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ABSTRACT

Research on the factors influencing candidates' application intentions, aimed at helping businesses
develop effective strategies for attracting and retaining talent, has become a topic of particular in-
terest among researchers and human resource managers. This study examines the relationship
between the level of employer brand attractiveness, brand value experience, and application inten-
tion, while also assessing the moderating effect of social media. The hypotheses are developed
based on the affect infusion model and empirical findings from previous related studies. Data were
collected through a survey of 345 final-year students majoring in business and management at
several major universities in Ho Chi Minh City, focusing on their evaluations of the organizations
where they had completed internships. These participants were chosen because they represent a
segment of future job applicants with direct, recent exposure to employer branding efforts through
internship programs. The data analysis, using a structural equation modeling approach with the par-
tial least squares method, confirms the reliability of the measurement scales, along with the convergent
and discriminant validity of the measured variables. The results also show that the five components of
employer brand attractiveness, namely interest value, social value, economic value, development
value, and cooperation value, positively influence the employer brand value experience, which in turn
has a positive impact on candidates' application intentions. In addition, social media not only directly
affects application intention but also plays a positive moderating role in the relationship between
brand value experience and application intention. Based on these findings, the study proposes key
managerial implications to help businesses attract potential candidates, especially recent graduates,
through employer branding strategies, enhancing the quality of students' internship experiences , and
optimizing the effectiveness of social media channels.

Key words: Employer brand attractiveness, brand value experience, applicants' intention to apply,

social media

INTRODUCTION

In the context of rapid technological development and
the continuous changes in society, the quality of hu-
man resources plays a key role in an organization’s
success !. Selecting suitable personnel not only helps
businesses adapt to the trend of globalization but also
maintain sustainable competitive advantages®. Es-
pecially, in today’s dynamic business environment,
where innovation and the ability to adapt quickly
have become critical for survival, developing an ef-
fective recruitment strategy is a prerequisite for en-
suring the long-term growth of organizations. Con-
sequently, research on job application intentions has
garnered increasing attention from both scholars and
practitioners, as it provides a scientific foundation
for formulating appropriate human resource policies
and supports businesses in attracting top talent more
effectively. However, reality shows that final-year
students—the young workforce preparing to enter
the labor market—are facing numerous challenges in

their job search process. According to data from the
Training Support and Human Resource Supply Cen-
ter of the Ministry of Education and Training, more
than 400,000 graduates enter the job market each year,
but nearly 20% of them remain unemployed, primar-
ily due to a lack of experience and practical skills>.
Key factors influencing students’ job application de-
cisions include employer reputation, salary and ben-
efits, work environment, corporate vision, and cor-
porate social responsibility?. Among these factors,
employer branding plays a crucial role in attracting
young candidates, especially recent graduates*.

An overview of existing literature on application in-
tentions reveals two main research directions. First,
the focus of research centers on the relationship be-
tween employer branding, media, and application in-
Specifically, studies have highlighted the
influence of employer branding on application in-

tentions.

tentions ®7; clarified the significant mediating role of
social media in the relationship between employer
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branding and application intentions®; analyzed the
impact of corporate reputation !, as well as the strate-
gic combination of corporate reputation and recruit-
ment website platformsg. In addition, some studies
have delved deeper into the impact of social media
and online reviews on application intentions '°, eval-
uated the combination of e-recruitment and employer
branding strategies'!, and examined the mediating
role of employer branding in linking the credibility
of information sources with application intentions 2.
Second, studies focus on the relationship between the
attractiveness of employer brands and application in-
tentions. Specifically, several studies have analyzed
the correlation between the attractiveness of employer
brands and application intentions '*; the mediating
role of corporate reputation in this relationship 4, as
well as the moderating impact of social media us-
age !°. Notably, some studies have also addressed the
combined influence of employer attractiveness, cor-
porate reputation, and the use of social media on job
application intentions '°.

