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ABSTRACT 

This primary objective of this study  to determine the direct effect between employer attractiveness and corporate 

social responsibility (CSR) on intention to job apply. This study also aims to determine the indirect effect between 

employer attractiveness and CSR on intention to job apply mediated by corporate reputation variables. This study 

using quantitative research with non-probability sampling technique. The population of this research were 

generation Z fresh graduates in Semarang City. The sample in this study was 100 respondents. Data analysis in 

this study used SEM-PLS. This study found that the variables of employer attractiveness, CSR and corporate 

reputation have a direct effect on the intention to job apply. This study found that employer attractiveness and 

CSR have an   indirect effect on intention to job apply mediated by corporate reputation. 

Keywords: Employer Attractiveness; Corporate Social Responsibility; Corporate Reputation; Intention to Job 

Apply 

 

INTRODUCTION  

Job competition in Indonesia is currently heating up as a result of societal 

developments. (Cazan, 2020). In addition to generational changes, Indonesia’s population is 

increasing. Currently, generation Z has begun to dominate the Indonesian job market. (Arifin 

et al., 2024). Based on survey conducted by Katadata.co.id (2020), generation Z represents 

74.93 million people, or 27.94% of Indonesia’s 270.2 million population. Due to their massive 

population, generation Z has unique characteristics from past generations (Zis et al., 2021). 

Generation Z is a socially aware generation that consists of people born in years of major global 

development (Maioli, 2017). According to (Lanier, 2017); (Goh & Lee, 2018) and (Barhate & 

Dirani, 2022), generation z refers to persons who born between 1995 to 2012, who are ideally 

suited to working today. To build generation z, it is important to understand their characteristic, 

preferences, and motivations (Rampen et al., 2023). 

When determining where to apply for jobs, generation Z considers what they would 

gain, the obstacle and the expectations of their job in the future (Kowalczyk-Kroenke, 2024). 

According to Pendidikan dan Pengembangan – Center for Human Capital Development (PPM-

CHCD 2022), generation Z’s intentions for working include compensation, work environment, 

self-development and work-life balance. Generation Z is distinct in the workplace since they 

focus on works values and lifestyle and seek for new experiences that support value that will 

help them perform more accurately (McCrindle & Fell, 2019). As noted by (Tanner, 2022), 

who argues that generation Z is the most diverse generation, an inclusive workplace can 

enhance employee engagement and performance.  

According to (Campbell 2018) in (Kennedy et al., 2023), generation Z includes of those 

who were born and raise in the technology development era. This has an important influence 

on generation Z’s lifestyle as employees. Generation Z’s (Oringo et al., 2020). Generation Z’s 

instinctive understanding of digital technology and the internet that can help them to improve 

their multitasking skills at workplace (Chillakuri & Mahanandia, 2018). Employees from 

generation Z embrace workplace diversity, embracing differences in religion, race and gender 
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without discrimination in the workplace (Racolţa-Paina & Irini, 2021). Generation Z’s unique 

characteristics create a challenge for managers in developing their staff (Bhushan, 2023). 

Managers have to deal with generation Z’s dominance in the workforce to encourage their 

growth and potential achievement (Nieżurawska-Zając et al., 2023). 

According to Markplus’s (2022) survey of fresh graduate aged from 21 to 25 with less 

than 2 years of experiences, 58% are interested in Badan Usaha Milik negara (BUMN), 49% 

in private companies, 44% in ministries and 30% in multinational companies. The results form 

Markplus (2022) serve as the basis for this research, which will look into why the recent 

generation Z is more interested in applying to BUMN than other companies or institutions. 

In job2Go.net (2020) survey regarding the ideal institutions for job seekers in 

Indonesia, Pertamina was chosen as the ideal company or institution. According to the survey 

results, Pertamina has successfully become a top choice among job seekers, surpassing various 

other companies. Other government agencies or institutions. This research focus on what 

Pertamina offers to Indonesian job seekers, enabling it to become the most favored and desired 

company among Indonesian job seekers. When applying to a company, job seekers nowadays 

considering the company’s culture, the advances of digital technologies, employer branding, 

development and the benefits they expect (Winarno et al., 2023). 

