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Abstract 

This study aims to determine the influence of company reputation and employer branding on 
the interest in applying for jobs as alumni of Hasanuddin University Makassar. This research 
is quantitative research with a survey method. The Population of this study is alumni of 
Hasanuddin University who are looking for work using the purposive sampling method. The 
research sample was 80 respondents. The data collection technique is a questionnaire using a 
Likert scale. Data analysis techniques using computerized SPSS programs. The results of this 
study show the influence of company reputation and employer branding on the interest in 
applying for jobs as alumni of Hasanuddin University Makassar. 
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A. INTRODUCTION 

In an ever-changing era with rapid technological growth, the success of an 
organization directly depends on human resources. Therefore, organizations must 
face various challenges to grow, survive (Mosley, 2007), and gain a competitive 
advantage to survive in today's job market. In addition, entrepreneurs must integrate 
their strategies with elements that appeal to different groups, conveying clear and 
realistic brand messages internally and externally. This concept is known as an 
employer brand, aiming to build and strengthen the organization's credibility as a 
good workplace. Each company seeks to attract talented employees to create a 
competitive advantage in the market. Companies can achieve advantageous positions 
and win the competition by having high-quality employees. Therefore, efforts are 
made to attract a potential generation of young people from the labor market, hoping 
to develop them into valuable resources that will bring the company success. 

In an ever-changing era with rapid technological growth, the success of an 
organization directly depends on human resources. Therefore, organizations must 
face various challenges to grow, survive (Mosley, 2007), and gain a competitive 
advantage to survive in today's job market. In addition, entrepreneurs must integrate 
their strategies with elements that appeal to different groups, conveying clear and 
realistic brand messages internally and externally. This concept is known as an 
employer brand, aiming to build and strengthen the organization's credibility as a 
good workplace. Previous research by Williamson et al. (2010) has investigated the 
relationship between company reputation, recruitment through websites, and the 
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interest of potential applicants. Their findings suggest a link between a company's 
reputation and recruitment through its website. In the era of technological 
development, using websites in the recruitment process gives companies an edge in 
attracting potential employees. Research conducted by Sherly (2012) also 
investigated the influence of company reputation and word of mouth on job 
application decisions. Its findings show that a company's reputation and word of 
mouth about the company have a significant influence on job application decisions. 

To attract the best individuals to work in the company, employer branding 
becomes an important key, as Dewi et al. (2018) stated. Companies try to create a 
positive image or reputation in the labor market through employer branding. 
According to Ferizal (2016), employer branding is a method used by companies to 
create differences in terms of the company, making the work offered and its values 
more prominent than other companies. In addition, employer branding can retain 
employees, increase loyalty, and help increase job seekers' desire to apply for jobs 
(Lighthouse et al., 2013). This reputation provides important information to all 
stakeholders, including potential applicants. Potential applicants then use this 
information as consideration for accepting or rejecting a job offer and influencing their 
decision to apply for a job at the company. 

Previous research has shown that company reputation and employer branding 
directly or indirectly influence job application interest. However, unfortunately, 
previous studies have been limited in examining these factors separately and have yet 
to consider the effect of both simultaneously on individual application interests. 
Therefore, this study explores the influence of company reputation and employer 
branding companies offer on interest in applying for jobs. In addition, this study also 
aims to identify the most dominant factors influencing interest in applying for jobs. 
This research was conducted in the context of higher education institutions, namely 
Hasanuddin University in Makassar, which has produced many of the best graduates 
ready to compete in the world of work. 
 

B. LITERATURE REVIEW  

 
Interest in Applying for a Job 

According to Barber (1998), interest in applying for a job is a process of interest 
in having a job that begins with efforts to find information about job vacancies. After 
obtaining this information, prospective employees decide which company they want. 
According to Marwansyah (2012), interest in applying for a job is the process by which 
someone is interested in getting a job, starting with finding information about job 
vacancies. After getting this information, prospective employees will make a selection 
and decide to apply to which company according to the information that has been 
collected. 

