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ABSTRACT
Keywords: This study aims to examine the influence of work expectations on
Generation Z, Work

Expectations, Social .o . . . .
Media Use, Intention focus on the mediating roles of social media use and organizational

intention to apply among Generation Z in Indonesia, with a particular

to Apply attractiveness in the context of digital recruitment. A quantitative
explanatory approach was employed using a cross-sectional survey of
231 Generation Z individuals preparing to enter the labor market, and
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the data were analyzed using Partial Least Squares—Structural Equation
Modeling (PLS-SEM). The findings reveal that work expectations do
not have a direct effect on intention to apply; however, they
significantly influence both social media use and organizational
attractiveness. Furthermore, social media use has a significant positive
effect on intention to apply, whereas organizational attractiveness does
not show a significant influence. Mediation analysis indicates that
social media use fully mediates the relationship between work
expectations and intention to apply, while organizational attractiveness
does not act as a mediator. These results imply that social media serves
as a critical mechanism in translating job seekers’ expectations into
application intentions, highlighting the importance for organizations to
optimize digital recruitment strategies through interactive,
informative, and engaging social media content to effectively attract
Generation Z talent.
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INTRODUCTION

Generation Z is projected to become the dominant workforce in the
coming years, making their job-seeking behavior a critical issue for both
organizations and the broader labor market (Vieira et al.,, 2024). As digital
natives, this generation is characterized by high technological literacy and a
strong preference for alignment between personal values and organizational
values (Schroth, 2019; Graczyk-Kucharska et al., 2020). In Indonesia, this issue is
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particularly significant as Generation Z accounts for approximately 74.93 million
individuals, or 27.94% of the total population, representing the largest cohort
entering the labor market (IDN Research Institute, 2024). However, despite their
numerical dominance, many organizations struggle to effectively attract this
group. A key reason lies in the mismatch between job seekers’ expectations and
the value propositions communicated through digital employer branding
(Ananda & Santosa, 2024). This misalignment reduces the effectiveness of
recruitment efforts and limits the conversion of interest into actual job
applications. Therefore, understanding how Generation Z forms intention to
apply is essential for improving recruitment strategies and ensuring sustainable
workforce development.

This study is grounded in the Theory of Planned Behavior (TPB) and
Signaling Theory as complementary frameworks to explain job application
intention in the digital recruitment context (Ajzen, 1991; Connelly et al., 2011;
Spence, 1973). TPB posits that behavioral intention is formed through cognitive
evaluations based on beliefs and expectations regarding relevant outcomes,
suggesting that work expectations play a central role in shaping intention to
apply (Ajzen, 1991). Meanwhile, Signaling Theory explains how organizations
communicate information about job attributes and organizational quality under
conditions of uncertainty, where job seekers rely on observable signals to reduce
information asymmetry (Connelly et al., 2011). In digital environments, social
media has emerged as a primary signaling platform, enabling organizations to
convey employer brand attributes through content, interaction, and engagement
(Carpentier et al., 2019). By integrating these theories, this study conceptualizes
work expectations as cognitive drivers and social media use as a signaling
mechanism that translates expectations into behavioral intentions.

Despite the theoretical linkage between expectations and behavior,
empirical evidence indicates that Generation Z often hesitates to apply for jobs
due to unmet expectations and uncertainty in evaluating job opportunities.
Studies show that key expectations related to work-life balance, flexibility,
compensation, career development, and supportive work environments are
frequently not fulfilled, leading to cautious decision-making among young job
seekers (Deloitte, 2025; Nguyen Ngoc et al., 2022). This issue is further
exacerbated by labor market conditions in Indonesia, where youth
unemployment remains high, exceeding 16% among individuals aged 15-24
(BPS, 2025). At the same time, the demographic bonus increases competition
among job seekers, intensifying the challenge of securing quality employment
(Nainggolan & Budiman, 2024; BPS, 2024). Although organizations increasingly
rely on platforms such as Instagram, LinkedIn, and TikTok for recruitment, these
efforts do not consistently translate into higher application rates due to perceived
irrelevance or lack of credibility in the information provided (Gandasari et al.,
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2024; Lestari et al., 2024). This situation highlights a critical gap between
expectations and application behavior.

