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Abstract— The purpose of this study was to measure the effect of e-

recruitment and social media on interest in applying for jobs 

mediated by company reputation. The population in this study were 

95 students of Universitas Muhammadiyah Surakarta, distributing 

closed questionnaires via Google form. The sampling techniques 

used purposive sampling. Using smart PLS 3.0 analysis on the outer 

model to test validity and reliability. And hypothesis testing using 

Smart PLS analysis on the inner model. The results of the analysis 

show that company reputation partially mediates the relationship 

between e-recruitment and social media on interest in applying. 

 

Keywords— E-recruitment, sSocialsMedia, InterestsinsApplying, and 

Company Reputation. 

I. INTRODUCTION  

Human resources are one of the most important components 

that must be owned by a company so that the company can run 

well and achieve company goals and targets. To get human 

resources with good skills and quality according to their need, 

various companies are willing to compete with other 

companies. The company must be good at creating and 

shaping the company’s reputation so that the company looks 

more attractive and very convincing so that many applicants 

are interested and apply for the company. Job interest or 

intention is the process of attracting a candidate to join a 

company [1]). When someone is interested in a job, they will 

look for information about the job and the company, and will 

consider various things to get a job a decide whether to apply 

for the company or not. 

Prospective applicants will be more interested in 

companies that have a good reputation. With good company 

reputation, it can reflect that the performance of the company 

is good. Therefore, job seekers consider reputation as the main 

indicator of job characteristics, which always shapes the 

satisfaction that individuals anticipate by becoming members 

of the organization [2]. With a good company reputation, the 

greater the chance of prospective applicants who are interested 

in applying. So the company must always try to create a good 

reputation in the eyes of prospective applicants.  

In today’s digital era, almost all people use the internet. 

The use of the internet in the current era has been used to find 

job information and apply for jobs through online sites. With 

digital development, companies can utilize it to attract 

applicants by sharing information about the company that can 

be easily accessed by prospective applicants. One of the uses 

of digital media in companies is in the employee recruitment 

process. Through recruitment, companies can find and attract 

potential individuals for job vacancies (Chowdhury, 2022). 

Organizations today are widely using internet technology to 

invite applications in a cost and time time-effective way to 

source and hire talented individuals [4]. Such recruitment is 

called e-recruitment. Thus, the recruitment process is shifting 

to e-recruitment which can provide convenience, 

effectiveness, and real-time information is a special attraction 

[1]. 

The company also uses social media to attract applicants. 

Social media is about interacting, exchanging ideas, and 

sharing information through virtual networks using technology 

[5]. With the large use of social media to find jobs, it can be 

utilized by companies to improve the company’s reputation. 

The use of social media is now not only for social needs but 

also to find job information. Therefore, social media that 

spreads credible information about a company must be 

attractive and honest and influence job seekers’ perceptions of 

the company [5]. Hence, interactions between employers and 

job seekers on social media, facilitated through the company’s 

reputation, can serve as an effective strategy to enhance 

interest in job applications and attract potential employees to 

join the organization [6] 

II. LITERATURE REVIEW & HYPOTHESIS 

A. Theory of Planned Behavior (TPB) 

This research focuses on the behavior of prospective 

applicants regarding their interest in applying for a job, about 

this problem, the appropriate theory is the Theory of Planned 

Behavior (TPB). TPB is a theory that is often used in research 

to explain someone’s intention to do something. TPB is an 

assessment consisting of a positive or negative response to 

something, attitude is the first step to performing a behavior, 

so attitude plays an important role in determining a person’s 

interest [7]. If someone has a good or positive view of 

something in the company that is very helpful or profitable, 

then it can form a positive trait in making decisions to apply 

for a job. 

