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Abstract. Employer branding is a strategy to attract and retain potential employees amidst intense 

competition. This approach is especially relevant for Generation Z employees, who value flexibility, 

meaning, and innovation in the workplace. When choosing a job, they assess not only financial benefits 

but also company values, opportunities for development, and work-life balance. Therefore, building 

strong employer branding aligned with Generation Z’s expectations is essential for companies to remain 

competitive and attract top talent. This study examines the influence and priority of four employer 

branding dimensions: economic value (salary and compensation), social value (work environment and 

culture), development value (learning and career opportunities), and interest value (innovation and 

challenges). Using multiple linear regression and the Analytical Hierarchy Process (AHP), data were 

collected from 200 respondents, comprising final-year undergraduate students and recent graduates in 

Information Technology, Engineering, and Management fields in Indonesia. 

The findings reveal that interest value is the most influential and prioritized factor in attracting 

prospective Generation Z employees, followed by economic value, which also shows a significant 

impact. Conversely, development value is not significant, while social value tends to have a negative 

effect. These results suggest that companies should emphasize engaging and innovative job 

characteristics and provide competitive compensation, while fostering a supportive and healthy 

organizational culture that resonates with Generation Z’s values and aspirations. 
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INTRODUCTION  

Every organization, especially companies engaged in technology and services, relies 

heavily on human resources as the main asset in achieving its business goals(Abiwu & Martins, 

2024; Koppa et al., 2023). The success of a company is not only determined by the products or 

services offered, but also by the quality and commitment of the employees who work in it 

(Damarasri & Ahman, 2020; Mir et al., 2023). Therefore, effective human resource 

management is a key factor in maintaining organizational competitiveness in the midst of 

changing market dynamics (Abiwu & Martins, 2024; Cantoni et al., 2025; Udegbunam et al., 

2024). 

One of the important aspects of human resource management is Employer Branding. 

Employer branding can be interpreted as the company's ability to promote a positive image to 

prospective employees to be interested in applying, as well as building pride and loyalty among 

existing employees (Hapsara & Nugrahaningsih, 2024; Junça Silva & Dias, 2022; Kalinska-

Kula & Staniec, 2021).This process includes the development of a company's identity, image, 

and positive values that distinguish it from competitors in the labor market (Grigore et al., 

2024; Hein et al., 2023; Reis et al., 2021). Employer branding strategies are not only important 

in hiring, but also in retaining top talent and turning them into company ambassadors 

(Kalinska-Kula & Staniec, 2021; Saini et al., 2022; Thao et al., 2024). 
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The concept of "Employer Branding" was first proposed by Ambler & Barrow (1996) as 

a functional, economic, and psychological compensation package offered by the company 

(Kumari et al., 2020).Companies that can effectively manage their corporate image can 

improve the relationship between the company and employees as well as the company's overall 

performance (Kumari et al., 2020; Reis et al., 2021; Singh & Sinha, 2025; Yu et al., 2022). 

Backhaus & Tikoo (2004) then develop a conceptual framework to further understand and 

implement employer branding strategies, where they emphasize the importance of an 

organization's culture, identity, and association in shaping company attractiveness and 

employee loyalty (Karjaluoto & Paakkonen, 2019; Noutel et al., 2021; Tien, 2022). 

In the context of attracting employees, it is important to understand the characteristics of 

prospective employees who are the main target of company recruitment in this era, namely 

Generation Z (Jayatissa, 2023). Generation Z is a demographic group born between the mid-

1990s and the early 2010s (Mărginean, 2021). Previous studies have shown variations in the 

range of birth years of Generation Z, but most studies agree that Generation Z was born 

between 1995 and 2012(Benítez-Márquez et al., 2022; Jayatissa, 2023).In the 2020 Population 

Census, the Indonesian Central Statistics Agency (2020) recorded as many as 71.5 million 

people, or around 26.5 percent of the total Indonesian population, classified as Generation Z. 

One of the characteristics of Generation Z is that since childhood they have been exposed to 

digital technology and the internet so that they are also known as the digital generation or 

digital natives  (Saputro & Rahman, 2025; Wandhe, 2024) . They grew up with the 

advancement of information technology and social media, so they are very proficient in seeking 

information independently and are used to communicating virtually(Hidayah & Anshar, 2025; 

Tuada & Raihani, 2025).  

Generation Z who are starting to dominate the world of work are very selective in 

choosing a work environment that suits their digital values and lifestyle (Tuada & Raihani, 

2025). They have values and expectations such as prioritizing work-life balance, clear career 

development opportunities, and an inclusive work environment that supports personal 

development(Anggraini et al., 2025; Lukić-Nikolić & Lazarević, 2022; Rani et al., 2022; 

Weber & Stewart, 2022).Generation Z employees also attach importance to the company's 

reputation and recruitment process that is in line with their values (Ananda & Santosa, 2024; 

Astrellia & Wardhana, 2024). 

PT Pacific Data Jaya is a technology company, which has been operating since 1995 and 

serves various industrial sectors in Indonesia, such as distributors, manufacturing, 

pharmaceutical wholesalers, construction, dealers, hotels, and stores. The company provides 

software solutions that assist clients in managing financial information and business operations 

efficiently. According to the Law of the Republic of Indonesia Number 20 of 2008 concerning 

Micro, Small, and Medium Enterprises (2008), PT Pacific Data Jaya is included in the category 

of Small and Medium Enterprises (SMEs), namely "independent productive economic 

businesses, carried out by individuals or business entities that are not subsidiaries or branches 

of companies that are owned, controlled, or part either directly or indirectly with Small 

Businesses or Large Enterprises with the amount of net worth or results annual sales as 

provided in this Law". Meanwhile, technology companies are companies that develop along 

with the advancement of the internet and digital media, usually based on websites or online 

platforms, and rely on information technology to support business development. This sector 

emphasizes innovation in creating new products or services and encourages people to develop 

technology-based business ideas in other sectors, such as culinary, fashion, and services 

(Achmady et al., 2022). 
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This research focuses on technology SMEs because this sector is experiencing very 

dynamic market changes and has a much greater need for digital workers compared to SMEs 

in other sectors (Kurniawan & Yasin, 2025; Sitompul et al., 2025). Technology SMEs face 

special challenges, such as adopting digital technology and improving the digital skills of their 

workforce in order to improve business performance (Anabuni et al., 2025; Pratama & Hasin, 

2025). In addition, technology SMEs must have the ability to innovate continuously, adapt to 

technological developments, and manage human resources appropriately so that they can 

survive and develop in the digital era (Sitorus et al., 2025). 

PT Pacific Data Jaya was chosen as the research object because it has the uniqueness and 

excellence as a technology SME that has been able to survive and develop for more than three 

decades in the Indonesian technology industry. The diversity of clients from various sectors 

and their ability to innovate flexibly make PT Pacific Data Jaya a very representative case study 

to study human resource management and development in technology SMEs (Sutrisno et al., 

2023; Tio & Yadewani, 2025). 