The process of applying for a job is to show interest in getting a job, starting 
with making every effort to obtain information related to job vacancies (Salahuddin, 
2022). According to Gatewood (1993), prospective employees must consider several 
steps or processes to apply for jobs. First, prospective employees must identify the job 
they want. Second, they need to find information about the company through its 
recruitment site to understand the company better. Finally, prospective employees 
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must decide whether to choose the company as a workplace or reject it. Meanwhile, 
according to Komang Dede Permadi (2015), some signs show interest in applying for 
jobs, such as finding job information, feeling the need for work, making decisions, and 
choosing jobs. 

It can be concluded that interest in applying for a job is the interest of a 
prospective employee to job vacancies or companies that are shown through efforts to 
find information about job vacancies. The information is then presented with 
guidelines. Finally, prospective employees determine the choice of the company they 
will apply for. 

 
Company Reputation 

Company reputation is the public perception and assessment of the image and 
credibility of a company. Potgieter and Doubell (2020) say that Organizations with a 
positive company reputation tend to be attractive to potential candidates and can 
influence their decision to apply for jobs because of the organization's image. Fombrun 
and Shanley (1990) argue that corporate reputation is the ability of an organization to 
respond to expectations from various stakeholders through described and socially 
recognized assessment criteria. For Gotsi and Wilson (2001), Corporate reputation is 
formed through the evaluation of the organization by stakeholders as they consider a 
set of attributes inherent to the organization over time. This evaluation can be general 
or specific, for example, in the form of the company's reputation in terms of finance, 
the company's reputation in terms of the environment, and the company's reputation 
in terms of society. 

According to Bannet and Rentschler (2003), A company's reputation is 
considered a strategic and valuable asset that can contribute to competitive advantage. 
To create a good company reputation, an ongoing process is needed so that it is difficult 
to be imitated by competitors. Reputation is an intangible and valuable asset that can 
contribute to achieving a sustainable competitive advantage for the organization 
(Walsh &; Beatty, 2007 in Sivertzen et al., 2013). According to Williamson et al. (2010), 
Corporate reputation is an evaluation carried out by stakeholders on financial 
institutions based on their performance. From this explanation, it can be understood 
that the company's reputation is an intangible asset owned by the company and 
positively impacts the assessment of prospective job seekers. A company's reputation 
is an intangible asset that sometimes contributes to superior financial performance. 
This reputation is formed over the long term, tied to the organization's judgment, and 
interpreted by consumers, suppliers, employees, and partners. Therefore, the stronger 
an organization's reputation, the greater the candidate's motivation to apply for a job 
(Edwards, 2010). 

H1: There is an influence of Company Reputation on the interest in applying for jobs 
Alumni of Hasanuddin University Makassar. 

 
Employer Branding 

Employer branding is a strategy used by an organization to communicate and 
interact with prospective employees. Through employer branding, companies can 
position themselves as attractive brands to new talents, suppliers, and customers 
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(Rumangkit &; Dwiyan, 2019). According to Rucika and Sharma (2018), Employer 
branding can be interpreted as a collection of functional, economic, and psychological 
benefits the company provides employees. Through this company branding, the 
company's reputation can increase positively and attract job seekers. 

Eger (2019) stated that factors that influence the success of the company's 
brand include the needs of the target group, different Employer Value Propositions 
(EVP), human resource management strategies, brand consistency, corporate brand 
communication, and measurement of efforts in building the company's image as an 
attractive workplace (employer brand). An employer brand represents an 
organization's unique characteristics as an employer that distinguish it from its 
competitors. This concept emphasizes that organizations benefit from the image of 
being a good workplace in the eyes of today's employees. Employer brands bring 
unique aspects to an organization's job offering and environment (Biswas & Beacon, 
2016).   

According to Rumangkit and Dwiyan (2019), job seekers benefit from employer 
branding by obtaining information about the benefits obtained if they work at the 
company. This benefit that is considered attractive is a motivation or encouragement 
for them to follow the recruitment process at the company. 

H2: There is an influence of Employer Branding on the interest in applying for jobs 
Alumni of Hasanuddin University Makassar. 