The findings from these studies have contributed to
providing in-depth insights into the factors influenc-
ing application intentions. However, two significant
research gaps still need to be clarified. First, most cur-
rent studies focus on the factor of corporate reputa-
tion, which is measured by stakeholders’ general per-
ceptions of the company’s prestige and image based
on its operational history, core values, business ethics,
and performance. However, no research has compre-
hensively evaluated the role of candidate brand expe-
rience in bridging the gap between employer brand
attractiveness and application intentions. Second, al-
though social media is often considered a direct or
mediating factor, its role in enhancing positive brand
experiences from the candidates’ perspective has not
been thoroughly investigated.

This research gap is noteworthy because final-year
students represent a distinctive group in the labor
market. They do not only consider salary but also take
into account various factors such as the work environ-
ment, career development opportunities, and the em-
ployer’s brand value. Moreover, in the digital age, so-
cial media has become a crucial source of information,
significantly influencing students’ job application de-
cisions. However, there remains a lack of in-depth
studies on how social media shapes students’ percep-
tions of employer branding and how this, in turn, af-
fects their intention to apply. Therefore, this study
aims to clarify the role of employer brand experience
through students’ perceptions in the relationship be-
tween employer brand attractiveness and application
intentions. Additionally, the study also examines the
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moderating role of social media in strengthening the
relationship between brand experience and applica-
tion intentions.

Following the introduction, the paper is organized
into four subsequent sections: Section 2 presents the
theoretical framework and hypothesis development,
Section 3 elaborates on the research design, and Sec-
tion 4 reports and discusses the research findings. Fi-
nally, Section 5 summarizes the conclusions, implica-
tions, and limitations of the study.

THEORETICAL BASIS AND
HYPOTHESIS DEVELOPMENT

The affect infusion model

The relationship between employer brand attractive-
ness, employer brand value experience (EB), and in-
tention to apply (IA) in this study is built upon the
theoretical foundation of the affect infusion model 7.
According to this model, an individual’s emotions,
specifically their perception of employer brand attrac-
tiveness, positively influence their attitude, which in
this context refers to the EB. This positive attitude will,
in turn, lead to the individual’s response or behavior,
specifically their IA. More specifically, if candidates
find an employer brand attractive, they are more likely
to have a positive experience with the brand’s value,
thereby increasing the likelihood of their decision to

apply.

Employer Brand Attractiveness

A key competitive advantage of employer brand at-
tractiveness is its ability to selectively target specific
audiences, thereby attracting top talent and enhanc-

18 This attractiveness

ing recruitment effectiveness
represents the benefits that potential candidates per-
ceive when considering employment at a particu-
lar organization. The more attractive the employer
brand, the higher its perceived value in the minds of
candidates.

This attractiveness is considered a multidimensional
construct. Kucherov and Zavyalova'? suggest that it
reflects the essence of qualitative characteristics that
help attract the target audience. These character-
istics are often conveyed through a positive image
and a combination of tangible (economic) and in-
tangible (psychological, symbolic) advantages, creat-
ing differentiation in the labor market. Ehrhart and
Ziegert?” define employer attractiveness as the bene-
fits that candidates perceive from a job, meaning that
an organization becomes more attractive when it cre-
ates an ideal working environment for them. Berthon

et al.!® further add that it encompasses the expected
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benefits employees receive when working for an orga-
nization. Based on this perspective, the authors have
developed and validated a multi-item scale, identi-
fying five dimensions of employer brand attractive-
ness: interest value (IV), social value (SV), economic
value (EV), development value (DV), and coopera-
tion value (CV). To be more specific, IV reflects the
appeal of a creative and exciting work environment,
SV emphasizes bonding and teamwork, EV is asso-
ciated with income, benefits, and promotion oppor-
tunities, DV highlights career growth and future ori-
entation, and CV represents opportunities to apply
knowledge, mentor others, and work in a friendly,
customer-centric environment. This perspective is
supported by various authors »'*1°
this study.

and is applied in

Brand experience and the attractiveness of
the employer brand

The employer brand is a long-term strategy aimed at
managing the information and perceptions of both
current employees and potential candidates about the
organization>!. Therefore, brand building should fo-
cus on positioning the organization, creating a posi-
tive image, and promoting an ideal working environ-
ment. The EB relates to the sensory impacts that the
brand delivers through the actual work environment,
thereby shaping the work experience??. Fernandez-
Lores et al. 2 identified three key aspects of the EB: (1)
sensory experience in the workplace, (2) emotional
experience when performing tasks, and (3) employer
brand value experience (EB). Among these, candi-
dates primarily evaluate the EB aspect, which is the fo-
cus of this study. This aspect reflects candidates’ per-
ceptions of the brand’s values and messages, shaped
through advertising, communication, or real-life ex-
periences.