B. E-recruitment 

With recruitment, companies can get employees through 

selection, so that companies get employees who are competent 
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and have skills that meet the needs of the company. With the 

advancement of the internet and the widespread use of the 

internet, it can be utilized to easily disseminate and search for 

job information. E-recruitment is a recruitment process that is 

carried out digitally through online platforms such as company 

websites or company e-mails. The prospective applicants can 

send an application letter online such as through e-mail or the 

company website. 

C. Social Media 

According to [8] Social media refers to an online platform 

where users can actively engage, share, and create content 

such as blogs, social networks, wikis, forums, and virtual 

communities. With the development of social media, 

companies and prospective applicants can utilize social media 

for employment. By using social media, access to job 

information becomes wider and easier. The use of social 

media allows companies to provide an overview of the work 

environment, work culture, and employee activities so that it 

can generate interest in prospective applicants to apply to the 

company [9]. With easy access to information about jobs and 

company information, prospective applicants will certainly be 

more interested in applying for jobs. 

D. Interest in Applying 

Interest will arise from within a person consciously to do 

something to achieve satisfaction with an object [10]. Interest 

always arises in all aspects, one of which is interest in work. 

According to [11] a person’s interest in applying for a job is 

driven by motivation full everything he needs. So it can be 

concluded that interest in applying for a job is the interest of a 

prospective employee in a job vacancy or employer 

(company) indicated by an effort to search for on job 

vacancies which will then be sorted out until finally 

determining which company to apply to [11]. 

E. Company Reputation 

According to [11] company reputation is the perception or 

view of each stakeholder in a complex manner related to 

company performance which can be used as a consideration to 

attract interest from job seekers in applying for a job. Before 

nominating themselves to a company, prospective applicants 

certainly look for information related to the job and the 

company. One of the information that is usually taken into 

consideration is information about the company’s reputation to 

see the performance conditions of the company. Therefore, the 

company’s reputation is important to be considered by the 

company so that the company’s reputation will always be 

good. 

F. Hypothesis 

H1: E-recruitmentyhas a positiveyand significantyeffect on   

interestyinyapplyingyforyayjob 

H2: Social media hasya positiveyand significantyeffectyon 

interest in applying for job 

H3: E-recruitment hasya positiveyand significantyeffect on 

company reputation 

H4: Social media hasyaypositive andysignificant effect on 

company reputation 

H5: Company reputation has aypositive andysignificantyeffect 

on interestyinyapplyingyfor ayjob 

H6: Company reputation mediates the effect of e-recruitment 

on interestyinyapplyingyoryayjob 

H7: Companyyreputationymediates the effectyof social media 

on interestyin applyingyfor ayjob 
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Fig 1. Framework 

III. METHODOLOGY 

This research uses a type of research with quantitative 

methods. Using quantitative methods means that all data and 

information are obtained in the form of numbers using 

statistical analysis. According to the opinion of [12] 

Quantitative research involves investigating social issues by 

testing a theory through variables measured numerically and 

analyzed using statistical methods to evaluate the accuracy of 

the theory's predictive generalizations. 

The participants in this study were students from Surakarta 

Muhammadiyah University. The research employed a non-

probability sampling method, which means not all individuals 

in the population had an equal likelihood of being chosen as 

part of the sample. Among the various types of non-

probability sampling, this study specifically utilized purposive 

sampling. This method involves choosing participants who 

meet specific criteria or possess characteristics that align with 

the research objectives. 

The sample in this study has several criteria so that not all 

can become respondents, the criteria for respondents in this 

study are as follows: active students of Universitas 

Muhammadiyah Surakarta, 5th and 7th-semester students, and 

students who actively use social media. The sample size of 

this population was taken using the Malhotra formula, where 

the sample size must be greater than at least four to five times 

the number of questions or statements. In this study, there 

were 19 statement indicators, so the number of indicators was 

multiplied by five. By Malhotra’s calculations, the number of 

samples needed in this study was at least 95 respondents. 