In addition to PT Pacific Data Jaya, several companies that are also operating in the 

technology sector in Indonesia include PT Cipta Piranti Sejahtera (CPSSoft) (Faradisha & 

Muzakki, 2025), PT Zahir Internasional (Pangestu et al., 2025), and PT Mid Solusi Nusantara 

(Mekari) (Salmaniar & Murtanto, 2023). These companies operate in the technology sector and 

can be a relevant reference in the context of human resource development and management in 

the technology field. 

Based on PT Pacific Data Jaya's internal report (2024), the company is currently facing 

challenges in managing talent to support its expansion plan from 5 to 50 employees in the next 

10 years. The company has difficulty recruiting fresh graduates who are not only technically 

competent, but also in accordance with the company's culture and vision. This recruitment 

challenge is commonly faced by SMEs in attracting prospective Generation Z employees who 

are increasingly critical and selective(Abid, 2024; Cantoni et al., 2025; Koppa et al., 2023; 

Udegbunam et al., 2024). 

To face the increasingly fierce competition in the labor market, companies need to 

prioritize employer branding as an important element in attracting prospective Generation Z 

employees(Cantoni et al., 2025; Vieira et al., 2024). Effective employer branding can help 

companies build a strong reputation, attract qualified candidates, and retain existing top talent 

(Ananda & Santosa, 2024; Evrina & Wulansari, 2023; Geofanny & Faraz, 2023; Hapsara & 

Nugrahaningsih, 2024). 

If companies do not immediately strengthen their employer branding and ignore the 

preferences and expectations of Generation Z, the risk of losing potential talent will be even 

greater. Qualified young talents tend to choose companies with a clear reputation, aligned 

values, and a supportive work environment(Anggraini et al., 2025).Failure to attract and retain 

Generation Z talent can lead to stagnation of company growth, decreased competitiveness, and 

increased recruitment costs due to high employee turnover. For technology SMEs, this 

condition can hinder innovation and business expansion in the midst of dynamic industry 

competition (Koppa et al., 2023; Udegbunam et al., 2024). 

Previous studies have discussed the influence of employer branding on job application 

interest, but there is still a knowledge gap regarding the relative priorities between the 

dimensions of employer branding in the context of technology SMEs targeting Generation Z 

in Indonesia(Bărbulescu & Vasiluță-Ștefănescu, 2021; Purusottama et al., 2019; Wahab & 

Alfiannor, 2025).Therefore, this research is here to fill the research gap and contribute novelty 

in the form of priority analysis as well as testing the influence of the employer branding 
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dimension on job application interest in prospective Generation Z employees in SMEs in the 

technology sector in Indonesia. This study uses multiple linear regression methods and 

Analytic Hierarchy Process (AHP) which are run separately to obtain two analytical 

perspectives. The parallel approach of multiple linear regression and AHP is still not widely 

used in parallel to analyze the preferences and influence of employer branding on the interest 

of Generation Z to apply for jobs in the context of technological SMEs in Indonesia, so the 

results of the research are expected to make a practical and significant empirical contribution 

to the development of a more effective and targeted employer branding strategy in accordance 

with the needs of Generation Z.  

This study aims to analyze the priority dimension of employer branding in attracting 

prospective Generation Z employees using the multiple linear regression parallel method and 

the Analytical Hierarchy Process (AHP). It is hoped that the results of this research can make 

a practical contribution to PT Pacific Data Jaya and other SMEs in designing an effective 

employer branding strategy, so as to be able to increase the attraction and retention of young 

talents who are the backbone of the future organization (Bharadwaj, 2024; Grigore et al., 2024; 

Hein et al., 2023; Lukić-Nikolić & Lazarević, 2022). 

 

Hypothesis Formulation 

This study proposes two groups of hypotheses, namely the influence hypothesis (using 

multiple linear regression) and the priority hypothesis (using AHP), each of which was tested 

separately to obtain comprehensive results regarding employer branding in Generation Z. 

 

Hypothesis for Multiple Linear Regression Analysis 

The regression hypothesis focuses on the statistical influence of each dimension of 

employer branding (X) on job application intent (Y): 

H1R: The economic value dimension (X1) has a significant effect on the intention to apply for 

a job in prospective Generation Z (Y) employees. 

H2R: The development value dimension (X2) has a significant effect on the intention to apply 

for a job in prospective Generation Z (Y) employees. 

H3R: The interest value (X3) dimension has a significant effect on the intention to apply for a 

job in prospective Generation Z (Y) employees. 

H4R: The social value dimension (X4) has a significant effect on the intention to apply for a 

job in prospective Generation Z (Y) employees. 

 

Hypotheses for AHP Analysis 

The AHP hypothesis focuses on the highest priority or weight between the dimensions 

of employer branding based on respondents' perceptions: 

H1A: There is a difference in priorities between the dimensions of employer branding 

according to the perception of prospective employees of Generation Z (Y). 

H2A: The economic value dimension (X1) has a higher priority weight than social value (X4) 

on the interest in applying for a job in prospective employees of Generation Z (Y) 

H3A: The development value dimension (X2) has a higher priority weight than economic value 

(X1) on the interest in applying for a job in prospective Generation Z (Y) employees. 

H4A: The interest value dimension (X3) has a higher priority weight than other dimensions, 

namely economic value (X1), development value (X2), and social value (X4), to the interest in 

applying for jobs in prospective Generation Z (Y) employees. 
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These hypotheses are based on the results of previous research that confirms that each 

dimension of employer branding (variable X1-X4) can have a different degree of influence on 

job application interest (variable Y), depending on the characteristics of the generation and the 

context of the industry(Hayomi & Suharnomo, 2024; Lukić-Nikolić & Lazarević, 2022; 

Rumangkit & Dwiyan, 2019; Thao et al., 2024).Thus, this hypothesis test will make an 

empirical contribution in analyzing the priorities of the most effective employer branding 

dimension to attract Generation Z to technology SMEs in Indonesia. 

 

Research Model 

Employer branding is influenced by four main dimensions, namely economic value, 

social value, development value, and interest value. Previous research states that these four 

dimensions significantly affect the attractiveness of companies for potential employees, 

especially the younger generation(Astrellia & Wardhana, 2024; Grigore et al., 2024; 

Hicklenton et al., 2021; Junça Silva & Dias, 2022; Lukić-Nikolić & Lazarević, 2022; Rizky et 

al., 2023; Rumangkit & Dwiyan, 2019; Temel & Esen, 2024).The research model was to test 

and compare which dimension (X1-X4) had the most influence on job application interest in 

prospective Generation Z (Y) employees using two parallel analysis approaches: multiple 

linear regression and AHP. 

 
Figure 1. Research Model 

Source: Researcher, 2025. 

 

 
Figure 2. Relationship between X1-X4 variable and Y variable 

Source: Researcher, 2025. 

 

METHOD 
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This study employs two quantitative research methods that are conducted in parallel and 

independently: multiple linear regression and the Analytical Hierarchy Process (AHP). 