An attractive employer brand will draw more candi-
dates and create a positive experience as they learn
about and interact with the company. When the em-
ployer brand is highly regarded, candidates tend to
have a more favorable perception of the company
and the values it represents. This leads to a better
experience throughout the recruitment process, in-
terviews, and interactions with current employees.
While previous research has shown that factors of
brand attractiveness (including five components: IV,
SV, EV, DV, and CV) positively influence corporate

reputation 11315

, this study expands by examining EB
instead of focusing solely on corporate reputation.
Therefore, the following hypotheses regarding the re-
lationship between aspects of employer brand attrac-

tiveness and brand experience are proposed:

Hila: IV positively impacts the candidate’s EB.
H1b: SV positively impacts the candidate’s EB.
HiIc: EV positively impacts the candidate’s EB.
H1d: DV positively impacts the candidate’s EB.
HIle: CV positively impacts the candidate’s EB.

Intention to apply and employer brand
value experience

IA is the process by which candidates express interest
in joining a company'!. It is a personal desire that
reflects the willingness to take actions related to job
opportunities . Fasih and Ryan? emphasize that IA
reflects personal preferences regarding applying for
jobs, pursuing employment, and accepting job offers.

A strong employer brand often signals to job seek-
ers that the company is an ideal workplace, offering
a supportive and inclusive culture, favorable work-
ing conditions, as well as opportunities for growth
and advancement '>. Conversely, a weak or negative
employer brand can discourage job seekers and re-
duce their motivation to apply?®. Therefore, com-
panies need to develop and sustain a compelling, fa-
vorable employer brand to draw in and keep top tal-
ent, which plays a crucial role in the company’s over-
all success. This goal can be accomplished through
different strategies, including designing an interactive
company website, highlighting employee testimoni-
als and success stories, and proactively fostering di-
versity, equity, and inclusion initiatives. These activ-
ities help candidates assess their experience with the
brand’s values. From this, the following hypothesis is
proposed:

H2: EB positively influences candidates’ IA.

The role of social media

Social media (SM) plays an important role in building
a consistent brand image and attracting candidates
who align with the company’s values and culture !°.
Its interactive nature allows companies not only to
broadcast their message but also to engage in two-way
communication with potential candidates, fostering a
sense of connection and authenticity. Through these
platforms, employers can reach potential candidates
and enhance the company’s image2°. In addition to
showcasing the brand’s personality, social media is
also an effective channel for promoting job opportu-
nities, benefits, and career development paths27. A
strong and engaging presence on SM can amplify pos-
itive word-of-mouth and employee advocacy, which
further strengthens the company’s reputation among
job seekers. A positive image on these platforms helps
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businesses attract talent and build a quality candidate
pool for the future.

Previous studies have demonstrated the role of SM in
connecting employer branding with candidate attrac-
tion, highlighting its ability to enhance brand visibil-
ity, credibility, and perceived employer value. Addi-
tionally, SM has been shown to moderate the rela-
tionship between corporate reputation and IA 1>, by
amplifying the positive perceptions candidates form
based on the company’s online presence. Therefore,
the final hypothesis is proposed as follows:

H3: SM positively moderates the impact of employer
branding on the candidate’s IA. Figure 1 illustrates the
research model developed based on the proposed hy-
potheses.