The data source used in the preparations of this research in 

the preparation of thissresearch issprimary data. Primaryydata 

is data obtaineddfrom questions or statements distributed 

through questionnaires to respondents. The questionnaire 

distributed to respondents was a closeddquestionnaire, This 

means that the researcher has formulated statements or 

questions and provided a set of predetermined answer options, 

allowing respondents to simply select from the choices 
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offered. The format of the questionnaire is a Likert scale 

format with an interval scale used in the preparation of the 

questionnaire.  By using a Likert scale, you can find out about 

a person’s perception of a phenomenon that occurs. This 

research conducted data analysis assisted by using 

SMARTPLS 3.0. Researchers use the Partial Least Squares 

(PLS) technique because it can help validate theories and 

describe whether latent variables have a relationship or not 

depending on the indicators [13] 

The variable of interest in applying is measured using 

indicators, which organizational attractiveness, intention 

towards the organization and organizational prestige. On e-

recruitment variable using indicators according to [14] are cost 

savings, time savings needed for the recruitment and selection 

process, wider reach to employees, and ease of use. As for the 

social media variables using indicators according to [15], there 

is interesting content, interaction between the company and 

prospective applicants, interaction between prospective 

applicants and other prospectiveeapplicants, easeeof searching 

forrinformation, ease ofDcommunicating informationoto the 

public and level offtrust in sociallmedia. And for the corporate 

reputation variable using indicators according to [13], are 

emotionaloappeal, product and services, vision and leadership, 

workooenvironment, ofinancialooperformance, andoosocial 

respectability. 

The data instrument test in this study is to use the validity 

test, reliability test and multicollinearity test. A validity test is 

a measuring tool used to determine the accuracy and ability of 

a questionnaire. Tests on the validity test are convergent 

validity and discriminant validity. According to [16] reliability 

measurement assesses the consistency and accuracy of 

respondents' answers across the variables used to evaluate 

whether their responses remain consistent with the study's 

focus. Compositeeereliability andddCronbach’s alpha are 

commonly employed innreliability testing. Meanwhile, the 

multicollinearity test is conducted to identify any correlation 

between independent variables. A good regression model 

ensures that no multicollinearity exists among the independent 

variables. 

Hypothesis testing in this study uses path coefficient and 

specific indirect effect tests. The path coefficient value is used 

to show how much significance between constructs in 

hypothesis testing. Meanwhile, the use of indirect effect 

analysis aims to test how much influence between one variable 

and another, both exogenous and endogenous. 

IV. RESULT AND DISCUSSION 

Outerrrmodelrrtesting aims to evaluate therrrelationship 

betweenrrlatent variablesrand theirrindicators, encompassing 

assessments of validity, rreliability, rand multicollinearity.  

A. Convergent Validity 

Ifithe outer loadinggvalue is1> 0.7, the indicator issin a 

good category in measuring the construct created. Below is the 

outerrloadingrvalue for each indicator inrthe study. 

 

 

 
Fig. 1. Outer Model 

 
TABEL 1. Outer Loading 

1Variable1 1Indicators1 Outer Loading 

E-recruitment 1X1.1i 10,779 

 1X1.21 10,835 

 1X1.31 10,903 

 1X1.41 10,907 

Social Media  1X2.11 10,840 

 1X2.21 10,823 

 1X2.31 10,848 

 1X2.41 10,830 

 1X2.51 10,831 

 1X2.61 10,840 

Interest in Applying 1Y.11 10,889 

 1Y.21 10,900 

 1Y.31 10,855 

Company Reputation 1Z.11 10,860 

 1Z.21 10,832 

 1Z.31 10,891 

 1Z.41 10,913 

 1Z.51 10,867 

 1Z.61 10,882 

Source:iPrimaryiAnalysis Data, (2024) 
 