 

Conceptual Models 

 
 
 
 
 
 
 
 
 

 
 
 
 
 

Picture 1: Conceptual framework 
 

C. RESEARCH METHOD 

Location and Research Design 

This relselarch was conducteld at Hasanuddin Univelrsity Makassar. Thel timel 
useld in this study is for 2 months from April to May 2023. Thel typel of relselarch useld 
in this study is quantitativel delscriptivel relselarch. According to (Zelllatifanny &; 
Mudjiyanto, 2018), delscriptivel relselarch is a relselarch melthod that aims to delscribel 
facts at this timel accuratelly. Relselarchelrs delscribel thel objelct or subjelct undelr study as 
it is. 

Company Reputation 

Employer Branding 

Interest in Applying 

for a Job 
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Melanwhilel, (Hardani elt al., 2020) elxplaineld that quantitativel relselarch melthods 
relselarch whelrel relselarchelrs usel thelmsellvels as a kely instrumelnt in data collelction to 
relvelal an elvelnt or phelnomelnon holistically-contelxtually. Thel quantitativel relselarch 
instrumelnt useld is a quelstionnairel. Wheln distributing quelstionnairels, thel answelr 
choicels giveln arel still qualitativel, theln wheln solving problelms using a suspelnsion 
systelm that will bel quantifield. 

Population or Samples 

According to Sugiono (2013), Population is a gelnelralization arela consisting of 
objelcts/subjelcts with celrtain qualitiels and charactelristics selt by relselarchelrs to study 
and theln draw conclusions. Thel Population sellelcteld in this study is job selelkelrs who 
arel alumni of Hasanuddin Univelrsity. Thel samplel is part of thel numbelr and 
charactelristics posselsseld by thel Population. Thelrelforel thel samplel takeln from thel 
Population must bel relprelselntativel (relprelselntativel) with thel samplel critelria. Thel 
numbelr of samplels useld in this study was as many as 80 job selelkelrs using thel 
purposivel sampling melthod. 

 

Data Collection Method 

Thel data collelction melthod is thel most stratelgic stelp in relselarch belcausel thel 
main purposel is to obtain data. Using thel data collelction melthod, relselarchelrs will gelt 
valid data to melelt thel standards selt. Thel data collelction melthods carrield out in this 
study arel: 

a. Intelrvielw 
Relselarchelrs ask quelstions to relspondelnts direlctly (velrbally) about mattelrs 
rellateld to thel problelm undelr study to elxplorel information with salels elmployelels 
who havel elntelreld thel critelria in thel relselarch subjelct. This telchniquel is useld to 
collelct supporting data, such as data about thel delscription of thel relselarch 
location. 

b. Obselrvation 
Obselrvation direlctly obselrvels Hasanuddin Univelrsity Makassar Alumni who arel 
job selelkelrs by celrtain objelcts rellateld to thel problelm studield. 

c. Quelstionnairel  
In this study, thel quelstionnairel was distributeld to 80 Hasanuddin Univelrsity 
Alumni according to thel samplel useld to obtain information rellateld to company 
relputation, elmployelr branding, and intelrelst in applying for jobs. 

d. Documelntation  
Documelntation is a data collelction telchniquel useld to obtain data and 
information, which is obtaineld from library sourcels in thel form of relfelrelncel 
matelrials, books, articlels, archivels, documelnts, writing numbelrs, and imagels in 
thel form of relports and information by thel problelm studield. 

Data Analysis Method 

Thel analysis melthod useld is multiplel linelar relgrelssion analysis. Thel data 
analysis selriels consists of validity telsts, relliability telsts, classical assumption telsts, t-
telsts, F telsts, and deltelrmination coelfficielnt telsts (R^2).   