! | Interestvalue |

Social media |

Hy*

Intention to
H,* apply

V| socialvalue -
[ s

Employer
brand value
experience

4 [Economncvalua E

' ‘ Development |
DL value

Cooperation
value

| Employer Brand |
| Attractiveness

Source: Compiled from hypotheses

Figure 1: Proposed research model

RESEARCH DESIGN

Measurement scale

The five dimensions (components) of employer brand
attractiveness have been condensed into a 20-item
version from the original 24-item scale developed by
Berthon et al. '3, These authors called for further re-
search on the employer attractiveness scale across dif-
ferent cultures, and it has since been utilized by many
researchers to examine various contexts 1. Through
discussions with humane resource experts and poten-
tial candidates, one item from each dimension was
reduced due to overlap or the possibility of integra-
tion, except for the economic value dimension. To be
more specific, the organization provides high-quality
products and services” and “the organization offers
innovative products and services” were integrated
into variable IV%; “a fun working environment” and
“a good working environment” were combined into
variable SV *; “feeling proud to work here” and “feel-
ing more confident when working here” were merged
into variable DV %; the item “Acceptance and belong-
ing” from the cooperation value dimension was re-
moved due to its abstract nature.
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The EB construct consists of 4 items, based on the
study by Fernandez-Lores et al.>>. The IA and SM
constructs also contain 4 items each, inherited from
the research of Fasih and Ryanz. In total, 28 items are
used for 7 constructs, as presented in Table 2. Based
on these items, the survey was developed into state-
ments measured using a 5-point Likert scale, where
5 indicates “strongly agree” and 1 indicates “strongly
disagree’, along with questions regarding the respon-
dents’ personal information.

Data collection

Based on the research objectives, the survey target
group was selected as final-year students majoring in
Business and Management, who have participated or
are currently participating in internships to evaluate
the companies where they interned. This group rep-
resents potential candidates for the near-future labor
market, possessing practical experiences and direct
observations of business operations. The selection of
business and management students is justified by the
large number of students in this field, the matching
employment demands, and their particular interest in
employer branding within this sector. The universi-
ties chosen for the survey include seven major insti-
tutions in Ho Chi Minh City that offer programs in
this field.

The minimum sample size was determined based on
the 10-times rule in PLS-SEM (Partial least squares
- Structural equation modeling) , meaning the sam-
ple size must be at least ten times the number of ob-
served variables. In this study, with 28 observed vari-
ables, the minimum required sample size is 280. To
ensure reliable analysis, 50 responses were proposed
from each university. A two-step sampling method
was applied to ensure representativeness and align-
ment with the research objectives. Specifically, step
1: Stratified sampling by university, with an equal al-
location of 50 survey responses per university across
a total of seven universities. Step 2: A combination of
purposive sampling and snowball sampling was ap-
plied. At each university, faculty members assisted
in selecting participants using purposive sampling,
meaning that final-year students who met the research
criteria (those who have participated or are currently
participating in an internship) were selected. Then,
to expand the survey reach, snowball sampling was
employed, in which students who had already partic-
ipated in the survey referred additional students with
similar characteristics.

The survey form was created using Google Forms and
distributed to the participants with the support of fac-
ulty members at the universities, particularly those
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who are academic advisors or directly supervise stu-
dent internships. The survey was conducted in May
and June 2024 to ensure relevance, as students had just
completed their internships. A total of 350 responses
were collected, of which 345 were valid after exclud-
ing inappropriate responses, yielding a usable rate of
98.6%. Detailed information about the survey sam-
ple is presented in Table 1 . The collected data was
processed using Smart-PLS 4.0 software to analyze
relationships. The choice of PLS-SEM (Partial Least
Squares Structural Equation Modeling) over CB-SEM
(Covariance-Based SEM) was based on three main
reasons: (1) Suitability for a research model with a
moderating variable, (2) Appropriateness for a rela-
tively small sample size, and (3) Emphasis on predict-
ing job application intentions rather than solely test-
ing theoretical models.