Multiple linear regression is used to assess the statistical significance and influence of each 

employer branding dimension on Generation Z's job application interest, while AHP is applied 

to determine the relative priority of these dimensions based on respondents' perceptions. This 

dual approach allows for a comprehensive analysis, providing both objective, data-driven 

insights and subjective, perception-based evaluations of employer branding dimensions 

(Fitriastuti et al., 2019; Jamshidi, 2020; Subedi et al., 2019).  

The population for this study includes final-year undergraduate students and fresh 

graduates from the 2022–2026 academic cohorts in Information Technology, Engineering, and 

Management majors at various Indonesian universities. The purposive sampling technique was 

used to select 200 respondents who have either experienced or are actively involved in the job 

application process. This sample size ensures statistical power for the multiple linear regression 

analysis, meeting the recommended sample-to-variable ratio of 20:1 for reliable results  (Hair 

et al., 2019; Taherdoost, 2022). Data collection was conducted through a structured 

questionnaire, which consists of two parts: the first section measuring respondents' perceptions 

of the employer branding dimensions using a 5-point Likert scale, and the second part for AHP, 

using a pairwise comparison scale based on Saaty's 1–9 scale (Hair et al., 2019; Taherdoost, 

2022; Waris et al., 2019; Zaidi et al., 2022).  

For data analysis, the first part of the questionnaire, focusing on employer branding 

dimensions and job application interest, was analyzed using multiple linear regression to test 

the influence of each dimension on job application intent. Statistical significance, regression 

coefficients, and the coefficient of determination (R²) were calculated using Python statistical 

software  (Wallisch et al., 2022; Zapf et al., 2024). The second part, which employed AHP, 

involved constructing a pairwise comparison matrix for each respondent, with the priority 

weights for each dimension calculated using the eigenvector method. A consistency ratio (CR) 

was calculated to verify the reliability of respondents' comparisons, ensuring the data's validity 

(Stofkova et al., 2022). The results from both methods were integrated to provide a 

comprehensive understanding of the employer branding dimensions most influential in 

attracting Generation Z talent to the technology SME sector in Indonesia. 

 

RESULTS AND DISCUSSION 

The following table shows the demographic characteristics of the respondents in this 

study. The sample consisted of 200 people who came from Generation Z and had a Bachelor's 

education background. Respondents were spread across various graduation years from 2022 to 

2026, with the highest number coming from graduates in 2025 and 2026 (26% each). In 

addition, respondents also came from 3 main majors, namely Information Technology, 

Engineering, and Management, with Information Technology as the department with the 

highest number of respondents (36.5%). A sample count of 200 was selected so that the analysis 

results have sufficient statistical power to detect significant relationships between variables, 

while ensuring that the results of the analysis can be generalized properly (Hair et al., 2019; 

Memon et al., 2020; Taherdoost, 2022). 
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Table 1. Distribution of Respondents by Year of Graduation 

Year of Graduation Sum 

2022  40 

2023  38 

2024  26 

2025 48 

2026 48 

Total 200 

Source: Data processed, 2025. 

 

Table 2. Distribution of Respondents by Major 

Department Sum 

Information Technology 73 

Engineering 58 

Management  69 

Total 200 

Source: Data processed, 2025. 

 

Multiple Linear Regression Analysis of Employer Branding Dimensions 

Multiple linear regression analysis was used to measure the influence of each dimension 

of employer branding on the interest of Generation Z to apply for jobs in Technology SMEs. 

The following table shows the results of the regression analysis: 

 
Table 3. Results of Multiple Linear Regression Analysis of Employer Branding Dimensions 

Dimension Coefficient P-value Remarks 

Interest Value (IV) (X3) 0.471670 0.000000005462 Very significant 

Economic Value (EV) (X1) 0.159900 0.02384267 Significant 

Development Value (DV) (X2) 0.004042 0.9602809 Insignificant 

Social Value (SV) (X4) -0.178373 0.04022642 Significant 

Source: Data processed, 2025. 

 

The regression model has a coefficient of determination (R2) value of 0.21, which means 

that the model explains 21% of the variation in interest in applying to Generation Z. 

The results showed that interest value (X3) had the strongest and most positive influence 

on job application intentions. Economic value (X1) also has a positive and significant effect 

even with lower strength. On the other hand, development value (X2) has no significant effect, 

and social value (X4) has a significant negative effect on interest in applying. 

 

Multiple Linear Regression Hypothesis Testing Results 

This study examined four hypotheses (H1R-H4R) related to factors that affect job 

application interest in prospective Generation Z employees. 

H1R: The economic value dimension (X1) has proven to be significant with a positive 

influence. 

H2R: The development value dimension (X2) has not been shown to have a significant effect. 

H3R: The interest value dimension (X3) has been shown to have a very significant positive 

effect. 

H4R: The social value dimension (X4) has been shown to have a significant negative effect. 

 

AHP Analysis of Employer Branding Dimension Priorities  

The AHP approach is used to determine the relative priority weight of the employer 

branding dimension based on the perception of Generation Z respondents. 
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Table 4. Results of AHP Analysis Weights Priority Dimensions of Employer Branding 

Dimension Priority Weights Priority Order 

Interest Value (IV) (X3) 26.655% 1 

Economic Value (EV) (X1) 25.406% 2 

Development Value (DV) (X2) 25.076% 3 

Social Value (SV) (X4) 22.8545% 4 

Source: Data processed, 2025. 

 

The AHP model has a Consistency Ratio of 0.04, indicating consistent and valid results. 

From the results of AHP, it can be seen that the interest value received the highest priority 

weight of 26.66%. Economic value and development value occupy the second and third 

positions with very close weights. Social value has the lowest weight, which is 22.85%, but the 

difference in weight is not far from the other dimensions, only about 3.8% compared to the 

highest dimension (interest value). 

 

AHP Hypothesis Testing Results 

This study tested four hypotheses (H1A-H4A) related to the priority weight of the 

employer branding dimension that affects the interest in applying for jobs in prospective 

Generation Z employees. 

H1A: The difference in priority weight between the dimensions of employer branding is proven 

to be true. 

H2A: The economic value dimension (X1) has a higher priority weight than social value (X4), 

which is proven to be true. 

H3A: The development value dimension (X2) has a priority weight lower than the economic 

value (X1), the hypothesis is not proven. 

H4A: The interest value dimension (X3) has the highest priority weight, proven to be true. 

 

Discussion 

This study uses two analysis methods, namely multiple linear regression and Analytic 

Hierarchy Process (AHP), to understand the perception and influence of the employer branding 

dimension on the interest of Generation Z in technology SMEs. These two methods provide 

independent but complementary stands: regression emphasizes the statistical influence of each 

dimension, while AHP emphasizes order of priority from the point of view of potential 

applicants. This dual approach aims to avoid confusion and the assumption that one method 

should replace or contradict another. Instead, both enrich each other and provide a 

comprehensive and holistic picture of the phenomenon of employer branding in Generation Z 

in tech SMEs (Fitriastuti et al., 2019; Jamshidi, 2020; Subedi et al., 2019). The results of this 

study present different findings and at the same time enrich the understanding related to the 

priority of the employer branding dimension, especially in attracting interest in applying for 

jobs for Generation Z in technology SMEs, when compared to previous research and relevant 

theories. 

