewable energy, managing waste, and supporting 

community development—these efforts not only improve corporate sustainability performance 

but also shape positive perceptions of the company as a responsible and value-driven 

workplace. Consequently, Astra’s sustainability strategy serves as a means of strengthening its 

employer branding, ultimately enhancing the company’s image and reputation among both 

prospective and existing employees. 

Employer branding is also shaped from the employee perspective through the work 

experiences they share publicly. Such testimonials indicate that employees experience 

opportunities for self-development, leadership support, and a positive work culture that values 

employee well-being. Positive work experiences foster a sense of pride and attachment among 

employees toward the organization, encouraging them to voluntarily share their perceptions 

with external audiences. In this context, employees act as informal promoters who indirectly 

promote the company as an ideal workplace. 

Based on Astra’s practices, it can be concluded that companies that successfully build 

strong employer branding through consistent strategies, policies, and values can foster 

employee pride and attachment to the organization. This ultimately strengthens the company’s 

positive image as an ideal workplace in the public eye, which can increase prospective 

applicants’ intention to apply. 

Company reputation plays an important role in shaping job seekers’ perceptions and 

interest during the job search process. Job seekers’ perceptions of a company’s reputation are 

not formed directly but are influenced by information or signals communicated by the 

organization. One strategy used to convey such information is employer branding, which helps 

build the company’s image as an attractive place to work in the eyes of job seekers. 

Organizations have long used marketing and branding practices to build customer loyalty; 

however, these practices are increasingly being expanded to make organizations more attractive 

from the perspective of potential employees (Wallace et al., 2014). Thus, branding is not only 

important for shaping an organization’s image among external consumers but also serves as a 

strategy for managing organizational attractiveness in the labor market. Employer branding is 

a strategic approach to attracting, engaging, and retaining talent by promoting a company’s 

values, culture, and work environment (Ognjanović, 2019). 

Previous research conducted by Junça Silva and Dias (2022a) revealed that employer 

branding has a positive influence on organizational reputation, which ultimately increases 

individuals’ intention to apply for jobs within the organization. Another study also shows that 

employer branding negatively influences turnover intention (Kar & Nguyen Thi Phuong, 2023). 

Therefore, company reputation plays a role not only in attracting potential candidates but also 

in retaining existing employees. 

Generation Z is a digital and mobile-native generation that is constantly connected to the 

internet and social media and is highly capable of accessing information quickly (Lanier, 2017). 

Although salary and benefits remain the primary factors considered by Generation Z when 
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choosing a workplace, they also evaluate several supporting aspects in their decision-making 

process, such as organizational reputation, work culture, and employee experiences shared 

through digital platforms. Such information plays a crucial role in shaping Generation Z’s initial 

perceptions and level of interest in a company. 

Social media platforms such as LinkedIn, Facebook, X (Twitter), and Instagram have 

transformed recruitment processes by enabling recruiters to reach a wider pool of potential 

candidates, interact more personally, and build relationships with them (Singh, 2023). Through 

LinkedIn, companies can implement employer branding strategies to showcase their culture, 

values, and benefits to prospective employees. With strong employer branding, organizations 

can differentiate themselves from competitors and attract the best talent in the industry. 

 

 
Source : We Are Social, Meltwater (2025) 

Figure 4. The Growth of LinkedIn Advertising Reach in Indonesia 

 

 According to the We Are Social (2025) report shown in Figure 4, the potential 

advertising reach of LinkedIn in Indonesia was 23 million users in January 2023 and increased 

consistently to 33 million users in January 2025. This growth of approximately 43% over the 

past two years indicates that LinkedIn has increasingly functioned as a strategic platform for 

organizations to communicate recruitment information and employer branding initiatives. The 

wide accessibility of information available through LinkedIn provides greater opportunities for 

young people, particularly Generation Z, to obtain a more comprehensive understanding of 

companies before deciding to apply. Consequently, the availability of such information may 

directly influence their intention to apply. 

Research by Emmanuelle Carpentier et al. (2019) supports this phenomenon by finding 

that the level of informativeness in organizational social media content positively influences 

candidates’ perceptions of organizational competence. The higher the quality of information 

received, the greater the candidates’ confidence in the organization’s competence. 

These findings indicate that information communicated through social media can serve 

as a signal of credibility and strengthen organizational attractiveness. For Generation Z, who 

are highly responsive to digital information, the availability of comprehensive information 

through professional platforms such as LinkedIn becomes an important factor that can 

encourage the emergence of an intention to apply. 