Table 1: Summary of the sample (Source: Survey
results)

Classification Quantity Proportion
(%)
Sex Male 128 37.10
Female 217 62.90
University  University of Eco- 50 14.49
nomics Ho Chi
Minh City
University of Eco- 54 15.65
nomics and Law
International Uni- 48 13.91
versity
University of Fi- 47 13.62
nance - Marketing
Ho Chi Minh Uni- 49 14.20
versity of Banking
Ho Chi Minh City 50 14.49
University of In-
dustry and Trade
Ho Chi Minh City ~ 47 13.62
University of Tech-
nology
Total 345 100.0
RESULTS AND DISCUSSION

Measurement scale assessment

The measurement scale is evaluated based on variable
quality by outer loadings, reliability by Cronbach’s
Alpha (&) and Composite Reliability (CR), conver-
gent validity through Average Variance Extracted

(AVE), and discriminant validity by the Heterotrait-
Monotrait ratio (HTMT). The HTMT ratio is cho-
sen to assess discriminant validity as it is considered a
better method than the Fornell-Larcker criterion 2.
Multicollinearity is examined using the Variance In-
flation Factor (VIF), where outer VIF assesses multi-
collinearity among observed variables of a construct,
and inner VIF evaluates multicollinearity among con-
structs. This process is conducted by the estimation
of the measurement model. Table 2 presents the ob-
served variables with their outer loadings and outer
VIF; Table 3 provides the ¢, CR, and AVE coeflicients,
while Table 4 displays the HTMT ratios.

According to Table 2, the outer loadings range from
0.762 to 0.926, all above the threshold of 0.7, indi-
cating good scale quality. The VIF coeflicients range
from 1.491 to 3.497, which are less than 5, demon-
strating no significant multicollinearity among the
observed variables. This ensures that each variable
provides independent information and distinct value
within the model .

Table 3: Coefficient o, CR, and AVE
Source: Estimated model measurement results

Construct  Coefficient ot CR AVE
CV 0.865 0.868 0.712
DV 0.850 0.858 0.689
EB 0.871 0.876 0.721
EV 0.798 0.800 0.623
IA 0.805 0.809 0.630
v 0.888 0.910 0.750
SM 0.779 0.782 0.601
SV 0.907 0.910 0.782

Table 3 shows that the coefficients o (from 0.779 to
0.907), CR (from 0.782 to 0.910), and AVE (from
0.601 to 0.782) all meet the criteria: coefficient o and
CR > 0.7 but < 0.95, AVE > 0.5. Therefore, the scales
ensure reliability and convergent validity. Meanwhile,
Table 4 shows that the HTMT ratios between con-
structs are all below 0.85, ensuring discriminant va-
lidity *°. These results confirm the reliability, conver-
gent, and discriminant validity of the scale, while also
indicating that the model is suitable for hypothesis
testing using structural equation modeling (SEM).

Hypothesis testing

Table 5 presents the results showing that all impact co-
efficients are statistically significant at the 1% or 5%
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Table 2: Variables, outer loadings, and outer VIF (Source: Estimated model measurement results)

Construct

v
(Berthon et al.1%)

SV
(Berthon etal.l®)

EV
(Berthon etal.l”)

DV
(Berthon etal.l)

CvV
(Berthon etal.®)

EB
(Fernandez-Iores
etal.??)

SM
(Fasih and Ryan?)

IA
(Fasih and Ryan?)

Variables

A challenging work environment
Creative work activities
Valuing and leveraging employees’ creativity

Providing high-quality and innovative products and

services

Having a good relationship with superiors

Having a good relationship with colleagues
Encouraging and cooperative colleagues

A good and enjoyable work environment

Good promotion opportunities within the company

Opportunities for cross-departmental practical expe-

rience

A good working environment

A salary higher than the average

Performance recognition by managers

A foundation for future jobs

Feeling prouder and more confident working here
Gaining professional experience

A socially responsible company

Opportunities to apply what has been learned from
studies

Opportunities to share what has been learned with
others

A customer-oriented company
Preference for the employer brand

Wanting to develop a strong connection with the em-
ployer brand

Emotional attachment to the employer brand

Feeling proud and connected with the employer brand
Seeing news about the company through social media
The company sponsors events

Seeing job news about the company in the media

Seeing recruitment flyers or job postings on the com-
pany website

Accepting a job offer from the company
Considering the company as a top choice
Accepting if invited for an interview by the company