According to the data table above, it canrbe seenrthat all 

indicators of therresearch variablesrhave an outerrloading 

valuer> 0.7. Even so, according to [16] at the stagerof 

developingra measurementrscale, an outer loadingrvalue of > 

0.5 isrconsidered. In the outer loading data above, it can be 

seen that all variable indicators have arvalue >r0.5, so all 

variable indicatorsrare consideredrvalid and eligible for use in 

research and can be applied forrfurtherranalysis. In convergent 

validity, apartrfromrlooking at therouter loadingrvalue, it also 

looks at the AVE (Average Variance Extracted) value with a 

value of > 0.5. The following is the AVE value for each 

research variable: 

 
TABEL 2. Average Variance Extracted (AVE) Value 

Variablee AverageeVarianceeExtracted Descriptione 

E-recruitment (X1) e e0,735 Valide 

Social Media (X2) e e0,777 Valide 

Interest in Applying 

(Y) 

e0,765 Valide 

Company Reputation 

(Z) 

0,698 Valide 

Source: Primary Analysis Data, (2024) 

 

The table data shows that all variables in this study have an 

Average Variance Extracted (AVE) value greater than 0.5, 

indicating good discriminant validity. Specifically, e-
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recruitment has an AVE of 0.735, social media 0.777, interest 

in applying 0.765, and company reputation 0.698. These 

results confirm that all variables meet the criteria for 

discriminant validity and are considered valid. 

B. Discriminant Validity 

Discriminant validity can be tested using a cross-loading 

analysis, which involves examining the correlation 

coefficients of indicators with their respective constructs to 

ensure they are more strongly associated with their own 

construct than with others [17]. The following is the cross-

loading on each indicator: 

 
TABEL 3. Cross Loading 

Indicator 
E-recruitment 

(X1) 

Social 

Media 

(X2) 

Interest in 

Applying 

(Y) 

Company 

Reputation 

(Z) 

eX1.1 e0,779 e0,566 e0,568 e0,516 

eX1.2 e0,835 e0,701 e0,624 e0,701 

eX1.3 e0,903 e0,712 e0,733 e0,712 

eX1.4 e0,907 e0,706 e0,745 e0,706 

eX2.1 e0,633 e0,840 e0,659 e0,840 

eX2.2 e0,668 e0,823 e0,706 e0,823 

eX2.3 e0,663 e0,848 e0,704 e0,848 

eX2.4 e0,644 e0,830 e0,600 e0,830 

eX2.5 e0,737 e0,831 e0,708 e0,831 

eX2.6 e0,619 e0,840 e0,699 e0,840 

eY.1 e0,619 e0,669 e0,889 e0,669 

eY.2 e0,824 e0,795 e0,900 e0,795 

eY.3 e0,602 e0,677 e0,855 e0,677 

eZ.1 e0,731 e0,712 e0,703 e0,712 

eZ.2 e0,706 e0,678 e0,697 e0,678 

eZ.3 e0,676 e0,774 e0,738 e0,774 

eZ.4 e0,708 e0,747 e0,750 e0,747 

eZ.5 e0,634 e0,758 e0,739 e0,758 

eZ.6 e0,695 e0,736 e0,696 e0,736 

Source: Primary Analysis Data, (2024) 

 

Discriminant validity can be assessed through a cross-

loading analysis, which involves comparing an indicator's 

correlation coefficient with its associated construct to its 

correlation coefficients with other constructs. This ensures that 

each indicator is more strongly related to its intended construct 

than to any other.  

C. Reliability Test 

The composite reliability value in a good and qualified 

reliability test is > 0.7, if the value is > 0.6 still acceptable. 

The taking after is the composite unwavering quality esteem in 

this ponder: 

 
TABEL 4. Composite Reliability 

Variable Composite Reliability 

E-recruitment (X1) e e 0,917e 

Social Media (X2) e e 0,913e 

Interest in Applying (Y) 0,951e 

Company Reputation (Z) 0,933e 

Source: Primary Analysis Data, (2024) 
 

Based on the results of the data above, it can be seen that 

all variables have a value of composite reliability > 0.7. In the 

e-recruitment variable with a value of 0,917, social media with 

a value of 0,913, interest in applying with a value of 0,951, 

and company reputation with a value of 0,933. From these 

results, the conclusion is that all variables meet the 

requirements and allrvariablesrhave arhigh levelrofrreliability.  