Through multiple linear regression analysis, this study found that the interest value 

dimension has the strongest and most significant influence on the intention to apply for jobs in 

Generation Z. This finding contradicts the results of previous research which actually shows 

that interest value often has the lowest influence when compared to other dimensions in 

employer branding(Bharadwaj, 2024; Kim & Legendre, 2023; Thang & Trang, 2024). 

However, in the context of this study, interest value which includes elements of innovation, job 

challenges, and the suitability of personal values with the company emerged as the main aspect 
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that attracted the interest of young talents in choosing a prospective workplace (Grigore et al., 

2024; Junça Silva & Dias, 2022; Rumangkit & Dwiyan, 2019). This dimension emphasizes the 

importance of value alignment, which is the alignment between organizational values and 

culture with the aspirations and personal values of young employees, as explained in the 

employer branding theory put forward by Ambler & Barrow (1996) and Backhaus & Tikoo 

(2004)  (Hein et al., 2023; Srinivas et al., 2025). 

The economic value dimension is also proven to be significant even with a lower 

influence. This is in line with previous findings where adequate compensation and job stability 

remain the basic needs of the main concern of young workers (Grigore et al., 2024; Nguyen, 

2024).Although not the only driver, economic factors cannot be ignored by companies in their 

hiring strategy(Kumari et al., 2020). This combination of interest value and economic value 

reflects the view of Generation Z who want a balance between psychological value and material 

stability in choosing a job (Junça Silva & Dias, 2022; Wahab & Alfiannor, 2025). 

On the other hand, the development value dimension was found to have no statistically 

significant effect on interest in applying for jobs in the Indonesian technology SME sector. 

When compared to previous theories and research, these results challenge the findings that 

place development value as the main attraction in employer branding(Bharadwaj, 2024; Noutel 

et al., 2021).This placement is rooted in the assumption that young talents highly prioritize 

career development opportunities and formal training as the main factors in choosing a 

company(Lukić-Nikolić & Lazarević, 2022; Thao et al., 2024).However, technological 

developments and changes in the characteristics of Generation Z have made them more 

selective towards forms of self-development (Momeni et al., 2020). There is a new 

phenomenon emerging, where the younger generation prefers organic self-development 

through daily interaction and digital technology, rather than just formal training (Ma'rifah et 

al., 2024; Song, 2021). 

Interestingly, social value actually contributes significantly negatively to job application 

interest, which defies the traditional notion that the social aspect is always positive in employer 

branding(Kumari et al., 2020).In the context of technology SMEs in Indonesia, social value 

can be a mitigating factor if it is not in accordance with the expectations and preferences of 

Generation Z, especially when the work culture is perceived to be non-inclusive or contains 

negative or toxic social pressures(Laila & Pujianto, 2024; Satwika & Kusumawati, 

2025).Previous research has associated toxic work environments with narcissistic behavior, 

aggressive and threatening leadership, harassment, bullying, and exclusion in the 

workplace(Basri et al., 2025; Haeruddin et al., 2022; Rasool et al., 2021).This implication 

supports the theoretical understanding that has always considered social value as an attribute 

that always supports the attractiveness of the organization. Therefore, social value must be 

managed very carefully so as not to cause negative perceptions that are counterproductive 

(Fadilah & Putranto, 2023; Tews et al., 2021). 

Based on the AHP analysis, interest value remains the dimension with the highest priority 

weight, followed by economic value and development value which are almost equal in weight, 

while social value is in the last position even though the difference in weight is not too far. 

These results show that while all dimensions are almost essential in shaping employer branding 

perceptions, Generation Z tends to prioritize meaningful experiences, challenges, and values 

that align with them, over economic or facility aspects of self-development (Agarwal & 

Raghav, 2023; Kashive et al., 2020). 

This research has succeeded in answering the research gap related to employer branding 

in the Indonesian technology SME sector and emphasized the urgency and purpose of the 
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research in understanding the preferences of Generation Z. The contribution of the novelty of 

the research is in the form of observation that the priority of employer branding is greatly 

influenced by the industry context and the characteristics of each generation (Hein et al., 

2025).The findings show a shift in preferences compared to previous studies: development 

value, which was previously considered the main one, is no longer significant for Generation 

Z (Momeni et al., 2020). On the contrary, interest value is the main attraction factor (Junça 

Silva & Dias, 2022; Rumangkit & Dwiyan, 2019), supported by economic value as a supporting 

factor (Grigore et al., 2024; Nguyen, 2024). Social value can actually have a counterproductive 

impact if it is irrelevant or inauthentic, especially in terms of inclusivity and a non-toxic work 

environment(Fadilah & Putranto, 2023; Tews et al., 2021).The multidimensional approach 

through multiple linear regression and AHP further emphasizes the importance of adjusting 

employer branding strategies. Thus, the strategy implemented must be able to adapt to the 

changing behavior of Generation Z and the environmental dynamics of the technology sector 

that continues to develop (Rzemieniak & Wawer, 2021). 

 

Research Implications 

Theoretically, this study makes an important contribution in expanding the understanding 

of employer branding, especially in the context of Generation Z. Unlike the majority of 

previous studies that emphasized development value as the main factor in attracting young 

talent, these findings show that the value of interest is the dominant factor in the context of 

technology SMEs in Indonesia(Bharadwaj, 2024; Kim & Legendre, 2023; Noutel et al., 2021; 

Thang & Trang, 2024). This challenges old theoretical assumptions while reinforcing modern 

employer branding models that are more in line with the characteristics of the digital generation 

(Rani & Suneja, 2025; Vieira et al., 2024). 

Practically, this research also provides a strong empirical basis for PT Pacific Data Jaya 

and similar technology SMEs to design employer branding strategies that are relevant, 

effective, and able to adapt to the development of the digital industry. Companies should 

prioritize interest value as the main attraction, ensure that economic value is fulfilled 

competitively, and manage social value carefully so as not to cause negative perceptions that 

can reduce interest in applying for jobs. This approach is believed to be able to increase the 

competitiveness of employer branding and strengthen the retention of young talent in the midst 

of increasingly dynamic job market competition (Cantoni et al., 2025; Koppa et al., 2023; 

Udegbunam et al., 2024). 

 

CONCLUSION  

This study investigates the influence and prioritization of employer branding 

dimensions in attracting Generation Z job applicants in the technology SME sector in 

Indonesia. By employing multiple linear regression and the Analytical Hierarchy Process 

(AHP), the study identifies the interest value dimension—comprising innovation, challenges, 

and alignment of personal values with the company—as the most significant factor in attracting 

job applications. Economic value, including compensation and financial stability, also plays a 

positive role but is less influential than interest value. Interestingly, the development value did 

not demonstrate a significant impact, and the social value aspect had a negative effect, 

highlighting the importance of a supportive work culture and inclusivity. These findings offer 

actionable insights for technology SMEs to strategically enhance their employer branding by 

focusing on innovative, meaningful work experiences and competitive economic benefits while 

carefully managing the social aspects of their work culture to avoid negative perceptions. For 
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future research, it would be valuable to explore how these findings apply to other industries 

beyond technology SMEs and to consider longitudinal studies that track the long-term effects 

of employer branding strategies on Generation Z’s career satisfaction and loyalty. Additionally, 

further research could delve into the role of digital and social media in shaping employer 

branding perceptions among Generation Z, particularly in the context of remote and hybrid 

work environments. 