In this study, the concept of employer attractiveness is used to find out whether the 

attractions of an organization influence job seeker’s intention to apply. In line with the research 

conducted by (Noviriani & Wirakartakusumah, 2023), employer attractiveness towards 

corporate reputation is not significant, but corporate reputation towards intention to job apply 

is significant. The existence of this research gap shows as purpose for this study to conduct 

research again using different variables and research objects form previous research. 

In this study, the concept of corporate social responsibility (CSR) is used to find out 

whether, in addition to the company’s attraction, CSR activities influence job seeker’s interest. 

In line with the research conducted by (Rahmadianti et al., 2024), CSR has a positive effect on 

the intention to apply for a job. This study also uses corporate reputation as a mediating variable 

to measure employer attractiveness and CSR in relation to job apply intention. According to 

the research findings of (R. T. Wang, 2013), corporate reputation can mediate the intention to 

job apply. According to the existence of phenomena and research gaps in previous studies, the 

researcher conducted a news study using different variables and research objects. The 

researcher hopes to find evidence from studies proving that employer attractiveness and CSR 

influence the intention to job apply mediated by corporate reputation. 

THEORETICAL REVIEW 

Employer Attractiveness on Intention to Job Apply 

Employer attractiveness refers to the perceived advantages that prospective employees 

will get from a company or organization (Jiang & Iles, 2011). Employer attractiveness refers 

to how potential current employees perceive the benefits they would receive, hence increasing 

the company’s appeal (Sena, 2020) in (Widianti, 2022). According to (Soeling et al., 2022) and 

(Amara et al., 2023), employer attractiveness is a job seeker’s belief in their knowledge of 

searching for employment based on a company’s branding campaigns. Based on research 

findings (Rahmadianti et al., 2024), it is shown that employer attractiveness affects the 

intention to job apply. Based on research findings by (Widianti & Murti, 2022), it shows that 

employer attractiveness also has a positive and significant effect. According to (Berthon et al., 

2005), the indicators of employer attractiveness are interest value, social value, economic 

value, development value and application value 

H1:  There is a significant influence of employer attractiveness on the intention to job apply. 
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Corporate Social Responsibility on Intention to Job Apply 

Corporate social responsibility (CSR) according to (Duarte et al., 2014) in 

(Rahmadianti et al., 2024), CSR is a company activity it is used as a competitive advantage to 

seek potential human resources. According to (Yang et al., 2022) in (Tarigan et al., 2020) CSR 

is an investment undertaken by a company for the purpose to balance income and expenses. 

According to (Krisna & Emilia, 2023) CSR is an obligation that companies must meet so as to 

fulfill their responsibility to upholding the human rights of the community. In the research 

findings by (Rahmadianti et al., 2024), corporate social responsibility has been found to have 

considerable impact on the intention to apply for a job. Based on the research findings by 

(Krisna & Emilia, 2023), it is demonstrated that CSR has an enormous effect on the intention 

to job apply. According to (Moorthy et al., 2017), the indicators of corporate social 

responsibility are workplace economic responsibility, legal responsibility, ethical 

responsibility, philanthropic responsibility and environmental responsibility. 

H2:  There is a significant influence of CSR on the intention to job. 

Employer Attractiveness on Intention to Job Apply Mediated by Corporate Reputation 

Employer attractiveness for job seekers or employees who are already working, they 

have a perception of the benefits provided by the company from the perspective of employer 

attractiveness. Which is used for the company’s employer branding (Jiang & Iles, 2011). 