Besides looking at the composite reliability value, the 

reliability test also looks at the value of Cronbach’s alpha. The 

instrument isisaid toibe reliableiif it has a Cronbach’sialpha 

valuei>i0.60 [18]. The following is theiCronbach’sialpha 

valueiin thisiresearch: 

  
TABEL 5. Cronbach’s Alpha 

Variablee Cronbach’seAlpha 

E-recruitment (X1) e e0,879 

Social Media (X2) e e0,857 

Interest in Applying (Y) e e0,938 

Company Reputation (Z) e e0,913 

Source: Primary Analysis Data, (2024) 

 

Basedion theiresultsiofithe data obtained, it showsithatithe 

value of Cronbach’s alpha all have a value > 0.60, iticanibe 

concluded that the value of Cronbach’sialphaiis saiditoibe 

reliable.  

D. Multicollinearity Test 

To find out the value of the multicollinearity test by the 

tolerance value and variance inflation factor (VIF). Test 

multicollinearity test has a value criterion, namely VIF < 0,5. 

The following is the VIF value in this study: 

 
TABEL 6. Variance Inflation Factor (VIF) 

Variable Company Reputation Interest in Applying 

E-recruitment 2,618 3,081 

Social Media   

Company Reputation  3,991 

Interest in Applying 2,618 0,992 

Source: Primary Analysis Data, (2024) 
 

Based on the results of the data obtained above, it can be 

seen that the results of the VIF test show a value of < 0.50. 

VIF shows a value with < 0.50, it can be concluded that the 

test value of multicollinearity test value meets the 

requirements. 

 
Fig 2. Inner Model 

 

Using the inner model aims to determine whether there is 

an the influence between one latent variable and another can 

be analyzed in the inner model test using various methods. 

These include evaluating the coefficient of determination (R²), 

assessing the Goodness of Fit (GoF), and analyzing path 

coefficients to determine the strength and significance of the 
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relationships. 

A.  Model Goodness of Fit Test 

In the goodness of model test, there are 2 analyses, namely 

the R-square test and Q-square. If the value is 0.75, the results 

are included in the strong category, if the R-square value is 

0.50, it is in the medium category, and if the R-square value is 

0.2, the results are in the weak category [19]. The greater the 

R² value, the grater the influence given. Below is the 

coefficient of determination in this study: 

 
TABEL 7. R-Square Value 

 R-Square RSquare Adjusted 

Company Reputation e0,751 e0,743 

Interest in Applying 0,749 0,744 

Source: Primary Analysis Data, (2024) 

 

Based on the results of the data above, the R-square test is 

carried out to see how much influence is given by the e-

recruitment and social media variables on company reputation, 

which is 0.0751 or 75.1%, from this value, this relationship 

has a strong influence. R-square is also used to see how much 

influence the e-recruitment and social media variables have on 

interest in applying, which is 0.749 or 74.9% of this value, it 

can be seen that this relationship has a strong influence. 

Theesecond test is the Q-Square test. If the Q² value > 0 

then there is predictive, while the Q² < 0 then there is a lack of 

predictive relevance. The following is a calculation with the 

Q-Square formula: 

 Q-Square =e1 – [(1e–eR²1) exe (1e-eR²)] 

    =e1 –e [(1e–e0,751) eXe (1e–e0,749)] 

    =e1 –e (0,249eXe0,251) 

    = 1e–e0,06250 

    = 0,9375 

Based on the above calculation, the result obtained for the 

Q-Square test is 0,9375. From the result obtained, it can be 

concluded that the diversity in this research data is explained 

by the research model by 93%, while the remaining 7% is 

influenced by other factors not included in this research factor. 