Previous studies have established that work expectations play a
significant role in influencing job pursuit intentions, both directly and indirectly
through mediating variables (Rani et al., 2023; Davies et al., 2025; Nguyen Ngoc
et al., 2022). Organizational attractiveness has traditionally been viewed as a key
mediator, reflecting how job seekers evaluate the desirability of an organization
based on instrumental and symbolic attributes (Highhouse et al., 2003). In
parallel, employer branding efforts—particularly through social media—have
been shown to enhance organizational image and engagement, thereby
influencing job-seeking behavior (Hamdan et al., 2023; Kucherov & Zhiltsova,
2021). Social media facilitates social presence, informativeness, and parasocial
interaction, which shape perceptions of organizational warmth and competence
(Carpentier et al., 2019). These mechanisms are especially relevant for Generation
Z, who rely heavily on digital platforms for career exploration and decision-
making (Karacsony et al., 2020). However, most studies conceptualize social
media as a passive communication channel rather than an active behavioral
mechanism.

Despite these contributions, several gaps remain in the literature. First,
prior research tends to examine mediating variables independently rather than
testing multiple mediation mechanisms simultaneously within an integrated
framework (Wibowo et al., 2025; Soeling et al., 2022; Wijaya et al., 2023). Second,
social media is often treated merely as a tool for information dissemination,
neglecting its role as a psychological and behavioral process through which
candidates interpret organizational signals (Davies et al., 2025; Ghorbanzadeh et
al., 2025b). Third, empirical findings regarding the effect of organizational
attractiveness on intention to apply are inconsistent, particularly in digital
recruitment contexts where attraction does not always lead to action
(Nawakitphaitoon & Sooraksa, 2023). Addressing these gaps is crucial, as failure
to understand these mechanisms may result in ineffective recruitment strategies
and persistent talent mismatches. Therefore, this study introduces a novel
perspective by positioning social media use as an active mediating mechanism
alongside organizational attractiveness.

Based on these gaps, this study aims to examine how work expectations
influence intention to apply among Generation Z in Indonesia by incorporating
the mediating roles of social media use and organizational attractiveness. The
study proposes that work expectations function as an initial cognitive
framework, while social media use and organizational attractiveness represent
distinct pathways through which these expectations are translated into
behavioral intention. Specifically, social media use is conceptualized as an active
behavioral mechanism involving exposure, interaction, and evaluation of
organizational content, whereas organizational attractiveness reflects cognitive
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evaluation of employer desirability (Bowen et al., 2021; Subbarao et al., 2023). By
testing these relationships simultaneously, this study contributes theoretically by
integrating TPB and Signaling Theory in a digital recruitment context and
empirically by identifying the dominant mechanism influencing application
intention. Practically, the findings provide insights for organizations to design
more effective, evidence-based digital recruitment strategies targeting
Generation Z.

Accordingly, this study formulates the following hypotheses: H1: Work
Expectation positively influences Intention to Apply; H2: Work Expectation
positively influences Social Media Use; H3: Work Expectation positively
influences Organizational Attractiveness; H4: Social Media Use positively
influences Intention to Apply; H5: Organizational Attractiveness positively
influences Intention to Apply; H6: Work Expectation positively influences
Intention to Apply through Social Media Use; and H7: Work Expectation
positively influences Intention to Apply through Organizational Attractiveness.