 

REFERENCES 

Abid, K. (2024). Talent philosophies and institutional factors as determinants of talent management in 

SMEs: a French country-specific empirical investigation. Personnel Review. 

https://doi.org/10.1108/PR-08-2023-0700 

Abiwu, L., & Martins, I. (2024). Attracting talent as a catalyst for sustaining learning organisations — 

a South African perspective. SA Journal of Human Resource Management, 22. 

https://doi.org/10.4102/sajhrm.v22i0.2628 

Achmady, S., Qadriah, L., Husaini, & Fitra, M. A. (2022). INTRODUCTION OF STARTUPS TO THE 

COMMUNITY IN GAMPONG PALOH, PIDIE DISTRICT, PIDIE REGENCY. Al Ghafur: 

Scientific Journal of Community Service, 1(2), 44–48. https://doi.org/10.47647/alghafur.v1i2.894 

Agarwal, A., & Raghav, D. (2023). Analysing Determinants of Employee Performance Based on 

Reverse Mentoring and Employer Branding Using Analytic Hierarchical Process. Management 

and Labour Studies, 48(3), 343–358. https://doi.org/10.1177/0258042X231152321 

Ambler, T., & Barrow, S. (1996). The employer brand. Journal of Brand Management, 4(3), 185–206. 

https://doi.org/10.1057/bm.1996.42 

Anabuni, A. U. T., Dewiaty, I. L., Kellen, M. S. L., Himpi, P. J. K., & Mooy, D. (2025). Opportunities 

and Challenges of MSMEs in the Digital Era: Practical Solutions for the People of West 

Amanuban. Journal of Community Service and Educational Research, 3(4), 2133–2138. 

https://doi.org/10.31004/jerkin.v3i4.728 

Ananda, P. J., & Santosa, A. (2024). The Influence of E-Recruitment, Social Media, and Employer 

Branding on Generation Z's Interest in Applying for Jobs. Journal of Business and Halal Industry, 

1(3), 1–16. https://doi.org/10.47134/jbhi.v1i3.176 

Anggraini, N. D., Pamudianto, & Ellyawati, J. (2025). Factors Influencing Gen-Z in Applying Jobs- 

The Role of Work-Life Balance as a Moderating Variable. International Journal of 

Multidisciplinary and Current Educational Research (IJMCER), 7(1), 20–30. 

https://www.ijmcer.com/wp-content/uploads/2025/01/IJMCER_C07102030.pdf 

Astrellia, A. C. G., & Wardhana, D. Y. (2024). Attracting Generation Z: How Employer Attractiveness 

and Prestige Affect Application Decisions. Journal of Applied Management and Business, 5(1), 

44–50. https://doi.org/10.37802/jamb.v5i1.700 

Backhaus, K., & Tikoo, S. (2004). Conceptualizing and researching employer branding. Career 

Development International, 9(5), 501–517. https://doi.org/10.1108/13620430410550754 

Central Statistics Agency. (2020). Total Population by Region, Generation Classification, and Gender, 

in INDONESIA - Dataset - Population Census 2020 - Central Statistics Agency. Central Statistics 

Agency. https://sensus.bps.go.id/topik/tabular/sp2020/2/0/0 

Bărbulescu, F.-M., & Vasiluță-Ștefănescu, M. (2021). EMPLOYER BRANDING-DIMENSIONS OF 

EMPLOYER ATTRACTIVENESS AT GENERATION Y AND Z. Revista Universitară de 

Sociologie, 17(2), 312–323. https://sociologiecraiova.ro/revista/wp-content/uploads/2021/08/27-

312-323.pdf 

Basri, S., Mintarti, S., & Lestari, D. (2025). The Effect of Toxic Leadership, Teamwork, and Job Stress 

on Employee Performance with Workplace Deviant Behavior as Mediation. International 

Journal of Business and Management Invention, 14(5), 30–45. https://doi.org/10.35629/8028-

14053045 



Analysis of the Influence and Priority of Employer Branding Dimensions in Attracting Prospective 

Generation Z Employees 

3658 

Benítez-Márquez, M. D., Sánchez-Teba, E. M., Bermúdez-González, G., & Núñez-Rydman, E. S. 

(2022). Generation Z Within the Workforce and in the Workplace: A Bibliometric Analysis. 

Frontiers in Psychology, 12. https://doi.org/10.3389/fpsyg.2021.736820 

Bharadwaj, S. (2024). Empirical illustrations of student's perception of a preferred employer brand. LBS 

Journal of Management & Research. https://doi.org/10.1108/lbsjmr-10-2023-0036 

Cantoni, F., Muzzi, C., & Gianecchini, M. (2025). Talent Management in SMEs: Unraveling the Role 

of Contextual Factors. Human Resource Development Quarterly. 

https://doi.org/10.1002/hrdq.21566 

Damarasri, B. N., & Ahman, E. (2020). TALENT MANAGEMENT AND WORK MOTIVATION TO 

IMPROVE PERFORMANCE OF EMPLOYEES. International Journal of Education 

Management and Social Science, 1(4). https://doi.org/10.31933/DIJEMSS 

Evrina, P. W., & Wulansari, P. (2023). THE INFLUENCE OF EMPLOYER BRANDING AND 

ORGANIZATIONAL REPUTATION ON INTENTION TO APPLY TO GENERATION Z. 

Scientific Journal of Management, Economics, & Accounting (MEA), 7(2), 603–619. 

https://doi.org/10.31955/mea.v7i2.3045 

Fadilah, A. N., & Putranto, N. A. R. (2023). Influence of Employer Branding Dimensions on Generation 

Z Women's Intention to Apply For a Job with Person-Organization Fit as Mediating Variable. 

Journal of Integration of Social Studies and Business Development, 1(2), 91–101. 

https://doi.org/10.58229/jissbd.v1i2.110 

Faradisha, F. E., & Muzakki, K. (2025). THE EFFECT OF DIGITIZATION OF ACCOUNTING 

SYSTEMS (ACCURATE ONLINE) ON THE PREPARATION OF FINANCIAL 

STATEMENTS OF LEATHER JACKET MSMES. JOURNAL OF ACCOUNTING BARELANG, 

9(2), 60–67. https://doi.org/10.33884/jab.v9i2.9929 

Fitriastuti, F., Rahmalisa, U., & Girsang, A. S. (2019). Multi-criteria decision making on succesfull of 

online learning using AHP and regression. Journal of Physics: Conference Series, 1175(1), 

012071. https://doi.org/10.1088/1742-6596/1175/1/012071 

Geofanny, R., & Faraz. (2023). Employer Branding and E-recruitment Against Interest in Applying for 

Generation Z Jobs. Journal of Psychology, 12(1), 146–154. 

https://doi.org/10.30872/psikostudia.v12i1 

Grigore, G., Chapleo, C., Homberg, F., Alniacik, U., & Stancu, A. (2024). Employer branding 

dimensions: An adapted scale for Eastern Europe. Journal of Strategic Marketing, 32(4), 447–

466. https://doi.org/10.1080/0965254X.2023.2241460 

Haeruddin, M. I. M., Akbar, A., Dipoatmodjo, T. S., Kurniawan, A. W., & Abadi, R. R. (2022). The 

Toxicity of our City: The Effect of Toxic Workplace Environment on Employee's Performance. 