From this statement, it can be concluded that this research 

model has good goodness of fit. 

B.  Hypothesis Test 

1)  Path Coefficient Test  

In testing the path coefficient is obtained through the 

bootstrapping process to determine the t-statistics or p-value 

and the original sample value. With a p-value, of 0.05, there is 

a significant relationship between variables while a p-value > 

0.05. This study uses a significant value, namely the t-statistic 

1.96 (significant level = 5%). If the t-statistic value > 1.96 

then there is a significant effect. The following is the path 

coefficient value in this study: 

 
TABEL 8. Path Coefficient 

 Hypothesis OriginalsSample t-statistics P-Value Description 

E-recruitment (X1) -> Interest in Applying (Y) H1 0,253 2,484 0,013 Positive Significant 

Social Media (X2) -> Interest in Applying (Y) H2 0,341 3,313 0,001 Positive Significant 

E-recruitment (X1) -> Company Reputation (Z) H3 0,363 3,114 0,002 Positive Significant 

Social Media (X2) -> Company Reputation (Z) H4 0,311 3,149 0,002 Positive Significant 

Company Reputation (Z) -> Interest in 

Applying 
H5 0,572 5,875 0,000 Positive Significant 

Source: Primary Analysis Data, (2024) 

 

Based on the data above, the following results are obtained: 

1.  The Effect of E-recruitment on Job Application Interest 

The first hypothesis tests whether e-recruitment has a 

positive and significant effect on interest in applying. The 

results of the table above show a t-statistic with a value of 

2.484 with an effect level of 0,253 and a p-value of 0.013. 

From the results, the t-statistic value > 1.96 and the p-value < 

0,05 it can be concluded that the first hypothesis is accepted. 

From the statistical results obtained e-recruitment has a 

positive and significant effect on interest in applying. Students 

agree and strongly agree that the use of e-recruitment can save 

costs, be more time efficient, reach a wider range of 

companies and provide convenience in finding and applying 

for jobs. Shows that using e-recruitment can trigger student 

interest in applying for a job company. 

2.   The Effect of Social Media on Job Application Interest 

The second hypothesis tests whether social media has a 

positive and significant effect on interest in applying. From 

the results of the table above, it displays a t-statistic with a 

value of 3.313 an effect level of 0.311 and a p-value of 0.001. 

From the test results the t-statistic value > 1.96 and the o-value 

< 0.05, it can be concluded that the second hypothesis is 

accepted. From the statistical result obtained social media has 

a positive and significant effect on interest in applying. 

Students tend to be more interested in applying for a job at 

companies that present information through social media 

because they can provide an overview of the work culture, and 

career opportunities at the company, and information through 

social media is easier to access and reliable. 

3.  The Effect of E-recruitment on Company Reputation 

The third hypothesis examines whether company 

reputation positively and significantly influences interest in 

applying. Based on the results, the t-statistic is 3.114, 

indicating a moderate effect level of 0.362, with a p-value of 

0.002, confirming statistical significance. From the test results 

the t-statistic value > 1.96 and the p-value < 0.05, it can be 

concluded that the third hypothesis is accepted. From the 

statistical results obtained e-recruitment has a positive and 

significant effect on company reputation. Students agree with 

the statement that the use of e-recruitment makes it easier and 

more efficient, this gives a positive impression of the 

company. In addition to providing convenience in the 

recruitment process, the use of e-recruitment also plays an 

important role in strengthening and building the company’s 

reputation. Shows that the use of e-recruitment can improve 

the reputation of a company. 

4.   The Influence of Social Media on Company Reputation 

The fourth hypothesis evaluates whether social media 
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positively and significantly influences interest in applying. 