RESEARCH METHODS

This study employs a quantitative approach with an explanatory research
design to examine the relationships among work expectations, social media use,
organizational attractiveness, and intention to apply among Generation Z in
Indonesia. The explanatory design is chosen as it enables the testing of causal
relationships between latent constructs, including both direct and indirect effects
within an integrated structural model. A cross-sectional survey method is
utilized, where data are collected at a single point in time, which is commonly
applied in studies related to digital recruitment and job-seeking behavior among
young individuals. The analysis is conducted using Partial Least Squares—
Structural Equation Modeling (PLS-SEM), as this method is appropriate for
exploratory and explanatory models involving psychological constructs,
moderate sample sizes, and simultaneous mediation testing (Hair et al., 2019).

The research is conducted in Indonesia, focusing on Generation Z
individuals who are preparing to enter the workforce. Indonesia is selected due
to its demographic advantage, where Generation Z represents the largest cohort
in the population and plays a crucial role in shaping future labor market
dynamics. Additionally, the rapid adoption of digital platforms in recruitment
practices makes Indonesia a relevant context for examining the role of social
media in job application behavior. The population includes individuals aged 17—
28 years (born between 1997-2012) who are not yet employed but are actively
seeking or considering job opportunities. A non-probability purposive sampling
technique is applied to ensure that respondents meet the specific criteria relevant
to the study objectives. A total of 231 valid responses are collected, which is
considered adequate for PLS-SEM analysis with moderate model complexity.
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Data collection is conducted through an online survey using a structured
questionnaire distributed via Google Forms. The questionnaire link is shared
through widely used digital platforms among Generation Z, such as WhatsApp
and Instagram, as well as through the online survey platform Kudata.id. The use
of an online survey aligns with the digital-native characteristics of Generation Z
and has been proven effective in recruitment and social media research contexts.
Participation is voluntary and anonymous to ensure honest responses. At the
beginning of the questionnaire, respondents are provided with information
regarding the research purpose and an informed consent statement to comply
with ethical standards and to reduce potential common method bias
procedurally (Podsakoff et al., 2012).

Data analysis is carried out using the PLS-SEM approach in two main
stages: evaluation of the measurement model and evaluation of the structural
model. The measurement model is assessed by examining indicator reliability,
internal consistency reliability, convergent validity, and discriminant validity.
Indicator reliability is evaluated using outer loadings, where values = 0.70 are
considered strong, while values between 0.50 - 0.69 are acceptable in exploratory
studies (Hair et al., 2019). Internal consistency is assessed using Composite
Reliability and rho_A, with values = 0.70 indicating satisfactory reliability.
Convergent validity is measured using Average Variance Extracted (AVE),
where values = 0.50 indicate that constructs explain more than half of the
variance of their indicators. Discriminant validity is evaluated using the
Heterotrait-Monotrait Ratio (HTMT), with values < 0.85 indicating adequate
distinction between constructs. The structural model is assessed through path
coefficients, coefficient of determination (R?), effect size (f?), and predictive
relevance. The significance of direct and indirect effects is tested using
bootstrapping with 5,000 subsamples at a 5% significance level (Hair et al., 2019).

To ensure data validity and reliability, several procedures are
implemented. Procedurally, common method bias is minimized by ensuring
respondent anonymity, providing clear instructions, and separating
measurement items logically within the questionnaire (Podsakoff et al., 2012).
Statistically, validity and reliability are confirmed through the measurement
model evaluation, including convergent and discriminant validity tests.
Additionally, the use of bootstrapping enhances the robustness of hypothesis
testing by providing stable estimates of standard errors and confidence intervals.
These combined procedures ensure that the data used in this study are valid,
reliable, and suitable for explaining the relationships among the studied
constructs.
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RESULTS AND DISCUSSION
Results
Sample Profile

This study involved 231 Generation Z respondents who fully met the
research criteria and were deemed valid for analysis. The sample was
predominantly female (76.19%), while male respondents accounted for 23.81%.
In terms of age, the majority of respondents were between 19-21 years old
(52.38%), followed by those aged 22-24 years (30.74%), representing individuals
transitioning from education to the workforce. Regarding educational
background, most respondents had completed high school or its equivalent
(57.82%), followed by bachelor’s degree holders (36.02%), indicating an adequate
cognitive readiness to evaluate work expectations and job application decisions.
In terms of job-search behavior, Instagram (94.81%) emerged as the most
frequently used platform for seeking job information, followed by TikTok
(58.44%) and LinkedIn (54.98%), highlighting the strong role of visual and
interactive social media in Generation Z’s job search process.