D. RESULTS 
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Tabel-1: Validity Telst Relsults and Relliability Telst 

Variable 
Statement 

items 
Total item 
correlation 

Cronbach 
Alpha 

Information 

Company 
Relputation 
(X1) 

X1.1 0,890 

0,890 
Valid and 
relliablel 

X1.2 0,822 
X1.3 0,920 
X1.4 0,852 

Elmployelr 
Branding (X2) 

X2.1 0,904 
0,930 

Valid and 
relliablel 

X2.2 0,960 
X2.3 0,941 

Intelrelst in 
applying for a 
job (Y) 

X3.1 0,897 

0,940 
Valid and 
relliablel 

X3.2 0,897 
X3.3 0,860 
X3.4 0,960 

 
Sourcel: Primary Data, 2023 

 
Tablel 1 shows that all correllation coelfficielnts of variablel indicators telsteld in 

this study havel valuels abovel 0.30 (r > 0.3). Thel validity telst shows that thel highelst 
correllation is 0.940, and thel lowelst is 0.890. This indicatels that all indicators in this 
study proveld valid. 

A variablel can bel considelreld relliablel if thel Cronbach Alpha valuel elxcelelds 0.6 
(Ghozali, 2006). Thel relliability telst relsults of thel relselarch instrumelnt showeld that thel 
Cronbach Alpha valuel for elach variablel elxceleldeld 0.6. Thelrelforel, all variablels in this 
study melelt thel relliability critelria and can bel considelreld relliablel. 

 
Table-2. Classical Assumption Telst Relsults 

Variablel 

Normality 
Telst 

Multicollinelarity Telst Heltelrosceldasticity Telst 

Asymp.Sig. 
(2-taileld) 

Tolelrancel VIF T Significancel 

Company 
Relputation 
(X1) 

0,830 

0,295 3,425 -1,842 0,068 

Elmployelr 
Branding 
(X2) 

0,542 1,850 1,520 0,132 

Sourcel: Primary Data, 2023 
 

Selvelral classical assumption telsts arel pelrformeld to elnsurel that thel 
intelrpreltation of thel telst doels not contain bias. Thelsel telsts includel normality, 
multicollinelarity, and heltelrosceldasticity telsts. Thel normality telst relsults using 
Asymp.Sig (2-taileld) shows that thel data follows thel normal distribution. With thel 
valuel of Asymp. Sig. (2-taileld) of 0.830, which is grelatelr than á = 0.05, it can bel 
concludeld that thel data is normally distributeld. 
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Multicollinelarity telsting using tolelrancels and VIFs shows that all indelpelndelnt 
variablels havel tolelrancel valuels grelatelr than 0.10 (10%) and VIFs lelss than 10. 
Thelrelforel, such relgrelssion modells havel no multicollinelarity beltweleln thel indelpelndelnt 
variablels. 

Heltelrosceldasticity telsting shows that thel telst's significancel against partial 
absolutel relsiduals is grelatelr than 0.05. Thus, thel relgrelssion modell doels not 
elxpelrielncel heltelrosceldasticity and can bel useld to preldict thel delpelndelnt variablel. 

Thus, all classical assumption telsts show relsults that melelt thel relquirelmelnts so 
that thely can bel rellield upon to intelrprelt thel delpelndelnt variablel. 

Table-3. Multiplel Relgrelssion Analysis Relsults 

Variablel 
Standardizeld 
Coelfficielnts 

Belta 
R2 

Partial Telst Simultanelous Telst 

calculatel Sig Fcalculatel Sig 

Company 
Relputation 
(XI) 

0,260 

0,730 

2,230 0,025 

61,890 0,000 
Elmployelr 
Branding 
(X2) 

0,230 2,735 0,008 

 
Sourcel: Primary Data, 2023 
 

Thel analytical modell useld to solvel this relselarch problelm with multiplel linelar 
relgrelssion. Tablel 3 shows thel calculation relsults of multiplel linelar relgrelssion analysis 
telsts using SPSS. 

 

E. DISCUSSION 

 Baseld on thel data in Tablel 3, it is known that thel significancel valuel of thel 
company's relputation t-telst is 0.025. Thel significancel valuel of thel t-telst is 0.025<0.05 
theln H0 is reljelcteld. This melans that thel company's relputation significantly affelcts thel 
intelrelst in job applications. Along with thel increlasing relputation of a company, thel 
highelr thel intelrelst in applying for jobs at thel company. This is also supporteld by 
relselarch conducteld by Cannaby (2018). Job selelkelrs arel concelrneld about thel 
company's relputation as an important factor in applying for jobs. For elxamplel, thely 
telnd to bel intelrelsteld in financial institutions with a good relputation. Thel relselarch 
shows that, ovelrall, a company's relputation significantly influelncels job selelkelrs' 
intelrelst in applying for jobs. 