In addition to the increasing reach of LinkedIn users, data on LinkedIn advertising 

audiences in Indonesia in February 2025 also shows that younger age groups dominate the 

platform’s user composition. More than 90% of LinkedIn’s audience comes from the 18–34 

age group, with the largest proportion in the 25–34 age category, consisting of 24.6% women 

and 29.1% men, followed by the 18–24 age group, with 18.2% for both women and men (We 

Are Social, 2025). This dominance of younger age groups indicates that LinkedIn is highly 

relevant for Generation Z, as many of them fall within this age range and are actively entering 

the labor market. The data highlights the strategic role of LinkedIn as a platform for companies 

to communicate employer branding while providing credible information about their culture, 

values, and career opportunities. Therefore, the availability of clear and attractive information 
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on LinkedIn has strong potential to increase Generation Z’s intention to apply, particularly 

among those who are responsive to digital information. 

The Jakarta Metropolitan Area (commonly known as Jabodetabek) is the most preferred 

region for employment among Indonesians, with 82% of respondents expressing interest in 

working in this area. This indicates that the region has become a major center for workforce 

activities, particularly for Generation Z seeking employment opportunities. Jakarta, as the 

national economic center, and Tangerang, which has developed rapidly through the presence of 

industrial estates and business districts, make both regions relevant as research locations. The 

selection of these locations is appropriate because the population of job seekers in these areas 

is relatively large and reflects significant labor market dynamics in Indonesia. 

Based on the background and phenomena described above, the researcher is interested in 

examining more deeply the influence of employer branding dimensions and the availability of 

information on LinkedIn on Generation Z’s intention to apply. Generation Z is selected as the 

research subject because this group is expected to dominate Indonesia’s labor market in the 

coming years; therefore, understanding their preferences becomes a strategic aspect that 

organizations must consider. In addition, intention to apply is influenced by how companies 

build their image through employer branding and by the extent to which the information 

presented on social media can provide insights into the organization’s competence and 

characteristics. 

 Therefore, this study is conducted under the title: 

“The Influence of Employer Branding Dimensions and the Availability of Information on 

LinkedIn on Generation Z’s Intention to Apply in Jakarta and Tangerang.” 

 

METHOD 

This study employs a quantitative research method as it aims to measure and analyze the 

relationships among variables objectively using numerical data. Data were collected through a 

structured questionnaire distributed via Google Forms to respondents who met the research 

criteria. This method was selected because it allows the researcher to obtain consistent data that 

can be statistically analyzed and used to test research hypotheses. 

This research adopts a conclusive research design using a descriptive research approach 

and a single cross-sectional design. This type of research is chosen because it aims to measure 

and examine the relationships and effects among the variables studied. The single cross-

sectional design is applied since the data collection was conducted only once through an online 

questionnaire distributed via Google Forms to a single group of respondents who meet the 

research criteria. 

The sampling technique used in this study is non-probability sampling with a judgmental 

sampling approach. This sampling technique was chosen because the research population does 

not have a clearly defined sampling frame; therefore, respondents were intentionally selected 

based on specific criteria. The respondents in this study consist of male and female members of 

Generation Z (born between 1997 and 2012), active users of LinkedIn, and job seekers, 

including final-year undergraduate students, bachelor’s degree graduates, or individuals 

seeking employment opportunities in Jakarta and Tangerang. 

The study targets a minimum sample size of 175 respondents to test and validate the 

research model. This research utilizes both primary and secondary data. Primary data were 

obtained directly from Generation Z respondents residing in Jakarta and Tangerang through an 

online questionnaire distributed via Google Forms using a five-point Likert scale. Meanwhile, 

secondary data were used to support and complement the research and were collected from 

various sources, such as academic journals, books, articles, and other relevant publications 

related to the research topic. 

For data analysis, the researcher used IBM SPSS Statistics version 27, applying validity 

tests, reliability tests, classical assumption tests, and multiple linear regression analysis. A 
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pretest was conducted by distributing the questionnaire online via Google Forms to ensure the 

clarity and reliability of the research instrument. 

 

RESULTS AND DISCUSSION 

 

Table 1. Results of the Partial Effect Test (t-test) 

 

Hypothesis 

 

Statement t-value > t-critical 
Sig. < 

0.05 
Result 

 

H1 

Interest Value has a 

positive effect on 

Intention to Apply. 