According to the study publication by (Rahmadianti et al., 2024), employer attractiveness has 

a beneficial effect on job pursuit intention or intention to job apply, which is mediated by 

corporate reputation. Based on the research journal conducted by (Ekhsan & Fitri, 2021) 

demonstrate employer attractiveness has an advantageous influence on job pursuit intention 

mediated by corporate reputation.  Based on the findings of the two journals, it shows that the 

function of company reputation in mediating employer attractiveness and intention to apply for 

jobs. Based on the exploration and study of these two journals, a hypothesis can be constructed 

for this research. The hypothesis that can be constructed is as follows: 

H3: There is a significant influence of employer attractiveness on intention to job apply 

mediated by corporate reputation. 

Corporate Social Responsibility on Intention to Job Apply Mediated by Corporate Reputation 

CSR in a company is not only used as a form of social responsibility, but is also used by 

companies to attract the attention of potential job seekers. Based on research journal by 

(Rahmadianti et al., 2024) and (R. T. Wang, 2013) found a statement that corporate reputation 

is able to mediate corporate social responsibility on intention to job apply. The findings of these 

two journals show that CSR companies participate in actions that go beyond simply fulfilling 

their social obligations. CSR initiatives that the business undertakes also able to improve the 

company’s reputation for the better. If the company carries out CSR activities well, it will have 

a good reputation, so that it can attract the attention of job seeker to apply to companies that 

carry out good CSR practices. Based on the exploration and study of these two journals, a 

hypothesis can be constructed for this research. The hypothesis that can be constructed is as 

follows: 

H4: There is a significant influence of corporate social responsibility on the intention to 

job apply mediated by corporate reputation. 
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Corporate Reputation on Intention to Job Apply 

Corporate reputation based on (Williamson et al., 2010) in (Permadi & Netra, 2015) is 

a company’s reputation impacts how successfully it can attract potential job prospects. 

According to (Walsh et al., 2009), corporate reputation is a kind of evaluation of the company’s 

work programs towards consumers. Corporate reputation, according to (Wartick, 2002), is a 

perspective of stakeholders or company leaders on the magnitude of the business’s 

achievement. Condering the result of the study (Ketut Sintaasih et al., 2014), it is shown that 

corporate reputation has a significant influence on the intention to job apply. In the research 

findings by (Swasdita Muafi 2018), it is shown that corporate reputation has a significant 

influence on the intention to job apply. According to (Fombrun, 1996), the indicators of 

corporate reputation are building stakeholder trust, improving company performance and 

evoking a sense of pride. 

H5:  There is a significant influence of corporate reputation on the intention to job apply. 

Intention to Job Apply 

According to (Gatewood et al., 1993), intention to hob apply or interest in applying for 

a job is how job seekers consider jobs, seek job information and choose if they want to accept 

a jon offer from a company. Based on (Aiman-Smith, Bauer and Cable 2001) in (Widianti, 

2022) interest in job application refers to job seekers actively seeking information, building 

relationship and try to find opportunities to be interviewed by the company. According to 

(Barber et al., 1999), the indicators of intention to job apply are the need for a job, job 

information search, job choice determination and decision making. 

Based on the result of the findings, exploration and study of several theories and 

findings, a hypothesis can be developed in this research. Based on the findings and theory, a 

hypothesis development has been built and can be the basis for building a theoretical thinking 

framework. This theoretical framework will describe how this research was conducted. In the 

theoretical framework of this research, the variables used are displayed, such as employer 

attractiveness, corporate social responsibility, corporate reputation and intention to job apply. 

This theoretical framework image also displays the hypotheses used in this research.  