Table 1. The Sample Profile
Demographic information

Frequency (n = Percentage %

231)
Male 55 23.81 %
Gender Female 176 76.19 %
17-18 16 6.93 %
Age 19-21 121 52.38 %
22-24 71 30.74 %
25-28 23 9.96 %
Junior Highschool 2 0.87 %
Last Education Highschool 132 57.82 %
Diploma 12 521 %
Bachelor 84 36.02 %
Master 1 0.47 %
Interest in the Field of Others 140 60.61 %
Work Finance & Accounting 30 12.99 %
(Method: semantic Engineering & IT 23 9.96 %
grouping of open Administration & 19 8.23 %
answers) Management
Education & Social 10 4.33 %
Services
Creative & Media 9 3.90 %
Instagram 219 94.81 %
Social Media Used to Tiktok 135 58.44 %
Find Jobs LinkedIn 127 54.98 %
(Multiple response — Facebook 9 3.90 %
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respondents can choose Website Perusahaan 2 0.87 %
more than one)
Source: Author's own analysis

Table 1 presents the demographic and behavioral profile of the 231
respondents involved in this study. The sample is predominantly female
(76.19%), with males representing 23.81%. In terms of age distribution, the
majority of respondents fall within the 19-21 age group (52.38%), followed by
those aged 22-24 (30.74%), indicating that most participants are in the transitional
phase from education to the workforce. Regarding educational background,
respondents are largely high school graduates (57.82%) and bachelor’s degree
holders (36.02%), suggesting adequate readiness to evaluate job opportunities. In
terms of career interests, most respondents fall into the “Others” category
(60.61%), reflecting diverse and non-specific job preferences, while Finance &
Accounting (12.99%) and Engineering & IT (9.96%) are among the more defined
fields of interest. Finally, social media usage for job searching is heavily
dominated by Instagram (94.81%), followed by TikTok (58.44%) and LinkedIn
(54.98%), highlighting the strong reliance of Generation Z on visual and
interactive digital platforms in exploring employment opportunities.

Measurement Model Assessment

The evaluation of the measurement model was conducted to ensure the
validity and reliability of latent constructs prior to testing the structural
relationships. The outer loading values indicate that several indicators have
moderate contributions in representing their respective constructs. However, the
Average Variance Extracted (AVE) values meet the recommended threshold,
suggesting that each construct is capable of explaining the variance of its
indicators adequately. Thus, convergent validity is established.

Table 2. Reliability and Convergent Validity

Construct Measurem Outer Desc Cronb Composite Composite = AVE Descript
entItems  Loadi ripti ach’s  Reliability = Reliability ion
ng on Alpha (0a) (Q¢)
Intention to 079  0.79 0.86 0.54  Reliable
Apply (IA)

1A1.1 0.64 Valid
IA1.2 0.78 Valid
IA1.3 0.76 Valid
IA2 0.77 Valid
IA3 0.73 Valid

Organizatio 082 0.88 0.87 0.58  Reliable

nal
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Attractivene

ss (OA)
OAl.1 0.77 Valid
OA1.2 0.73 Valid
OA2.1 0.76 Valid
OA2.2 0.81 Valid
OA2.3 0.74 Valid

Social Media 0.88  0.87 0.90 0.57  Reliable

Use (SMu)
SM1.1 0.77 Valid
SM1.2 0.74 Valid
SM1.3 0.74 Valid
SM2.1 0.72 Valid
SM2.2 0.78 Valid
SM2.3 0.82 Valid
SM3 0.73 Valid