 

5.222 > 1.65371 

 

< 0.001 < 

0.05 

 

Positive 

 

H2 

Social Value has a positive 

effect on Intention to 

Apply 

 

0.954 < 1.65371 

 

0.341 > 

0.05 
Not Positve 

 

 

H3 

Economic Value 

memiliki pengaruh 

positif terhadap 

Intention to Apply 

 

 

2.358 > 1.65371 

 

0.20 < 

0.05 

 

Berpengaruh 

Positif 

 

 

H4 

Development Value 

memiliki pengaruh 

positif terhadap 

Intention to Apply 

 

 

0.388 < 1.65371 

 

0.699 > 

0.05 

 

Positive 

 

 

H5 

Application Value 

memiliki pengaruh 

positif terhadap 

Intention to Apply 

 

 

1.941 > 1.65371 

 

0.054 > 

0.05 

 

Not Positve 

 

 

 

H6 

Availability    of 

Organizational 

Information   on 

Social   Media 

memiliki pengaruh 

positif  terhadap 

Intention to Apply 

 

 

 

1.349 < 1.65371 

 

 

0.179 < 

0.05 

 

 

Not Positve 

Source : Researcher Result Data (2025) 

 

Based on Table 1, the results of the partial effect test (t-test) show that the interest value 

(H1) variable has a t-value of 5.222 with a significance value of < 0.001. The calculated t-value 

is greater than the t-table value of 1.65371, and the significance value is also less than 0.05. 

Therefore, it can be concluded that interest value has a positive effect on intention to apply. 

Furthermore, the economic value (H3) variable shows a t-value of 2.358 with a 

significance value of 0.020. Since the calculated t-value is greater than the t-table value and the 

significance value is less than 0.05, it can be concluded that economic value has a positive effect 

on intention to apply. 

 Meanwhile, the social value (H2) variable has a t-value of 0.954 with a significance 

value of 0.341, development value (H4) has a t-value of 0.388 with a significance value of 

0.699, application value (H5) has a t-value of 1.941 with a significance value of 0.540, and 
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availability of organizational information on social media (H6) has a t-value of 1.394 with a 

significance value of 0.179. 

 All of these variables have t-values lower than the t-table value and significance values 

greater than 0.05. Therefore, it can be concluded that social value, development value, 

application value, and the availability of organizational information on social media do not have 

a significant effect on intention to apply. 

 

The Effect Interest Value on Intention to Apply 

Based on the results of the multiple regression analysis, the Interest Value variable has a 

t-value of 5.222, which is greater than the t-table value of 1.65371 at a degree of freedom (df) 

of 171 and a significance level of 5%. In addition, the significance value for the Interest Value 

variable is < 0.001, which is less than 0.05. Therefore, it can be concluded that Interest Value 

has a positive effect on Intention to Apply. 

The findings of this study are consistent with previous research conducted by Junça Silva 

and João Dias (2022) in the journal The Relationship between Employer Branding, Corporate 

Reputation and Intention to Apply to a Job Offer. Their study found that interest value has a 

positive effect on intention to apply, with a total coefficient (c) value of B = 0.24 and a 

significance level of p < 0.01. 

Similar results were also reported in the study conducted by Minh Ha Ho Chi et al. (2018) 

in the journal The Effect of Employer Attractions and Social Media on Job Application 

Intention of Senior Students at Pharmaceutical Universities in Vietnam. The study showed that 

interest value has a positive influence on individuals’ attention and intention to apply for jobs, 

with a coefficient value (B) of 0.125 and a significance level of p = 0.010. 

 

The Effect Social Value on Intention to Apply 

Based on the results of the multiple regression analysis, the Social Value variable has a t-

value of 0.954, which is lower than the t-table value of 1.65371 at a 5% significance level with 

a degree of freedom (df) of 171. In addition, the significance value for the Social Value variable 

is 0.341, which is greater than 0.05. Therefore, it can be concluded that Social Value does not 

have a significant effect on Intention to Apply. 

These findings are consistent with the study conducted by Minh Ha Ho Chi et al. (2018) 

in the article The Effect of Employer Attractions and Social Media on Job Application Intention 

of Senior Students at Pharmaceutical Universities in Vietnam. In that study, social value also 

did not influence intention to apply, as indicated by a beta coefficient of 0.007 and a p-value of 

0.890 (p > 0.05). Most of the respondents in the study were undergraduate students who had 

limited work experience. As a result, their understanding of how workplace atmosphere, 

relationships among employees, and social support at work could influence perceptions of an 

organization had not yet fully developed. This lack of experience made respondents less able 

to assess the importance of social value, causing this dimension to have no significant influence 

on intention to apply (Minh Ha Ho Chi et al., 2018). 