Doing your best to work at the company

Code

vl
1v2
1v3

Iv4

SV1
SV2
SV3
SV4
EV1

EV2

EV3
EV4
DV1
DVv2
DV3
Dv4
CV1

CVv2

Cv3

CV4
EB1

EB2

EB3
EB4
SM1
SM2
SM3

SM4

1A1
1A2
1A3

1A4

Outer loadings

0.889
0.877
0.762

0.926

0.884
0.917
0.863
0.873
0.776

0.811

0.797
0.773
0.807
0.877
0.811
0.824
0.852

0.852

0.808

0.863
0.800

0.901

0.841
0.852
0.771
0.769
0.786

0.772

0.777
0.794
0.773

0.830

Outer VIF

2.892

2.463

1.751

3.497

2.646

3.411

2.504

2.536

1.610

1.705

1.595

1.526

1.621

2.723

1.892

2.261

2.144

2.070

1.835

2.326

1.850

2.842

2.153

2.192

1.534

1.563

1.491

1.517

1.542

1.829

1.654

1.991
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Table 5: Hypothesis testing results (Source: SEM estimationresults)

Hypothesis Direction of Impact 2 Estimated P values Inner VIF Conclusion
coefficient
Hla IV°EB 0.023 0.147 0.005 1.818 Accepted
H1b SV°EB 0.035 0.178 0.000 1.772 Accepted
Hlc EV °EB 0.059 0.208 0.000 1.401 Accepted
Hid DV °EB 0.018 0.115 0.005 1.443 Accepted
Hle CV °EB 0.041 0.251 0.000 2.962 Accepted
H2 EB°IA 0.012 0.114 0.044 1.406 Accepted
SM °IA 0.155 0.413 0.000 1.430
H3 SMxEB°IA 0.018 0.088 0.029 1.025 Accepted

Table 4: HTMT Ratio
Source: Estimated model measurement results

Construct CV. DV EB EV IA IV SM SV
Ccv
DV 0.625
EB 0.724 0.491
EV 0.639 0.387 0.587
1A 0.419 0.353 0.383 0.394
v 0.733 0.327 0.562 0.382 0.368
SM 0.554 0.361 0.654 0.404 0.567 0.465
SV 0.718 0.457 0.602 0.435 0.463 0.578 0.453
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Source: SEM estimation results

Figure 2: The model after estimating structural
equation modeling

level, with values ranging from 0.088 to 0.413, and
all hypotheses are accepted. The VIF indices in the
model range from 1.025 to 2.962, which is below the
threshold of 3, indicating that the independent vari-
ables do not influence each other in explaining the
dependent variable. In other words, the model does
not encounter multicollinearity issues>®. The f> val-
ues indicate that most of the effects between the vari-
ables are small (from 0.02 to 0.15) or insignificant (be-
low 0.02), except for the effect of SM on IA, which is
moderate (from 0.15 to 0.35). The estimation results
also show that the adjusted R? value for EB is 0.472
and for IA is 0.224, indicating that the components
of employer brand attractiveness can explain 47.2% of
the variation in EB, while EB and SM together explain
22.4% of the variation in IA. However, these issues are
not of concern as all impacts are statistically signifi-
cant with relatively high coefficients, ensuring good
predictive power of the variables. The model does
not exhibit multicollinearity, and the SRMR value is
0.067, which is less than 0.08, suggesting that the over-
all fit of the model is quite good.

According to Table 5, SM plays a positive moderat-
ing role in the effect of EB on IA. Figure 3 provides
a clearer view of the moderating variable analysis of
SM. Specifically, the three red, green, and blue lines
represent the values of the moderating variable SM at
low, medium, and high levels. Since the moderating
effect is positive (0.088) and the line with a high mod-
erating value (PSQ at +1 SD) has a steeper slope com-
pared to the line with a low moderating value (PSQ at
-1 SD), this suggests that the effect of EB on IA will be
stronger as the value of SM increases. In other words,
SM enhances the impact of EB on IA.