Work 0.87  0.88 0.90 0.53  Reliable

Expectations

(WE)

WE1.1 0.71 Valid
WE1.2 0.72 Valid
WE2.1 0.74 Valid
WE2.2 0.75 Valid
WE2.3 0.77 Valid
WE3.1 0.74 Valid
WE3.2 0.83 Valid
WE4 0.55 Valid

Source: Author's own analysis

Note: AVE — Average Variance Extracted

The reliability test results table 2 show that all constructs have Cronbach’s

Alpha, rho_A (Dijkstra—Henseler reliability), and Composite Reliability values

exceeding the threshold of 0.70. Therefore, all constructs are considered reliable

and demonstrate strong internal consistency. Discriminant validity was assessed
using the Heterotrait-Monotrait Ratio (HTMT). All HTMT values are below the
threshold of 0.85, indicating that each construct is empirically distinct and free

from problematic conceptual overlap.

Table 3. Discriminant Validity Assessment (HTMT Criterion)

Intention To ~ Organizational = Social Media Work
Apply Attractiveness Use Expectations
Intention To Apply
Organizational 0.53
Attractiveness
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Social Media Use 0.52 0.54
Work Expectations 0.49 0.80 0.38

Source: Author's own analysis

Table 3 presents the results of the discriminant validity assessment using
the Heterotrait-Monotrait Ratio (HTMT) criterion. The findings indicate that all
HTMT values are below the recommended threshold of 0.85, confirming that
each construct is empirically distinct and does not suffer from problematic
conceptual overlap. Specifically, the HTMT values between Intention to Apply
and Organizational Attractiveness (0.53), Social Media Use (0.52), and Work
Expectations (0.49) demonstrate adequate discriminant validity. Similarly, the
relationships between Organizational Attractiveness and Social Media Use (0.54),
as well as Work Expectations (0.80), remain within acceptable limits, although
the latter approaches the upper threshold, indicating a relatively stronger
association. Overall, these results confirm that the measurement model satisfies
discriminant validity requirements, ensuring that each construct captures a
unique concept within the proposed model.

Structural Model Evaluation

The structural model evaluation indicates that the proposed model meets
the required criteria for structural adequacy. All inner Variance Inflation Factor
(VIF) values are below the conservative threshold, ranging from 1.000 to 2.166,
indicating the absence of multicollinearity issues among predictor constructs.
Therefore, the structural relationships can be interpreted reliably without
distortion due to excessive correlations among independent variables.

Table 4. Structural Model Assessment Results
Criteria Path/Construct Value
Collinearity (VIF) ~ Organizational Attractiveness — Intention to Apply 2.166

Social Media Use — Intention to Apply 1.298
Work Expectations — Intention to Apply 1.907
Work Expectations — Organizational Attractiveness 1.000
Work Expectations — Social Media Use 1.000
Explanatory Power Intention to Apply 0.290
(RY)
Organizational Attractiveness 0.475
Social Media Use 0.124
Effect Size (f?) Organizational Attractiveness — Intention to Apply 0.017
Social Media Use — Intention to Apply 0.101
Work Expectations — Intention to Apply 0.028
Work Expectations — Organizational Attractiveness 0.905
Journal of Educational Management Research Vol. 05 No. 03 (2026) : 2665-2683 2673
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Work Expectations — Social Media Use 0.141
Source: Author's own analysis