The results indicate a t-statistic of 3.149, an effect level of 

0.311, and a p-value of 0.002, confirming a significant 

positive effect. From the test results the t-statistic value > 1.96 

and the p-value < 0.05, it can be concluded that the third 

hypothesis is accepted. From the statistical results obtained 

social media has a positive and significant effect on a 

company’s interaction with prospective applicants through 

social media can affect the company’s reputation in the eyes 

of students. And the content and information shared by 

companies on social media affect students’ views. So that with 

good social media management can strengthen the company’s 

reputation, with poor management can damage the company’s 

reputation. Shows that the use of social media can improve the 

reputation of a company. 

5.  The Effect of Company Reputation on Interest in Applying 

for a Job 

The fifth hypothesis examines whether company reputation 

has a positive and significant effect on interest in applying. 

The results show a t-statistic of 5.875, an effect level of 0.572, 

and a p-value < 0.05. These findings confirm that the fifth 

hypothesis is accepted, indicating that company reputation 

positively and significantly influences interest in applying. 

Students will be more interested in companies that have a 

good reputation in terms of work environment, work culture 

and work quality. Because by working for a company that has 

a good reputation, it can provide long-term benefits and good 

career development. It shows that a good company reputation 

can trigger a person’s interest in applying to a company. 

2)  Indirect Effect Test 

With a p-value < 0.05 it is significant, which means it 

affects indirectly. Meanwhile, p-value > 0.05 means 

insignificant, which means it affects directly. 

 
TABEL 9. Indirect Effect 

Indirect 

Effect 

Original 

Sample 
t-statistics P-Value Description 

E-

recruitment 
(X1) -> 

Company 

Reputation 
(Z) -> 

Interest in 

Applying 
(Y) 

0,124 2,088 0,037 
Positive 

Significant 

Social 

Media (X2) 
-> Company 

Reputation 

(Z) -> 
Interest in 

Applying 

0,208 2,819 0,005 
Positive 

Significant 

Source: Primary Analysis Data, (2024) 
 

Based on the data above, the following results are obtained: 

1. The Effect of E-recruitment on Job Application Interest 

Mediated by Company Reputation 

The sixth hypothesis tests whether company reputation 

mediates the relationship between e-recruitment and interest in 

applying. From the results above the t-statistic value of 2.088 

shows that > 1.96, while the p-value of 0.037 shows that < 

0.05. From the statistical results obtained, company reputation 

mediates the effect of e-recruitment on interest in applying. 

Students will be more interested in applying for jobs at 

companies with good reputations this can be seen through the 

use of effective e-recruitment. The use of good e-recruitment 

not only attracts applicants but also builds a good reputation in 

the eyes of prospective applicants. Proving that corporate 

reputation strengthens the relationship between e-recruitment 

and applicant interest. 

2. The Effect of Social Media on Job Application Interest   

Mediated by Company Reputation 

The seventh hypothesis investigates whether company 

reputation mediates the relationship between social media and 

interest in applying. The results reveal a t-statistic of 2.819, 

which is greater than the critical value of 1.96, and a p-value 

of 0.005, which is less than 0.05. These findings indicate that 

company reputation significantly mediates the relationship 

between social media and interest in applying. It can be 

concluded that social media’s interest in applying can partially 

mediated by company reputation. From the statistical results 

obtained that company reputation mediates the influence of 

social media on interest in applying. With the information 

found by students on social media, it can increase positive 

views of the company. With a good company reputation on 

social media, it can increase students’ interest in applying to a 

company. So good companies need to build a good reputation 

on social media platforms. 

V. CONCLUSIONS AND SUGGESTION 

Based on the research that has been conducted and the 

results obtained, there are limitations in this study regarding 

sample members this study is only 5th and 7th semester students 

at Universitas Muhammadiyah Surakarta, not generally 

distributed to the public. And this study only used 95 sample 

respondents so that the data generated was less than optimal. 

So it is recommended that in the selection of sample 

respondents to include students outside the University of 

Muhammadiyah Surakarta or the general public so that a 

larger sample is obtained that more accurate and maximum 

data is obtained. 
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