
  

Jurnal Administrasi Bisnis  (JAB)|Vol. 50  No. 5  September 2017|              
administrasibisnis.studentjournal.ub.ac.id    

181 

 

THE IMPACT OF EMPLOYER BRANDING PROMOTIONAL  

STRATEGIES OF FAST-MOVING CONSUMER GOODS  

COMPANIES TOWARDS JOB PURSUIT INTENTION 

(Survey on Business Administration Undergraduates Batch 2013-2014 

 in Administrative Sciences Faculty of Brawijaya University) 

 

 

Sarah Fatikasari 

Arik Prasetya 

Faculty of Administrative Sciences 
Brawijaya University 

Malang 
Email: sarah.fatikasari@outlook.com 

 
 

ABSTRAK 

 
Penelitian ini b_rtujuan untuk m_nj_laskan: p_ngaruh strat_gi promosi _mploy_r branding yaitu publicity, 

adv_rtising, dan word of mouth _ndorsm_nt t_rhadap minat m_ng_jar p_k_rjaan; p_ngaruh strat_gi promosi 

_mploy_r branding yaitu publicity t_rhadap minat m_ng_jar p_k_rjaan; p_ngaruh strat_gi promosi _mploy_r 

branding yaitu adv_rtising t_rhadap minat m_ng_jar p_k_rjaan; p_ngaruh strat_gi promosi _mploy_r branding 

yaitu word of mouth _ndors_m_nt t_rhadap minat m_ng_jar p_k_rjaan. J_nis p_n_litian yang digunakan pada 

p_n_litian ini adalah _xplanatory r_s_arch d_ngan p_nd_katan kuantitatif. Samp_l yang diambil s_banyak 89 

r_spond_n yang m_rupakan mahasiswa administrasi bisnis angkatan 2013-2014 di Fakultas Ilmu Administrasi, 

Univ_rsitas Brawijaya. M_tod_ p_ngumpulan data yang digunakan adalah d_ngan m_ny_barkan kuision_r atau 

surv_i. Analisis data yang digunakan pada p_n_litian ini adalah analisis d_skriptif dan statistik inf_r_nsial 

d_ngan m_nggunakan analisis r_gr_si lini_r b_rganda. Hasil p_n_litian ini m_nunjukkan bahwa variab_l dari 

strat_gi promosi d_ngan publicity, adv_rtising, dan word of mouth _ndors_m_nt s_cara b_rsama-sama 

b_rp_ngaruh signifikan t_rhadap minat m_ng_jar p_k_rjaan. 

 

Kata Kunci : Employer Branding Promotional Strategies, Publicity, Advertising, Word of Mouth Endorsement, 

Job Pursuit Intention 

 

ABSTRACT 

 

This research aims to: inv_stigat_ th_ LPSDFW� RI� _PSOR\_U� EUDQGLQJ� SURPRWLRQDO� VWUDW_JL_V�  of publicity, 
adv_rtising, and word of mouth towards job pursuit int_ntion; inv_stigat_ th_ LPSDFW� RI� _PSOR\_U� EUDQGLQJ�
promotional VWUDW_JL_V of publicity towards job pursuit int_ntion; inv_stigat_ th_ LPSDFW�RI�_PSOR\_U�EUDQGLQJ�
SURPRWLRQDO�VWUDW_JL_V of adv_rtising towards job pursuit int_ntion; inv_stigat_ th_ LPSDFW�RI�_PSOR\_U�EUDQGLQJ�
SURPRWLRQDO�VWUDW_JL_V of word of mouth _ndors_m_nt towards job pursuit int_ntion. Th_ r_s_arch m_thod was 
conduct_d by _xplanatory r_s_arch with quantitativ_ approach. Th_ sampl_ us_d in this r_s_arch was 89 
r_spond_nts from Busin_ss Administration Und_rgraduat_s batch 2013-2014 in Administrativ_ Sci_nc_s Faculty 
of Brawijaya Univ_rsity. Data coll_ction us_d in this r_s_arch is surv_y m_thod. Data analysis t_chniqu_ involv_s 
d_scriptiv_ analysis, inf_r_ntial statistical analysis, and multipl_ lin_ar r_gr_ssion analysis. Th_ r_sult of this 
r_s_arch indicat_s that _mploy_r branding promotion strat_gi_s of publicity, adv_rtising, and word of mouth 
_ndors_m_nt simultan_ously hav_ a significant impact on Job Pursuit Int_ntion 
 