International Journal of Social Science and Business, 6(2), 183–190. 

https://doi.org/10.23887/ijssb.v6i2.45297 

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2019). Multivariate Data Analysis, Eighth 

Edition (8th ed.). Cengage Learning EMEA. www.cengage.com/highered 

Hapsara, G. P. I., & Nugrahaningsih, T. H. (2024). Company Reputation Mediates the Influence of 

Employer Branding on Generation Z Students' Intention to Apply for a Job. Management Studies 

and Entrepreneurship Journal, 5(1), 2548–2562. https://doi.org/10.37385/msej.v5i1.4093 

Hayomi, Y. A., & Suharnomo. (2024). The Influence of E-Recruitment, Company Reputation, and 

Compensation on Interest in Applying for Jobs in Islamic Economic Studies (Study on Fresh 

Graduates in Semarang). Scientific Journal of Islamic Economics, 10(1), 1147–1156. 

https://doi.org/10.29040/jiei.v10i1.8391 

Hein, A. Z., Elving, W. J. L., Koster, S., & Edzes, A. (2023). Is your employer branding strategy 

effective? The role of employee predisposition in achieving employer attractiveness. Corporate 

Communications, 29(7), 1–20. https://doi.org/10.1108/CCIJ-07-2022-0070 

Hein, A. Z., Elving, W. J. L., Koster, S., & Edzes, A. (2025). One Size Fits All? Employer Branding in 

Different Contexts. Corporate Reputation Review. https://doi.org/10.1057/s41299-024-00210-5 



Analysis of the Influence and Priority of Employer Branding Dimensions in Attracting Prospective 

Generation Z Employees 

3659 

Hicklenton, C. L., Hine, D. W., Driver, A. B., & Loi, N. M. (2021). How personal values shape job 

seeker preference: A policy capturing study. PLoS ONE, 16(7 July). 

https://doi.org/10.1371/journal.pone.0254646 

Hidayah, A., & Anshar, M. (2025). Information Consumption Patterns of Generation Z in the Era of 

Digital Media Convergence. Al Yazidiy: Journal of Social Humanities and Education, 7(1), 40–

52. https://doi.org/10.55606/ay.v7i1.1207 

Jamshidi, H. (2020). Integration of AHP and Regression Analysis in Forecasting Attendance in a Movie 

Theater. Journal of Management Research, 12(2), 14. https://doi.org/10.5296/jmr.v12i2.15771 

Jayatissa, K. A. D. U. (2023). Generation Z – A New Lifeline: A Systematic Literature Review. Sri 

Lanka Journal of Social Sciences and Humanities, 3(2), 179–186. 

https://doi.org/10.4038/sljssh.v3i2.110 

Junça Silva, A., & Dias, H. (2022). The relationship between employer branding, corporate reputation 

and intention to apply to a job offer. International Journal of Organizational Analysis, 31(8), 1–

16. https://doi.org/10.1108/IJOA-01-2022-3129 

Kalinska-Kula, M., & Staniec, I. (2021). Employer Branding and Organizational Attractiveness: 

Current Employees' Perspective. EUROPEAN RESEARCH STUDIES JOURNAL, XXIV(Issue 1), 

583–603. https://doi.org/10.35808/ersj/1982 

Karjaluoto, H., & Paakkonen, L. (2019). An empirical assessment of employer branding as a form of 

sport event sponsorship. International Journal of Sports Marketing and Sponsorship, 20(4), 666–

682. https://doi.org/10.1108/IJSMS-10-2018-0103 

Kashive, N., Khanna, V. T., & Bharthi, M. N. (2020). Employer branding through crowdsourcing: 

understanding the sentiments of employees. Journal of Indian Business Research, 12(1), 93–111. 

https://doi.org/10.1108/JIBR-09-2019-0276 

Kim, Y., & Legendre, T. S. (2023). The Effects of Employer Branding on Value Congruence and Brand 

Love. Journal of Hospitality & Tourism Research, 47(6), 962–987. 

https://doi.org/10.1177/10963480211062779 

Koppa, K., Sood, G., Harikumar, P., Mishra, S., & Agrawal, S. (2023). A review of talent management 

and human resource practices in the context of small and medium enterprises. Multidisciplinary 

Reviews, 6. https://doi.org/10.31893/MULTIREV.2023SS094 

Kumari, P., Dutta, M., & Bhagat, M. (2020). Employer Branding and its Role in Effective Recruitment. 

AIMS International Journal of Management, 14(2), 89–100. 

https://doi.org/10.26573/2020.14.2.2 

Kurniawan, R., & Yasin, M. (2025). The Impact of the Industrial Revolution 4.0 on Indonesia's 

Readiness. MENCAPAN: Journal of Economic Research and Publications, 3(1), 195–205. 

https://doi.org/10.61132/menawan.v3i1.1181 

Laila, A., & Pujianto, W. E. (2024). Gen Z Female Workers: Toxic Work Environment and Emotional 

Fatigue on Individual Performance (Spirituality in the Workplace as a Moderation Variable). 

Economics & Education Journal (Ecoducation), 6(1), 78–93. 

http://ejurnal.budiutomomalang.ac.id/index.php/ecoducation 

Lukić-Nikolić, J., & Lazarević, S. (2022). Employer branding and employee value proposition for 

Generation Z in digital economy. Marketing, 53(3), 203–214. 

https://doi.org/10.5937/mkng2203203L 

Mărginean, A. E. (2021). Gen Z Perceptions and Expectations upon Entering the Workforce. European 

Review Of Applied Sociology, 14(22), 20–30. https://doi.org/10.1515/eras-2021-0003 

Ma'rifah, D., Azizah, S. N., & Windasari, W. (2024). Understanding Work Values and Career 

Preferences in Generation Z: Is Becoming a Civil Servant Still a Dream Job? Journal of 

International Conference Proceedings, 7(1), 171–183. https://doi.org/10.32535/jicp.v7i1.2990 

Memon, M. A., Ting, H., Cheah, J.-H., Thurasamy, R., Chuah, F., & Cham, T. H. (2020). Sample Size 

for Survey Research: Review and Recommendations. Journal of Applied Structural Equation 

Modeling, 4(2), i–xx. https://doi.org/10.47263/JASEM.4(2)01 

Mir, M. M., Jariko, M. A., Channa, N., & Mushtaq, T. (2023). Talent Attraction and Retention Matters: 

An Analytical Hierarchical Process Approach to Apprehend the Employees' Perspective in 



Analysis of the Influence and Priority of Employer Branding Dimensions in Attracting Prospective 