Table 4 presents the results of the structural model assessment, including
collinearity, explanatory power, and effect size. The collinearity test shows that
all Variance Inflation Factor (VIF) values range from 1.000 to 2.166, which are
well below the conservative threshold, indicating no multicollinearity issues
among predictor constructs. In terms of explanatory power, the model
demonstrates a moderate ability to explain the variance of the endogenous
constructs, with Intention to Apply having an R? value of 0.290, Organizational
Attractiveness at 0.475, and Social Media Use at 0.124. This suggests that the
model explains 29.0% of the variance in intention to apply, while having stronger
explanatory power for organizational attractiveness and a more limited yet
meaningful contribution for social media use. Regarding effect size (f?), the
influence of Work Expectations on Organizational Attractiveness is very strong
(0.905), while its effect on Social Media Use is small to moderate (0.141). The effect
of Social Media Use on Intention to Apply is small (0.101), whereas the effects of
Work Expectations (0.028) and Organizational Attractiveness (0.017) on Intention
to Apply are considered very small. Overall, these results indicate that Work
Expectations plays a dominant role in shaping Organizational Attractiveness,
while Social Media Use contributes modestly in influencing Intention to Apply.

The explanatory power of the model is moderate. The Intention to Apply
construct has an R? value of 0.290, indicating that Work Expectations, Social
Media Use, and Organizational Attractiveness collectively explain 29.0% of the
variance in job application intention. Organizational Attractiveness shows a
relatively strong explanatory power (R? = 0.475), while Social Media Use has a
lower but still meaningful explanatory value (R?=0.124).

The effect size (f?) analysis reveals that the effect of Work Expectations on
Organizational Attractiveness is large (f> = 0.905), while its effect on Social Media
Use is categorized as small-to-moderate (f2 = 0.141). The effect of Social Media
Use on Intention to Apply is small (f2 = 0.101). Meanwhile, the effects of Work
Expectations (f2 = 0.028) and Organizational Attractiveness (f2 = 0.017) on
Intention to Apply are considered very small.
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B=0.107

Social Media Use
R*=0.124

B=0.195ns.

Intention to
Apply
R*=0.290

Work
Expectation

Organizational
Atrractiveness
R*= 0.0475

B = 0.689"* B=10.163 ns.

E=0112ns.

Figure 1. Structural Model Results

Figure 1 presents the structural model results, including the coefficient of
determination (R?) for each endogenous construct. The model explains 29.0% of
the variance in Intention to Apply (R? = 0.290), 47.5% of the variance in
Organizational Attractiveness (R? = 0.475), and 12.4% of the variance in Social
Media Use (R2 =0.124).

Hypothesis Testing / Path Analysis

The structural path analysis results indicate that Work Expectations do not
have a direct effect on Intention to Apply (B = 0.19; t = 1.59; p = 0.11; f2 = 0.03),
thus H1 is not supported. This finding suggests that Generation Z’s work
expectations alone are insufficient to directly drive job application intentions.

Furthermore, Work Expectations have a positive and significant effect on
Social Media Use (B = 0.35; t = 5.57; p < 0.001; {2 = 0.14), supporting H2. Work
Expectations also exhibit a strong and significant effect on Organizational
Attractiveness ( = 0.68; t = 10.87; p < 0.001; f2 = 0.90), supporting H3. These
findings indicate that work expectations play a crucial role in shaping candidates’
perceptions of organizational attractiveness and encouraging their engagement
with organizational social media.

Regarding the mediating constructs, Social Media Use has a positive and
significant effect on Intention to Apply (B = 0.30; t = 3.11; p < 0.01; £2 = 0.10),
supporting H4. In contrast, Organizational Attractiveness does not have a
significant effect on Intention to Apply ( = 0.16; t = 1.62; p = 0.10; £2=0.01), thus
H5 is not supported. This suggests that although organizational attractiveness is
strongly perceived, it does not directly translate into application intention.
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Table 5. Path Coefficients and Hypothesis Testing

Hypothesis  Structural P (Original  t-value p- Effect Size Decision
Path Sample) value (1)
H1 WE — IA 0.19 1.59 0.11 0.03 Not supported
H?2 WE — SM 0.35 5.57 0.00 0.14 Supported
H3 WE — OA 0.68 10.87 0.00 0.90 Supported
H4 SM— IA 0.30 3.11 0.00 0.10 Supported
H5 OA—IA 0.16 1.62 0.10 0.01 Not supported
Hypothesis Indirect P (Indirect t-value p- Mediation Decision
Path Effect) value Type
Heé WE — SM 0.07 3.19 0.00 Full Supported
— 1A mediation
H7 WE — OA 0.08 1.67 0.09 No mediation Not supported
—IA