Thel company's relputation significantly influelncels a pelrson's intelrelst in 
applying for a job. A good company relputation can attract job selelkelrs belcausel it 
indicatels thel company's quality, sustainability, and trust. Somel elxpelrts also arguel that 
a company's relputation can affelct a prospelctivel elmployelel's pelrcelption of thel work 
elnvironmelnt, carelelr opportunitiels, salary lelvell, and othelr belnelfits thely can gelt from 
thel company. Thelrelforel, thel company's relputation belcomels an important factor job 
selelkelrs considelr wheln choosing thel delsireld workplacel. 

The Influence of Employer Branding on Interest in Applying for Jobs 



 

58 The Scientia Law and Economics Review. Vol 2 No 1.  July 2023 

Baseld on thel data in Tablel 3, it is known that thel significancel valuel of thel 
elmployelr branding t-telst is 0.008. Thel significancel valuel of thel t-telst is 0.008<0.05 
theln H0 is reljelcteld. This melans that elmployelr branding significantly affelcts an intelrelst 
in applying for jobs. This is also supporteld by relselarch conducteld by Cablel and Tuban 
(2009) that in choosing prospelctivel companiels, job selelkelrs ofteln relly on thel 
relputation built by thel company through an authelntic and strong elmployelr imagel. 
Elmployelr imagel and company relputation arel considelreld velry important for job 
selelkelrs, as thely both selrvel as signals useld to relducel information inelquality beltweleln 
elmployelrs and job selelkelrs and relducel thel job risks that may bel faceld. 

Elmployelr branding influelncels intelrelst in thel relcruitmelnt procelss for job 
selelkelrs belcausel it providels information about thel belnelfits relceliveld wheln working in 
thel company (Chhabra & Sharma, 2014). Elmployelr branding significantly influelncels a 
pelrson's intelrelst in applying for jobs. Elmployelr branding includels a company's elfforts 
to build a positivel imagel and relputation as an attractivel workplacel. By having strong 
elmployelr branding, companiels can attract prospelctivel elmployelels by convelying 
information about thel belnelfits and belnelfits thely gelt wheln working thelrel. Relselarch 
shows that good elmployelr branding can influelncel job selelkelrs' pelrcelptions of a 
positivel work elnvironmelnt, carelelr delvellopmelnt opportunitiels, compeltitivel relwards, 
elmployelel wellfarel programs, inclusivel company culturel, and valuels. This elncouragels 
job selelkelrs to apply for jobs and join companiels with strong elmployelr branding.  

 

F. CONCLUSION 

Company relputation and elmployelr branding significantly influelncel thel intelrelst 
of alumni of Hasanuddin Univelrsity Makassar in applying for jobs. A good company 
relputation and strong elmployelr branding can attract job selelkelrs by convelying 
information about belnelfits, belnelfits, a positivel work elnvironmelnt, carelelr 
opportunitiels, compeltitivel relwards, and company valuels. 

Thelsel two factors play an important rolel in relducing information asymmeltry 
beltweleln elmployelrs and job selelkelrs and hellp minimizel job risks that job selelkelrs may 
facel. A good corporatel relputation relflelcts thel quality, sustainability, and trust helld by 
thel company, whilel elmployelr branding relinforcels thel company's imagel as an 
attractivel and profitablel workplacel. 

By having a good company relputation and strong elmployelr branding, companiels 
can increlasel thel intelrelst of job selelkelrs to apply for jobs and join thelm. This givels it a 
compeltitivel advantagel in relcruiting thel belst talelnt in thel labor markelt. Thelrelforel, 
companiels must pay attelntion and invelst in building and maintaining a positivel 
company relputation and strelngthelning elmployelr branding to attract qualifield 
prospelctivel elmployelels. 
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