Generation Z Employees 

3660 

Pakistan. Pakistan Journal of Humanities and Social Sciences, 11(4), 4029–4045. 

https://doi.org/10.52131/pjhss.2023.1104.0672 

Momeni, A., Kaffashpoor, A., Malekzadeh, G., & Khorakian, A. (2020). Presenting employees' self-

development behaviour pattern. International Journal of Procurement Management, 13(4), 578. 

https://doi.org/10.1504/IJPM.2020.108622 

Nguyen, M. T. (2024). EMPLOYER BRANDING AND APPLICATION INTENTIONS: EVIDENCE 

FROM GENERATION Z IN VIETNAMESE HOSPITALITY. International Journal of Social 

Sciences and Management Review, 07(04), 209–222. 

https://doi.org/10.37602/IJSSMR.2024.7417 

Nguyen, T. A. V., Tucek, D., & Pham, N. T. (2023). Indicators for TQM 4.0 model: Delphi Method 

and Analytic Hierarchy Process (AHP) analysis. Total Quality Management and Business 

Excellence, 34(1–2), 220–234. https://doi.org/10.1080/14783363.2022.2039062 

Noutel, R., Araujo, P., Fernandes, R., & Arriscado, P. (2021). An employer branding strategy: 

developing a talent attraction model through action research. South Florida Journal of 

Development, 2(1), 417–431. https://doi.org/10.46932/sfjdv2n1-031 

Pangestu, A., Hawi, A. S., Qorni, M. U. A., Basuki, M. R., & Maulina, A. N. (2025). Pengaruh 

Penggunaan Aplikasi Zahir Accounting Terhadap Efisiensi Laporan Keuangan UMKM Toko 

Material Ehwan 1. Jurnal Publikasi Ekonomi Dan Akuntansi, 5(2), 323–340. 

https://doi.org/10.51903/jupea.v5i2.4022 

Pratama, M. C., & Hasin, A. (2025). Pengaruh Penggunaan Teknologi dan Keterampilan terhadap 

Kinerja UMKM: Studi Kasus pada UMKM Mebel di Desa Guli Kecamatan Nogosari Boyolali. 

Selekta Manajemen: Jurnal Mahasiswa Bisnis & Manajemen, 3(2), 27–38. 

https://journal.uii.ac.id/selma/article/view/39223 

Purusottama, A., Trilaksono, T., & Ardianto, A. (2019). Employer Branding Of Micro, Small And 

Medium Enterprises (Msmes) In Indonesia. Jurnal Riset Manajemen Dan Bisnis (JRMB) 

Fakultas Ekonomi UNIAT, 4(1), 165–174. https://doi.org/10.36226/jrmb.v4i1.250 

Rani, I. H., Jalih, J. H., & Widyowati, L. A. (2022). Generation Z’s Intention to Apply: An Approach 

to Job Preferences, Organization Attractiveness, Person-Organization Fit, and Social Media 

Usage. JPBM (Jurnal Pendidikan Bisnis Dan Manajemen), 8(3), 168. 

https://doi.org/10.17977/um003v8i32022p168 

Rani, S., & Suneja, A. (2025). Attracting talent: understanding generation Z’s expectations of 

technology-driven workplaces. Vilakshan – XIMB Journal of Management. 

https://doi.org/10.1108/XJM-08-2024-0129 

Rasool, S. F., Wang, M., Tang, M., Saeed, A., & Iqbal, J. (2021). How Toxic Workplace Environment 

Effects the Employee Engagement: The Mediating Role of Organizational Support and Employee 

Wellbeing. International Journal of Environmental Research and Public Health, 18(5), 2294. 

https://doi.org/10.3390/ijerph18052294 

Reis, I., Sousa, M. J., & Dionisio, A. (2021). Employer branding as a talent management tool: A 

systematic literature revision. Sustainability (Switzerland), 13(19). 

https://doi.org/10.3390/su131910698 

Rizky, G., Puterisari, D. U., & Yustisi, Y. P. (2023). Daya Tarik Perusahaan dan Kompetensi Karir 

yang Memengaruhi Niat Melamar Pekerjaan pada Mahasiswa Tingkat Akhir. Jurnal Ekombis 

Review, 11(2), 1317–1328. https://doi.org/10.37676/ekombis.v11i12 

Rumangkit, S., & Dwiyan, M. (2019). Dampak Employee Branding Pada Efektivitas Rekrutmen (Case 

Study: Generasi Z Indonesia). Jurnal Bisnis Darmajaya, 05(01). 

https://doi.org/10.30873/jbd.v5i1.1358 

Rzemieniak, M., & Wawer, M. (2021). Employer Branding in the Context of the Company’s 

Sustainable Development Strategy from the Perspective of Gender Diversity of Generation Z. 

Sustainability, 13(2), 828. https://doi.org/10.3390/su13020828 

Saini, G. K., Lievens, F., & Srivastava, M. (2022). Employer and internal branding research: a 

bibliometric analysis of 25 years. Journal of Product and Brand Management, 31(8), 1196–1221. 

https://doi.org/10.1108/JPBM-06-2021-3526 



Analysis of the Influence and Priority of Employer Branding Dimensions in Attracting Prospective 

Generation Z Employees 

3661 

Salmaniar, A., & Murtanto. (2023). Evaluasi Penerapan Software Jurnal.Id Dalam Menunjang 

Pencatatan Laporan Laba Rugi Perusahaan. Jurnal Ekonomi Trisakti, 3(1), 965–976. 

https://doi.org/10.25105/jet.v3i1.15973 

Saputro, E., & Rahmah, D. D. N. (2025). PENGARUH GRIT TERHADAP JOB HOPPING PADA 

GENERASI Z KOTA BALIKPAPAN. PAEDAGOGY : Jurnal Ilmu Pendidikan Dan Psikologi, 

5(1), 160–170. https://doi.org/10.51878/paedagogy.v5i1.4819 

Satwika, P. A., & Kusumawati, R. N. (2025). Toxic Work Environment Among Cross-Generational 

Employees. Gadjah Mada Journal of Psychology (GamaJoP) Gadjah Mada Journal of 

Psychology, 11(1), 37–45. https://doi.org/10.22146/gamajop.78228 

Singh, N., & Sinha, M. K. (2025). The Evolution of Employer Branding: A Theoretical Analysis of its 

Components, Challenges, and Strategic Importance in Modern Organizations. International 

Scientific Journal of Engineering and Management, 04(05), 1–9. 

https://doi.org/10.55041/ISJEM03708 

Sitompul, P. S., Sari, M. M., Gaol, C. M. B. L., & Harahap, L. M. (2025). Transformasi Digital UMKM 

Indonesia : Tantangan dan Strategi Adaptasi di Era Ekonomi Digital. Jurnal Manajemen Bisnis 

Digital Terkini, 2(2), 9–18. https://doi.org/10.61132/jumbidter.v2i1.487 

Sitorus, O. F., Ningsih, R. A., Andini, Rahmawati, N. A., & Alfarisi, M. Y. (2025). Mengatasi 