 

 

 

 

 

 

 

 

 

 

 

 

 
Figure 1. Conceptual Framework 

 

METHODOLOGY   

The population in this study consist of fresh graduates from universities in Semarang 

City, totaling 55.656 individuals. Respondent were selected by looking at their graduation year, 
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are they generation Z are not, are they fresh graduates or not and whether they are interested in 

applying for a job at PT Pertamina (Persero). The sample was calculated using the slovin 

formula, resulting in 99.82 respondents, which was rounded up to 100 respondents. In this 

study, use a quantitative method. The data collection for this research sourced from the 

distribution of questionnaires. The questionnaire in this study measure 4 variables with details 

on employer attractiveness consisting of 4 indicators, interest value, social value, economic 

value and development value. Corporate social responsibility has 4 indicators, workplace 

economic responsibility, legal responsibility, ethical responsibility and philanthropic 

responsibility. Corporate reputation has 3 indicators, building stakeholder trust, improving 

company performance, and generating a sense of pride. Intention to job apply has 4 indicators, 

need for a job, job information search, job choice determination and decision making.  

The sampling technique for this research use a non-probability sampling method with 

purposive sampling for sampling determination. This research uses a semantic differential 

measurement scale with a numerical scale measurement from 1 to 5 with two poles on both 

sides. The SEM-PLS method was used to examine the data collecting results utilizing 

SmartPLS 3.8 software. In this study, testing was conducted using validity tests, with 

convergent validity is conducted with a loading factor value > 0.70 (Ghozali, 2014) in (Siregar 

& Indrawan, 2024) and discriminant validity by comparing the loading value of the tested latent 

variable with the loading value of the other latent variables.  Reliability tests use composite 

reliability, composite reliability according to (Ghozali, 2014) in (Siregar & Indrawan, 2024) is 

considered good if > 0.70 and considered poor if < 0.70.  R-square tests, according to 

(Jogiyanto and Abdilah 2015) in (Putri & Suhartono, 2023), the higher r-square value, the better 

the research model and path coefficient tests, according to (Ghozali and Laten 2015) in (Magito 

et al., 2023) stated that the hypothesis can be accepted if the T statistic value > T table. 

Based on the distribution of questionnaires that have been carried out, 100 respondents 

have been obtained who meet the criteria of this research. Based on the 100 respondents had 

different characteristics. Based on these differences in characteristics, a demographic analysis 

table was prepared to see the characteristics of the respondents in this study. 

 
Table 1. Demographic Analysis 

Gender N % Total 

Male 40 40% 
100 (100%) 

Female 60 60% 

Age    

21 – 24 years old 100 100% 100 (100%) 

Domicile    

Semarang City 100 100% 100 (100%) 

University    

Public University 70 70% 
100 (100%) 

Private University 30 30% 

Major    

Social Science 72 72% 
100 (100%) 

Natural Science 28 28% 

Degree    

Diploma 41 41% 
100 (100%) 

Bachelor 59 59% 

Occupation    

Fresh graduate  100 100% 100 (100%) 

Graduation Year    

2022 29 29% 

100 (100%) 2023 41 41% 

2024 30 30% 

Interest in applying    
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Yes, I’m interested 100 100% 100 (100%) 

The Reason in applying    

Salary 38 38% 

100 (100%) 

Work environment 4 4% 

Career path 14 14% 

Future guarantee 35 35% 

Work life balance 6 6% 

others 3 3% 

Source: Smartpls Data Processed (2024) 

 

RESULTS  

 

In this study, there are 2 independent variables, namely employer attractiveness and 

corporate social responsibility, 1 dependent variable namely intention to job apply and 1 

mediating variable namely corporate reputation. In the first test, a validity test was conducted. 

In this validity test, to determine whether an item can be considered valid, both the average 

variance extracted (AVE) and the outer loading value must be more than 0.70 and 0.50. The 

research results shown in the table 2 indicate that value of each item in this study has an outer 

loading value of more than 0.70 and for AVE each item has exceeded 0.50.  

Based on this validity test, an item can be said to be valid if it has an outer loading value 

of more than 0.70. in this research, testing has been carried out on each item belonging to each 

variable. The employer attractiveness (EA) variable has six items, corporate social 

responsibility (CSR) has five items, corporate reputation (CR) has four items and intention to 

job apply (IJA) has six items. Based on each item owned by each variable, validity testing is 

carried out using an outer loading value of more than 0.70 and an AVE value of more than 

0.50. it is important to carry out validity testing in order to find out how much validity each 

item has from the four variables used in this research.  