DISCUSSION

The research results show that the scale used in the
model has high reliability, and the observed variables

6311



VNUHCM Journal of Economics, Business and Law 2026, 10(1):6305-6315

SM x EB

11 1 09 08 07 06 05 04 03 02 01 0 01 02 03 04 05 06 07 08 09 1 11
8

—SMat-1SD =SMat Mean = SMat +1SD

Source: Estimated results

Figure 3: The moderating effect of SM on the im-
pact of EBon IA

reflect the latent constructs well. Hypothesis testing
using the PLS-SEM method indicates that through in-
ternship experiences and what they perceive in reality,
business and management students — potential candi-
dates - feel the attractiveness of the employer brand
(through its components). This positively influences
their employer brand experience, which in turn posi-
tively affects their intention to apply (8 = 0.114).
Among the components of employer brand attractive-
ness, collaborative value has the strongest impact (3
=0.251), followed by economic value (8 = 0.208), so-
cial value (8 = 0.178), concern value (f3 = 0.147), and
development value ( = 0.115). Moreover, potential
candidates also perceive that social media not only
has a strong positive effect on their application inten-
tion (8 = 0.413) but also plays a positive moderating
role in the relationship between brand value experi-
ence and application intention (8 = 0.088). In other
words, companies that effectively implement social
media strategies can increase the application inten-
tion of potential candidates.

The role of employer brand attractiveness in influenc-
ing job application intentions in this study is con-
sistent with the findings of several previous studies.
Specifically, Santiago (2019) highlighted the impact of
five components of employer brand attractiveness on
job application intentions at the financial corporation

Alpha C in Portugal !°. Similarly, Soeling et al. 4

con-
firmed the direct effect of these five components on
the job application intentions of students at Universi-
tas Indonesia and Gadjah Mada University in Indone-
sia, while also emphasizing the mediating role of cor-
porate reputation in this relationship. Furthermore,
the current study’s results are in line with the findings
of Sivertzen et al.1°, who demonstrated that the five
components of employer brand attractiveness posi-
tively influence corporate reputation, which in turn
affects job application intentions. Additionally, their
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research showed the moderating role of social media
in enhancing the impact of corporate reputation on
the job application intentions of undergraduate engi-
neering students in Norway.

The difference in this study lies in the focus on brand
value experience, rather than company reputation,
to clarify the actual experiences of students during
their internships and how they perceive the employer
brand through media. Additionally, the impact co-
efficients found highlight the differences in how stu-
dents in the business and management fields per-
ceive the components of employer brand attractive-
ness. However, the adjusted R2? values for brand
value experience and application intention are rela-
tively low, indicating that besides the factors already
studied, there are still many other factors influencing
application intention that have not been considered.
Therefore, future research should expand the model
by adding other potential factors to better understand
the mechanisms influencing candidates’ application
intentions.

CONCLUSIONS AND IMPLICATIONS

The study on candidates’ intention to apply for jobs,
aimed at helping companies attract talent more ef-
fectively, is meaningful both theoretically and prac-
tically. This research confirms that the five compo-
nents of employer brand attractiveness positively im-
pact the employer brand experience as perceived by
final-year students in business and management dis-
ciplines, which in turn affects their intention to apply.
Among these, collaboration value has the strongest
influence, followed by economic value, social value,
concern, and finally, development. Additionally, so-
cial media not only has a direct impact on the inten-
tion to apply but also plays a positive moderating role
in the relationship between brand experience and in-
tention to apply.

The findings from this study suggest that to attract stu-
dents and potential candidates, companies should not
only invest in creating an attractive employer brand
but also optimize internship experiences to provide
students with positive experiences, thus reinforcing
their perception of the employer brand. At the same
time, companies need to effectively utilize social me-
dia as a tool to support their talent attraction strat-
egy. The combination of positive internship experi-
ences and effective social media communication will
help companies enhance their employer brand image,
strengthen their ability to attract candidates, and im-
prove long-term talent retention opportunities.

This research contributes to both theory and practice.
Theoretically, it provides insights into the relationship
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between employer brand attractiveness and intention
to apply, clarifying the role of different components in
the employer brand structure. This not only expands
the theory of employer branding but also helps to bet-
ter understand how brand experience influences stu-
dents’ application decisions. Practically, the study of-
fers recommendations for companies to build and de-
velop their recruitment brands by optimizing the val-
ues of collaboration, economy, society, and social me-
dia. Companies can apply these results to enhance the
attractiveness of their brands in the eyes of potential
candidates, thereby increasing application rates and
more effectively attracting talent.

