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Pengaruh Employer Brand Attractiveness terhadap Intention to Apply 

dengan Organizational Reputation sebagai Variabel Mediasi: Studi pada 

Mahasiswa Tingkat Akhir Generasi Z di Tangerang Raya. 

 
 Jason Timothy Sihite 

ABSTRAK 
​ Penelitian ini bertujuan untuk menganalisis pengaruh Employer Brand 
Attractiveness terhadap Intention to Apply dengan Organizational Reputation sebagai 
variabel mediasi pada mahasiswa tingkat akhir Generasi Z di Tangerang. Latar 
belakang penelitian ini didasarkan pada meningkatnya persaingan perusahaan dalam 
menarik talenta muda sehingga diperlukan pemahaman mengenai faktor yang 
membentuk minat melamar pada calon pekerja. Penelitian ini menggunakan metode 
kuantitatif dengan survei yang melibatkan 110 responden, dan analisis data dilakukan 
menggunakan Partial Least Squares–Structural Equation Modeling (PLS-SEM). Hasil 
penelitian menunjukkan bahwa Employer Brand Attractiveness berpengaruh signifikan 
terhadap Intention to Apply, serta berpengaruh signifikan terhadap Organizational 
Reputation. Namun, Organizational Reputation tidak berpengaruh signifikan terhadap 
Intention to Apply dan tidak memediasi hubungan antara Employer Brand 
Attractiveness dan Intention to Apply. Temuan ini menegaskan bahwa daya tarik 
employer branding merupakan faktor utama yang mempengaruhi niat melamar 
mahasiswa Generasi Z, sementara reputasi organisasi tidak menjadi faktor penentu 
dalam konteks penelitian ini. Secara keseluruhan, penelitian ini memberikan implikasi 
bahwa perusahaan perlu memperkuat strategi employer branding untuk meningkatkan 
ketertarikan pelamar dari generasi muda. 

 

Kata kunci: Employer Brand Attractiveness, Reputasi Organisasi, Intensi minat 

melamar , Generasi Z, PLS-SEM. 
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The Influence of Employer Brand Attractiveness on Intention to Apply with 

Organizational Reputation as a Mediating Variable: A Study on Final-Year 

Generation Z University Students in Tangerang Raya​

 
Jason Timothy Sihite 

ABSTRACT 

This study aims to analyze the influence of Employer Brand Attractiveness on 
Intention to Apply with Organizational Reputation as a mediating variable among 
final-year Generation Z university students in Tangerang. The background of this 
research lies in the increasing competition among companies to attract young talent, 
making it essential to understand the factors shaping applicants’ intention to apply. 
This research employed a quantitative method using a survey administered to 110 
respondents, and the data were analyzed using Partial Least Squares–Structural 
Equation Modeling (PLS-SEM). The results show that Employer Brand Attractiveness 
has a significant effect on Intention to Apply, and also significantly influences 
Organizational Reputation. However, Organizational Reputation does not significantly 
affect Intention to Apply and does not mediate the relationship between Employer 
Brand Attractiveness and Intention to Apply. These findings indicate that employer 
branding serves as the primary driver of application intention among Generation Z 
students, while organizational reputation does not play a determining role in this 
context. Overall, this study suggests that companies should strengthen their employer 
branding strategies to enhance interest and attract prospective young applicants. 

 

Keywords: Employer Brand Attractiveness, Organizational Reputation, Intention to 

Apply, Generation Z, PLS-SEM. 
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