Similarly, research conducted by Kesumahurip et al. (2025) in the study The Role of 

Employer Brand Attractiveness in Attracting Generation Z’s Interest in Applying to Startup 

Companies also found that social value does not significantly influence intention to apply. In 

that study, social value had a beta coefficient of –0.173 with a p-value of 0.049, leading to the 

conclusion that social value does not significantly affect intention to apply. Respondents’ 

perceptions of a comfortable work environment and social relationships varied considerably, 

which made social value less likely to be a primary factor considered by Generation Z when 

deciding to apply for a job. Furthermore, respondents believed that many companies have not 

clearly communicated their social value to potential applicants, resulting in candidates lacking 

an accurate understanding of the workplace atmosphere and relationships among employees 

(Kesumahurip et al., 2025). 

https://dinastipub.org/DIJDBM


https://dinastipub.org/DIJDBM, (size 10)                                                   Vol. 7, No. 3, April 2026 

 

554 | P a g e 

 

The Effect Economic Value on Intention to Apply 

 Based on the results of the multiple regression analysis, the Economic Value variable 

has a t-value of 2.358, which is greater than the t-table value of 1.65371 at a 5% significance 

level with a degree of freedom (df) of 171. In addition, the significance value for the Economic 

Value variable is 0.020, which is less than 0.05. Therefore, it can be concluded that Economic 

Value has a positive effect on Intention to Apply. 

 The findings of this study are consistent with previous research. A study conducted by 

Thang and Trang (2024) in the article Employer Branding, Organization's Image and 

Reputation, and Intention to Apply: The Moderating Role of the Availability of Organizational 

Information on Social Media found that economic value has a positive effect on intention to 

apply. In that study, the economic value variable had a standardized path coefficient of 0.257 

with a significance level of p < 0.01. 

 Similar findings were also reported by Soleha and Satrya (2024) in the study The 

Impact: Employer Brand, Corporate Social Responsibility, and Organizational Reputation in 

Job Application Intentions. The research shows that economic value, as part of employer brand 

attractiveness, has a positive and significant influence on intention to apply. This is indicated 

by a standardized estimate value of 0.27 with a t-value of 2.62, which is significant at the 95% 

confidence level. 

 

The Effect Development Value on Intention to Apply 

Based on the results of the regression analysis, the Development Value variable has a t-

value of 0.388, which is lower than the t-table value of 1.65371 at a 5% significance level with 

a degree of freedom (df) of 171. In addition, the significance value for the Development Value 

variable is 0.699, which is greater than 0.05. Therefore, it can be concluded that Development 

Value does not have a significant effect on Intention to Apply. 

These findings are consistent with previous research conducted by Honanta et al. (2025) 

in the article Analysis of the Influence and Priority of Employer Branding Dimensions in 

Attracting Prospective Generation Z Job Applicants. The study found that the development 

value variable does not significantly influence intention to apply, as indicated by a regression 

coefficient of 0.004042 and a p-value of 0.9602809. The findings suggest that Generation Z no 

longer prioritizes traditional or formal development programs typically offered by companies, 

as they are accustomed to learning independently through technology and the internet from an 

early age as digital natives (Honanta et al., 2025)..  

 

The Effect Application Value on Intention to Apply 

 Based on the results of the regression analysis, the Application Value variable has a t-

value of 1.941, which is greater than the t-table value of 1.65371 at a 5% significance level with 

a degree of freedom (df) of 171. However, the significance value for the Application Value 

variable is 0.54, which is greater than 0.05. Therefore, it can be concluded that Application 

Value does not have a significant effect on Intention to Apply. 

 These findings are consistent with the study conducted by Tor Wallin Sivertzen et al. 

(2013) in the article Employer Branding: Employer Attractiveness and the Use of Social Media, 

which found that application value does not have a direct influence on intention to apply, as 

indicated by a p-value greater than 0.05. 

 Sivertzen et al. (2013) also emphasized that aspects such as providing opportunities for 

individuals to apply their skills and knowledge contribute to building a positive corporate 

reputation. Therefore, it can be concluded that application value does not directly influence 

intention to apply; instead, it first enhances perceptions of corporate reputation, which may 

subsequently influence individuals’ intention to apply. 
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The Effect Availability of Organizational Information on Social Media on Intention to 

Apply 

Based on the results of the regression analysis, the variable availability of organizational 

information on social media has a t-value of 1.394, which is lower than the t-table value of 

1.65371 at a 5% significance level with a degree of freedom (df) of 171. In addition, the 

significance value for the availability of organizational information on social media is 0.179, 

which is greater than 0.05. Therefore, it can be concluded that the availability of organizational 

information on social media does not have a significant effect on intention to apply. 