However, aside from the factors studied, there may
still be other factors affecting the intention to apply
that were not considered. Moreover, the study sam-
ple focused only on final-year students, who are po-
tential candidates but have limited practical work ex-
perience, and did not include individuals who are al-
ready employed and considering a job change. Ad-
ditionally, the students surveyed mainly belonged to
business and management fields, which may limit the
generalizability of the results to other sectors. There-
fore, future studies should expand the model by con-
sidering additional factors, such as perceptions of the
work environment, cultural fit, or career development
opportunities. Expanding the research scope to in-
clude both employed individuals and students from
different disciplines will provide a more comprehen-
sive understanding of the factors affecting the inten-
tion to apply.
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Stic hap dan cua thuong hiéu nha tuyén dung, trai nghiém gia tri
thuong hiéu va y dinh ting tuyén cutia tng vién: Vai tro diéu tiét cha
truyén thong xa hoi

Nguyén Hai Quang®
mgem
AN TOM TAT
e Nghién ctru vé céc yéu t6 anh hudng dén y dinh (ng tuyén clia Ung vién, vdéi muc tiéu ho trg doanh

nghiép xdy dung cac chién lugc hiéu qua trong viéc thu hat va gitr chan nhan tai, da tré thanh mot
chti @é dugc ddc biét quan tam bdi cac nha nghién cliu va quan ly nguén nhan luc. Nghién cdu
nay xem xét moi quan hé gitta mic do hdp dan clia thuong hiéu nha tuyén dung, trdi nghiém gia
tri thuong hiéu va y dinh Ung tuyén, déng thai danh gia vai tro diéu tiét ctia truyén thong xé hoi.
Céc gid thuyét dugc phét trién dya trén mo hinh truyén cdm xdc va cac két qua thuc nghiém tir
cac nghién cdu lién quan trudc doé. DU liéu dugc thu thap thdng qua khdo sat 345 sinh vién ndm
cubi chuyén nganh kinh doanh va quan tri tai mot s6 trudng dai hoc I6n 6 Thanh phé HO Chi Minh,
tap trung vao danh gia clia ho déi véi cac t8 chiic ma ho da thuc tap. Nhiing ngudi tham gia dugc
lua chon vi ho dai dién cho nhom Uing vién tiém nang trong tuong lai, cé su tiép xUc truc tiép va
gan day vdi hoat dong xay dung thuong hiéu nha tuyén dung théng qua chuong trinh thuc tap.
Phan tich d liéu, st dung phuong phap mé hinh phuong trinh cau tric (SEM) véi ky thuat binh
phuong nhé nhat tiing phan (PLS), xac nhan do tin cdy clia cac thang do, cling nhu dé gia tri hoi
tu va phan biét clia cac bién dugc do luong. Két qua cho thdy nam thanh phan cta su hap dan
thuong hiéu nha tuyén dung — gom gia tri vé su himg thu, xa hoi, kinh té, phat trién va hop tac -
déu c6 anh hudng tich cuc dén trai nghiém gia tri thuong hiéu, va ti dé tac dong tich cuc dén'y
dinh Ung tuyén cla Ung vién. Ngoai ra, truyén théong xa hoi khéng chi anh hudng truc tiép dén
y dinh Ung tuyén ma con déng vai trd diéu tiét tich cuc trong mdéi quan hé gida trdi nghiém gia
tri thuong hiéu va y dinh ting tuyén. Dua trén nhiing phat hién nay, nghién ctu dé xudt mot sé
ham y quan tri guan trong nham gidp doanh nghiép thu hut Ung vién tiém nang, dac biét la sinh
vién mai tét nghiép, thong qua chién lugc thuong hiéu nha tuyén dung, nang cao chét lugng tréi
Tritng Dai hoc Cong Thuong Thinh nghiém thyc tap va téi uu hoa hiéu qua cla cac kénh truyén thong xa hoi.
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