A research item can be said to have high validity if it has an outer loading value of more 

than 0.70 and an AVE value of more than 0.50. in testing the validity of this research, a total 

of 21 indicator items were used in this research. The results of the validity testing of this 

research can been seen in table 2 which shows the level of validity values 
 

Table 2. Validity Test 

Items  
Employer 

Attractiveness 
CSR 

Corporate 

Reputation 

Intention to Job 

Apply 
AVE 

EA1 0.734    

0.535 

EA2 0.726    

EA3 0.738    

EA4 0.759    

EA5 0.703    

EA6 0.727    

CSR1  0.706   

0.597 

CSR2  0.824   

CSR3  0.871   

CSR4  0.720   

CSR5  0.726   

CR1   0.841  

0.603 
CR2   0.752  

CR3   0.750  

CR4   0.751  

IJA1    0.717 

0.595 IJA2    0.840 

IJA3    0.713 
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IJA4    0.821 

IJA5    0.769 

IJA6    0.758 

Source: Smartpls Data Processed (2024) 

 

Reviewing table 2, it shows that the outer loading values for the items employer 

attractiveness (EA), corporate social responsibility (CSR), corporate reputation (CR) and 

intention to job apply (IJA) each gave outer loading values greater than 0.70 and AVE values 

higher than 0.50. based on these findings, the validity test for the item is declared valid. 
 

Table 3. Reliability Test 

Construct Cronbach Alpha Composite Reliability 

EA 0.826 0.873 

CSR 0.829 0.880 

CR 0.780 0.859 

IJA 0.863 0.898 

Source: Smartpls Data Processed (2024) 

 

Based on the reliability testing in table 3, the Cronbach’s alpha value must be higher 

than 0.70. according to table 3, the Cronbach’s alpha values for the employer attractiveness 

(EA), corporate social responsibility (CSR), corporate reputation (CR) and intention to job 

apply (IJA) are higher than 0.70. these results indicate that each item in these variables has 

consistent strength. The results of the validity and reliability testing that have been carried out, 

show that the items in this research have been considered valid and reliable.  

Considering the outcomes of these discoveries, further analysing can be carried out, 

namely hypothesis testing. Hypothesis testing uses a bootstrapping procedure to test the 

significance level of each variable. Hypothesis testing is important in quantitative research to 

see the influence of each variable being tested. In hypothesis testing, this research uses direct 

and indirect hypothesis testing. Hypothesis testing is carried out to determine the level of 

influence between variable. Based on the results of hypothesis testing which has been carried 

out using bootstrapping procedure, the results of hypothesis testing can be seen in table 4 which 

shows the level of significance of this research. 

 
Table 4. Hypothesis Test 

Path 
Original 

Sample 
T Statistics P-Values Hypothesis 

𝐻1 EA -> IJA 0.234 2.167 0.030 Significant 

𝐻2 CSR -> IJA 0.293 2.663 0.008 Significant 

𝐻3 EA -> CR -> IJA 0.190 2.381 0.017 Significant 

𝐻4 CSR -> CR -> IJA 0.166 2.767 0.006 Significant 

𝐻5 CR -> IJA 0.393 3.243 0.001 Significant 

Source: Smartpls Data Processed 2024 

Based on the results of table 4, the hypothesis results in this research were obtained. 

Considering the outcome of the hypothesis’s direct testing EA>IJA, CSR > IJA and CR>IJA, 

also indirect testing hypothesis EA>CR>IJA and CSR>CR>IJA each have p-values below 0.5. 

So, that all hypothesis it is claimed that this research has noteworthy and beneficial impact .  