Source: Author's own analysis

Table 5 summarizes the results of hypothesis testing for both direct and
indirect effects. The findings show that Work Expectations do not have a
significant direct effect on Intention to Apply (H1 not supported), but
significantly influence Social Media Use and Organizational Attractiveness (H2
and H3 supported). Social Media Use significantly affects Intention to Apply (H4
supported), while Organizational Attractiveness does not (H5 not supported).
For indirect effects, Social Media Use fully mediates the relationship between
Work Expectations and Intention to Apply (H6 supported), whereas
Organizational Attractiveness does not act as a mediator (H7 not supported).
Overall, the results highlight the central role of social media in translating work
expectations into application intentions.

Mediation Analysis

The indirect effect analysis was conducted to evaluate the mediating role
between Work Expectations and Intention to Apply. Bootstrapping results show
that Social Media Use significantly mediates the relationship ( = 0.07; t =3.19; p
<0.01), supporting H6. Since the direct effect of Work Expectations on Intention
to Apply is not significant, this indicates a full mediation effect through Social
Media Use.

Conversely, Organizational Attractiveness does not mediate the
relationship between Work Expectations and Intention to Apply (3 =0.08; t=1.67;
p = 0.09), leading to the rejection of H7. Although Work Expectations strongly
influence Organizational Attractiveness, this construct does not function as a
mediating mechanism in driving job application intentions.

Overall, the results confirm that Work Expectations strongly influence
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Organizational Attractiveness and Social Media Use; however, their impact on
Intention to Apply occurs only through Social Media Use. These findings
highlight that, in the context of Generation Z in Indonesia, social media serves as
the key mechanism that translates work expectations into job application
intentions, while organizational attractiveness does not directly trigger
application behavior.

Discussion

The findings of this study indicate that work expectations do not have a
direct effect on intention to apply among Generation Z in Indonesia. This
suggests that work expectations do not function as a direct behavioral trigger but
rather as an initial cognitive framework that shapes how candidates interpret and
evaluate labor market information. From a theoretical perspective, this result
extends the Theory of Planned Behavior by emphasizing that the relationship
between beliefs and intentions is highly contextual and increasingly dependent
on intervening mechanisms, particularly within information-rich digital
recruitment environments. Among digital natives, work expectations tend to
operate as an early-stage filtering mechanism in evaluating job opportunities,
rather than as an immediate driver of application decisions (Nguyen Ngoc et al.,
2022; Vieira et al., 2024). In this sense, intention formation is not instantaneous
but emerges through a more complex process of information validation and
cognitive alignment.

Furthermore, the finding that the effect of work expectations on intention
to apply is fully mediated by social media use provides strong empirical support
for Signaling Theory. This result demonstrates that work expectations are
translated into application intentions only when candidates actively acquire and
process credible organizational signals through engagement with social media.
In line with the digital recruitment literature, organizational social media
platforms function not merely as channels for information dissemination but as
mechanisms through which perceptions of authenticity, clarity, and signal
reliability are constructed and evaluated by candidates (Ghorbanzadeh et al.,
2025b; Janssen & Rudeloff, 2025; Ghorbanzadeh et al., 2025; Janssen & Rudeloff,
2025). Thus, the full mediation observed in this study reinforces the role of social
media use as a central psychological mechanism in shaping job application
intentions among Generation Z, going beyond its traditional role as a
communication tool.