Tantangan Transformasi Digital Umkm: Tantangan Dan Solusi Melalui Kegiatan Pendampingan 

di Jakarta dan Bekasi. Jurnal Pengabdian Masyarakat Indonesia, 4(6), 939–948. 

https://doi.org/10.52436/1.jpmi.2768 

Song, K. (2021). The Impact of Perceived Internal Employer Branding on Employee Retention in the 

Event Industry of Hainan Province. Proceedings of the 6th Annual International Conference on 

Social Science and Contemporary Humanity Development (SSCHD 2020), 806–810. 

https://doi.org/10.2991/assehr.k.210121.158 

Srinivas, V., Prasad, K. D. V., Rani, R., & Nisa, M. (2025). Effect of employer branding on employee 

performance: Mediating and moderating effects of brand perception and employer image. Social 

Sciences & Humanities Open, 11, 101560. https://doi.org/10.1016/j.ssaho.2025.101560 

Stofkova, J., Krejnus, M., Stofkova, K. R., Malega, P., & Binasova, V. (2022). Use of the Analytic 

Hierarchy Process and Selected Methods in the Managerial Decision-Making Process in the 

Context of Sustainable Development. Sustainability, 14(18), 11546. 

https://doi.org/10.3390/su141811546 

Subedi, P., Subedi, K., Thapa, B., & Subedi, P. (2019). Sinkhole susceptibility mapping in Marion 

County, Florida: Evaluation and comparison between analytical hierarchy process and logistic 

regression based approaches. Scientific Reports, 9(1), 7140. https://doi.org/10.1038/s41598-019-

43705-6 

Sutrisno, Ausat, A. M. A., Permana, B., & Harahap, M. A. K. (2023). Do Information Technology and 

Human Resources Create Business Performance: A Review. International Journal of 

Professional Business Review, 8(8), e02206. 

https://doi.org/10.26668/businessreview/2023.v8i8.2206 

Taherdoost, H. (2022). What are Different Research Approaches? Comprehensive Review of 

Qualitative, Quantitative, and Mixed Method Research, Their Applications, Types, and 

Limitations. Journal of Management Science & Engineering Research, 2022(1), 53–63. 

https://doi.org/10.30564/jmser.v5i1.4538 

Temel, M., & Esen, E. (2024). Employer Branding Practices In Digital Area. Journal of International 

Trade, Logistics and Law, 10, 218–229. https://www.jital.org/index.php/jital/article/view/470 

Tews, M. J., Jolly, P. M., & Stafford, K. (2021). Fun in the workplace and employee turnover: is less 

managed fun better? Employee Relations: The International Journal, 43(5), 979–995. 

https://doi.org/10.1108/ER-02-2020-0059 

Thang, N. N., & Trang, P. T. (2024). Employer branding, organization’s image and reputation, and 

intention to apply: the moderating role of the availability of organizational information on social 

media. Frontiers in Sociology, 9, 1–10. https://doi.org/10.3389/fsoc.2024.1256733 



Analysis of the Influence and Priority of Employer Branding Dimensions in Attracting Prospective 

Generation Z Employees 

3662 

Thao, H. T., Kim, L. H., & Kim, Y. J. (2024). Employer Branding: How Current Employee Attitudes 

Attract Top Talent and New Customers. Administrative Sciences, 14(12). 

https://doi.org/10.3390/admsci14120342 

Tien, N. H. (2022). Microsoft’s Employer branding and experiences for Vietnam corporations. 

International Journal of All Multidisciplinary Research Studies, 1(3), 1–8. 

https://www.allmultijournal.com/archivesarticle/2022.v1.i3.84.pdf 

Tio, L., & Yadewani, D. (2025). The Influence Of Technopreneurship On Human Resources In Smes 

Sector. Jurnal Dimensi, 14(2), 391–406. https://doi.org/10.33373/dms.v14i2.7650 

Tuada, N. J., & Raihani, N. P. (2025). Generasi Z, Tantangan dan Peluang Bagi Pendidikan. 

CENDEKIA: Jurnal Ilmu Sosial, Bahasa Dan Pendidikan, 5(1), 224–234. 

https://doi.org/10.55606/cendekia.v5i1.3517 

Udegbunam, I. P., Udeoba, C. E., Ndu-Anunobi, U. G., & Abasili, K. N. (2024). Talent Acquisition for 

Small and Medium-sized Enterprises (SMEs) in Nigeria: Analysis of Challenges and Potential 

Solutions. International Journal of Social Sciences and Management Studies, 3(1). 

https://www.researchgate.net/publication/379027225 

Vieira, J., da Costa, C. G., & Santos, V. (2024). Talent Management and Generation Z: A Systematic 

Literature Review through the Lens of Employer Branding. Administrative Sciences, 14(3). 

https://doi.org/10.3390/admsci14030049 

Wahab, A., & Alfiannor. (2025). Exploring the Effect of Employer Branding on Generation Z’s Job 

Market Preferences. International Journal of Innovative Science and Research Technology, 

10(4), 2289–2293. https://doi.org/10.38124/ijisrt/25apr1516 

Wallisch, C., Bach, P., Hafermann, L., Klein, N., Sauerbrei, W., Steyerberg, E. W., Heinze, G., & 

Rauch, G. (2022). Review of guidance papers on regression modeling in statistical series of 

medical journals. PLOS ONE, 17(1), e0262918. https://doi.org/10.1371/journal.pone.0262918 

Wandhe, P. (2024). The New Generation: Understanding Millennials and Gen Z. SSRN Electronic 

Journal. https://doi.org/10.2139/ssrn.4716585 

Waris, M., Panigrahi, S., Mengal, A., Soomro, M. I., Mirjat, N. H., Ullah, M., Azlan, Z. S., & Khan, A. 

(2019). An Application of Analytic Hierarchy Process (AHP) for Sustainable Procurement of 

Construction Equipment: Multicriteria‐Based Decision Framework for Malaysia. Mathematical 

Problems in Engineering, 2019(1). https://doi.org/10.1155/2019/6391431 

Weber, R. J., & Stewart, S. M. (2022). Recruiting, hiring, and retaining members of Generation Z. 26–

33. https://www.researchgate.net/publication/364175405 

Yu, K. Y. T., Dineen, B. R., Allen, D. G., & Klotz, A. C. (2022). Winning applicants and influencing 

job seekers: An introduction to the special issue on employer branding and talent acquisition. 

Human Resource Management, 61(5), 515–524. https://doi.org/10.1002/hrm.22140 

Zaidi, M. F. A., Shafie, S. M., & Rahim, M. K. I. A. (2022). AHP Analysis on the Criteria and Sub-

Criteria for the Selection of Fuel Cell Power Generation in Malaysia. Journal of Advanced 

Research in Fluid Mechanics and Thermal Sciences, 98(2), 1–14. 

https://doi.org/10.37934/arfmts.98.2.114 

Zapf, A., Wiessner, C., & König, I. R. (2024). Regression analyses and their particularities in 

observational studies. Deutsches Ärzteblatt International, 121(4), 128–134. 

https://doi.org/10.3238/arztebl.m2023.0278 

 