DISCUSSION  

According to direct and indirect effects test result, it can be explained that employer 

attractiveness towards the intention to job apply has a T-statistic value > T table (2.167 > 1.98) 

and a p-value of (0.030 < 0.05), this suggests that IJA is positively and significantly impacted by 

EA. Based on the outcome of the direct and indirect test, the statements, “PT Pertamina (Persero) 
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has work attributes that attract my attention to apply for a job at PT Pertamina (Persero)”, “PT 

Pertamina (Persero) has a company branding that upholds harmonious values, which makes me 

interested in applying for a job at PT Pertamina (Persero)”, “PT Pertamina (Persero) has a 

company branding that uphold togetherness, which makes me interested in applying for a job at 

PT Pertamina (Persero)”, “I am interested in applying for ajob at PT Pertamina (Persero) because 

of the salary at PT Pertamina (Persero)”, “I am interested in applying for a job at PT Pertamina 

(Persero) because of the collaborative values” have a significant influence on the intention to job 

apply. This is corroborated by studies carried out by (Widianti & Murti, 2022) and (Swasdita 

Fridantara & Muafi, 2018) it claims that IJA is positively and significantly impacted by EA. PT 

Pertamina (Persero) needs to enhance employer attractiveness, such as offering appealing 

benefits to job seekers to attract them to apply at PT Pertamina (Persero). PT Pertamina (Persero) 

must have an attractive benefit to catch the attention of job seekers, as this is a psychological 

factor that can influence job seekers to apply at PT Pertamina (Persero) (Vasantha & Vinoth, 

2017).  

According to the direct and indirect effects testing results, the rationale behind CSR 

towards intention to job apply has a T-statistic value > T-table value (2.663 > 1.98) and p-value 

of (0.008 <0.05), this suggests that IJA is positively and significantly impacted by CSR. This is 

also supported by the result This is also backed by the findings of (Rahmadianti et al., 2024). The 

findings show that PT Pertamina (Persero) engaging in active corporate social responsibility can 

successfully draw in job candidates especially those that have a strong sense of purpose and seen 

as the qualified workers the organization needs (Choi et al., 2021). The company need to develop 

environmental and social concerns in their business strategy, as this is a value that generation z 

pays great attention to when considering job applications to those companies (Ngoc Thang et al., 

2023). Now, generation Z tends to prefer applying for jobs at companies that implement CSR 

practices well and responsible for social and environmental issues in society. This is because if a 

company is responsible for the welfare of the community it can increase generation z’s interest 

in applying for jobs. Generations also believes that companies with good corporate social 

responsibility programs also pay attention to the welfare of their employees. Therefore, 

companies need to carry out corporate social responsibility activities as well as possible, because 

by implementing corporate social responsibility programs in their corporate strategy, they can 

make the company attractive to potential job candidate, thus benefiting the company. 

According to the indirect effects result, it can be explained that employer attractiveness 

towards intention to job apply, mediated by corporate reputation has a T-statistic value > T-table 

92.381 >1.98) and p-value of (0.017 < 0.05), this indicates that through mediation of CR, EA has 

a favorable and significant impact on IJA. This shows that as a mediating variable, CR affects 

the independent variable EA in influencing the dependent variable IJA. This is also supported by 

research conducted by (Swasdita Fridantara & Muafi, 2018). The companies need to build a 

good reputation because job seekers tend to choose companies that are always on the list of top 

companies (Saini et al., 2014). Based on previous research by (Myrden & Kelloway, 2015), it is 

stated that job searchers, in their IJA, tend to choose to apply to companies they are already 

familiar with. Generation z in applying for a job tends to look at the benefits provided by the 

company, the welfare they will receive, the good image of the company, the opportunities for 

self-development and the good work environment of the company. This is also supported by 

corporate reputation can enhance and strengthen generation Z’s intention to apply for job at a 

company. This is because generation Z chooses credible companies with a good image, and they 

feel proud if they can work at company with a good corporate image. 