In contrast, although work expectations have a strong and significant
effect on organizational attractiveness, this construct does not mediate the
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relationship with intention to apply. This finding challenges the classical
assumption within the instrumental-symbolic framework, which posits that
positive perceptions of organizational attributes will automatically lead to
application behavior. In the context of digital recruitment, organizational
attractiveness appears to function more as an evaluative judgment rather than a
decisive factor capable of reducing uncertainty at the application stage. Without
consistent and credible digital signals, positive evaluations alone may not be
sufficient to motivate candidates to take action (Wu & Dineen, 2023; Pehlivanli,
2024). This indicates a shift in how organizational attractiveness operates in
modern recruitment contexts, particularly among digitally oriented job seekers.

Empirical evidence from Southeast Asia further supports this
interpretation, showing that perceptions of organizational attractiveness often
remain at the cognitive evaluation stage and do not necessarily translate into
actual application behavior when digital engagement is limited (Soeling et al.,
2022; Nawakitphaitoon & Sooraksa, 2023). This highlights the importance of
interactive and continuous communication strategies in bridging the gap
between perception and action. In the absence of such engagement, candidates
may perceive an organization as attractive but still refrain from applying due to
unresolved uncertainties or insufficient informational cues.

The direct effect of social media use on intention to apply is found to be
significant, although with a relatively small effect size. This finding reinforces the
view that social media functions as a supporting factor within the broader career
decision-making ecosystem rather than as a sole determinant. For Generation Z,
job application decisions are gradual and cumulative, shaped by the interaction
between personal expectations, perceived career risks, and the level of trust in
organizational signals obtained through repeated digital interactions (Vieira et
al., 2024; Wang et al., 2025). Therefore, the small yet significant effect size reflects
the role of social media as a contextual enhancer that strengthens decision-
making processes, rather than acting as an independent behavioral trigger.

From a theoretical standpoint, the primary contribution of this study lies
in strengthening the integration of the Theory of Planned Behavior and Signaling
Theory in explaining the formation of job application intentions among
Generation Z within digital recruitment contexts. This study demonstrates that
work expectations establish the initial evaluative framework in line with TPB,
while social media operates as a signaling mechanism that enables these
expectations to be translated into actual application intentions. By positioning
social media use as the main mediating construct, this research extends the
employer branding literature by highlighting that digital signal processing plays
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a more decisive role than organizational attractiveness alone in shaping intention
to apply among Generation Z.

CONCLUSION

This study concludes that job application intention among Generation Z
in Indonesia is not formed directly by work expectations or organizational
attractiveness, but rather through a process of expectation validation facilitated
by digital engagement. The most important insight of this research is that work
expectations function as an initial evaluative framework that encourages
candidates to engage with organizational social media, while social media use
emerges as the key mechanism that effectively translates these expectations into
intention to apply through full mediation. This finding highlights that, within
digital recruitment contexts, the formation of application intentions is highly
dependent on the quality of information processing and digital interaction. From
a theoretical perspective, this study contributes to the literature by strengthening
the integration of the Theory of Planned Behavior and Signaling Theory,
demonstrating that digital signal processing through social media plays a more
decisive role than organizational attractiveness in shaping behavioral intentions
among Generation Z. Accordingly, this research offers a refined understanding
of employer branding by positioning social media not merely as a
communication channel, but as a central psychological and behavioral
mechanism in career decision-making.

Despite these contributions, this study has several limitations that should
be acknowledged. First, the use of a cross-sectional design limits the ability to
capture dynamic changes in perceptions and intentions over time, particularly in
the rapidly evolving digital recruitment environment. Second, the reliance on
self-reported data may introduce common method bias and limit the objectivity
of responses. Third, the sample is restricted to Generation Z individuals in
Indonesia, which may constrain the generalizability of findings to other
generational cohorts or cultural contexts. Future research is therefore encouraged
to employ longitudinal designs to better understand the temporal dynamics of
intention formation, incorporate experimental or mixed-method approaches to
enrich causal interpretation, and explore additional moderating variables such as
trust, perceived risk, or digital literacy. Expanding the research context across
different countries or labor market conditions would also provide deeper
insights into the generalizability and robustness of the proposed model.
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