These findings are consistent with the study conducted by Thang and Trang (2024) in the 

article Employer Branding, Organization's Image and Reputation, and Intention to Apply: The 

Moderating Role of the Availability of Organizational Information on Social Media. The study 

found that the availability of organizational information on social media does not have a 

significant direct effect on job application intention, with a path coefficient of β = –0.040 and 

a p-value > 0.05. 

Thang and Trang (2024) also explain that candidates generally obtain information about 

companies from various other sources, such as official company websites, recommendations 

from close acquaintances, or word of mouth. As a result, the presence of information on social 

media tends to have a limited influence in shaping job application intentions. In addition, 

content shared by companies on social media does not always provide the information that job 

seekers actually need, such as job descriptions, insights into workplace culture, or career 

development opportunities. This situation may lead job seekers to perceive social media content 

as less relevant in their decision-making process. Furthermore, inconsistencies between social 

media strategies and recruitment strategies may create unclear or conflicting messages, 

reducing the credibility of social media as a signal that influences job application intentions. 

Therefore, the findings of this study indicate that information on social media functions more 

as a complementary factor and is not sufficiently strong to directly encourage intention to apply. 

In addition, research conducted by Syafaatul Laila and Basith Fasih Khan (2024) in the 

study The Influence of Employer Branding and Social Media on Generation Z's Job Application 

Intentions with The Mediating Role of Company Reputation also found that social media does 

not significantly influence intention to apply, with a coefficient value of –0.008, a t-statistic of 

0.102 < 1.96, and a p-value of 0.919 > 0.05. The authors explain that social media does not 

provide direct motivation or encouragement for students, as respondents, to search for job 

vacancies in a particular company. 

 

CONCLUSION 

Based on the results of the study, interest value has a positive effect on intention to apply, 

with the highest standardized beta coefficient compared to the other variables, indicating the 

strongest influence. This result suggests that the more a company is perceived as attractive, 

innovative, and aligned with individuals’ interests, the greater the willingness of Generation Z 

to apply for jobs at that company. Therefore, companies need to highlight aspects such as 

innovation, product quality, and appreciation for employee creativity in their employer 

branding strategies. Emphasizing these values can help organizations attract more Generation 

Z talent who tend to seek dynamic and non-monotonous work environments. 

Based on the findings, social value does not have a significant influence on intention to 

apply. This result indicates that aspects such as a comfortable work environment, modern 

facilities, and harmonious workplace relationships cannot yet be clearly understood by potential 

applicants at the early stages of the recruitment process. In other words, social value tends to 

become an aspect that is evaluated after individuals join the organization and directly 

experience the company’s work culture. Nevertheless, companies still need to maintain strong 

social value, as this aspect plays an important role in supporting employee retention after 

employees become part of the organization. 
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The results also show that economic value has a positive influence on intention to apply. 

This finding suggests that the more competitive the financial compensation, promotion systems, 

performance bonuses, and employee welfare policies offered by a company, the greater the 

interest of Generation Z in applying for jobs at that organization. Therefore, companies need to 

clearly communicate information regarding compensation packages and benefits, including 

transparency about salary, performance-based promotion mechanisms, and various employee 

benefits. Strengthening the economic value factor can enhance a company’s attractiveness to 

potential applicants from Generation Z. 

Furthermore, the findings indicate that development value does not significantly 

influence intention to apply. This result suggests that career development opportunities 

represent long-term benefits that may not be clearly visible or verifiable to potential applicants 

before they actually work within the organization. This implies that Generation Z tends to 

require tangible evidence and direct experience regarding career development opportunities, 

making development value less influential during the initial stage of the job application 

decision. 

Similarly, application value does not have a significant influence on intention to apply. 

This finding indicates that values such as corporate social responsibility, opportunities to apply 

knowledge, and a sense of belonging are difficult for potential applicants to evaluate or 

experience before joining the organization. This suggests that Generation Z tends to prioritize 

more concrete aspects and benefits that can be directly experienced, rather than the more 

philosophical values promoted by the company. 

Finally, the results show that the availability of organizational information on LinkedIn 

does not significantly influence intention to apply. This finding indicates that the availability of 

organizational information through LinkedIn has become a common and standard practice 

among most companies, and therefore no longer serves as a significant differentiating factor. 

This suggests that the quality, relevance, and attractiveness of the content shared are more 

important than simply providing the information itself. Consequently, companies should focus 

on developing engaging and relevant content strategies in order to maximize the use of LinkedIn 

as a recruitment platform. 
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