According to the direct and indirect testing results, the rationale behind CSR towards IJA 

mediated by the CR has a T-statistic (2.767 > 1.98) and p-value of (0.006 < 0.05), this indicates 

that through the mediation of CR, CSR has a favorable nd noteworthy impact on IJA. This shows 

that the variable corporate reputation as a mediating variable affects the independent variable 
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corporate social responsibility in influencing the dependent variable intention to job apply. This 

is also supported by research conducted by (Rahmadianti et al., 2024) and (Story et al., 2016), 

which state that corporate reputation can positively and significantly influence corporate social 

responsibility towards the intention to job apply. Corporate social responsibility activities can 

enhance an organization’s reputation and recruit employees making it a valuable asset (Kim et 

al., 2010). This demonstrates that the present generation z is genuinely interested in how 

corporation implements its CSR initiatives. A well-implemented corporate social responsibility 

program not only benefits society but also builds a good company reputation and attracts potential 

job seekers. Generation z job seekers tend to prefer companies with a good corporate social 

responsibility implementation, because these companies have a good reputation, making them 

more likely to apply for jobs there. 

According to the direct and indirect testing results, it can be explained that corporate 

reputation towards intention to job apply has a t-statistic value > T-table (3.243 > 1.98) and a p-

value of (0.001 < 0.05), which can be concluded that corporate reputation has a positive and 

significant effect on intention to job apply. This is also supported by research conducted by (Ketut 

Sintaasih et al., 2014) and (Q. Wang et al., 2023), which can be concluded that corporate 

reputation has a positive and significant effect on the intention to job apply. According to a UK 

survey, high-achieving graduates prioritize environmental impact, firm performance and 

reputation when applying for employment (Gazi et al., 2023; Raza et al., 2021). According to 

(Barnett et al., 2020) found that applicant prioritize organizational aspects such as image, brand 

name, positive reputation, loyalty, income level and fit over job type. According to (Moreno et 

al., 2021) and (Van Hoye & Saks, 2011) investigated the impact of corporate reputation on job 

seeking intentions. The researcher discovered a significant positive link between corporate 

reputation and job seeking intentions, with corporate reputation explain 61.2% of the variation 

in job seeking intention. This shows that currently, generation z in their interest in applying for 

job looks at the company’s reputation. Generation z considers aspects of reputation such as how 

positive the company’s reputation is, the company’s popularity in society, the welfare they will 

receive and the level of employee loyalty to the company. 

FURTHER STUDY 

 The findings of the research conducted show that all hypothesis in this research is stated 

to have a positive and significant effect. In the aspect EA, perceived benefits play a role in 

generation z applying for jobs at Pertamina. In the CSR aspect that Pertamina carries out 

towards the community, apart from being a form of Pertamina’s dedication to the social 

environment, the CSR activities carried out are able to attract interest in applying for generation 

z jobs at Pertamina. The CSR activities carried out by Pertamina are also a way to improve 

Pertamina’s reputation as a leading company. Pertamina’s good company image is able to 

attract the interest of generation z to apply for work at Pertamina, because of its reputation and 

it is a matter of pride to be able to work at Pertamina. Pertamina needs to pay attention to this, 

so that it can attract potential job applicants. So, that the company continues to develop. 

The findings of this research although significance has been found in all variables, there 

are still several research limitations. The first limitation is that this research only targets 

generation z in The Semarang City, Central Java, Indonesia. It is hoped that research can be 

expand the population reach, so that the research can be more diverse. The second limitation is 

that this research used quantitative method. It is hope that future research can also use 

qualitative methods, so that the results of the research will be more diverse. 

 The decision of applying for a job is influenced by a variety of circumstances. 

Additionally, the qualities of job seekers and their intention to apply for jobs at organizations 

vary depending on the generation. Further research is important to pay attention to the 
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phenomena, characteristics and several factors in the next generation’s intentions in applying 

for a job. Factors such as personality type (MBTI), organizational culture and work life balance 

can be used to develop further research. 
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