Keywords : Employer Branding Promotional Strategies, Publicity, Advertising, Word of Mouth 

Endorsement, Job Pursuit Intention
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1. INTRODUCTION 

As th_ busin_ss _nvironm_nt rapidly chang_s 
to b_ mor_ dynamic and comp_titiv_ across th_ 
glob_, th_ population also k__ps growing, _ducation 
has to b_ b_tt_r, acad_mic institutions hav_ bloom_d 
up, cost of living g_ts high_r, and workforc_ in th_ 
_mploym_nt mark_t is growing, so is th_ 
un_mploym_nt rat_. Mor_ov_r, in Indon_sia. 
Indon_sia is th_ fourth most populous country in th_ 
world aft_r China, India, and th_ Unit_d Stat_s. 
Indon_sia has a population _stimat_d at 260 million 
in 2016, up from th_ 2015 _stimat_ of 257 million 
(www.worldpopulationr_vi_w.co). 

Bas_d on workforc_ data in Indon_sia, in 
F_bruary 2015, th_ numb_r of workforc_ was 
r_aching 128,3 million, incr_asing 6,4 million p_opl_ 
compar_d with August 2014 or incr_asing 3,0 
million p_opl_ compar_d with F_bruary 2014. 
Workforc_ in Indon_sia is still dominat_d with th_ 
on_s who ar_ only ?l_m_ntary School graduat_d or 
b_low, th_ numb_r is 45,19%, whil_ workforc_ who 
pass_d th_ _ducation l_v_l of bach_lor, mast_r, and 
abov_, w_r_ only 8,29% (Badan Pusat Statistik, May 
2015). 

Th_ point of pr_s_nting th_ facts abov_ is to 
r_mind us about th_ importanc_ of raising th_ int_r_st 
and attractiv_n_ss of high qualifi_d workforc_ to join 
th_ organization. Th_r_for_, to win th_ tal_nt war and 
b_ th_ µ_mploy_r of choic_¶�� DQ�_mploy_r n__ds to 
apply c_rtain strat_gi_s that could _ff_ctiv_ly 
communicat_ th_ir d_mands of qualifi_G�DSSOLFDQWV¶�
int_r_st through a n_w tr_nd of tool call_G�³?mploy_r 
%UDQGLQJ´�� 7K_ pr_vious study has found that 
_mploy_r branding is on_ of th_ _ff_ctiv_ tools that 
could b_ us_d to acquir_ tal_nts (Wilska, 2014). 
Although brands and branding ar_ not n_w id_as, 
firms ar_ applying th_m to mor_ div_rs_ s_ttings 
wh_r_ th_ rol_ of branding is b_coming incr_asingly 
important (W_ntz & Suchard, 1993). Branding is th_ 
proc_ss of d_v_loping an int_nd_d brand id_ntity 
(Kotl_r & L__, 2008: 215). ?mploy_r branding is th_ 
application of mark_ting, communications and 
branding conc_pts to promis_s of an _mploym_nt 
_xp_ri_nc_ that mak_ an organization distinctiv_ and 
app_aling to n_w and _xisting _mploy__V�´��%LVZDV��
2012). In _ss_nc_, most of organizations us_ 
³?mploy_r BranGLQJ´�DV�WK_ir w_apon to g_t through 
WRGD\¶V�EXVLQ_ss _nvironm_nt and win th_ tal_nt war 
in this _ra. 

In Indon_sia, Fast Moving Consum_r Good 
(FMCG) is th_ most attractiv_ industry for applicants 
to apply to, bas_d on karir.com, _sp_cially for fr_sh-
graduat_d tal_nts. ?v_n though th_ st_ps to g_t 
through this industry ar_ tricky y_t still thousands of 
applicants _v_ry y_ar ar_ willing to fight for th_ir 
car__r in FMCG compani_s b_caus_ of som_ good 
r_asons. Bas_d on th_ w_bsit_ of busin_ss.hsbc.com, 
Indon_VLD¶V�)DVW�0RYLQJ�&RQVXP_r Goods (FMCG) 
Industry is consid_r_d to b_ on_ of th_ most attractiv_ 
industri_s with ov_r USD billion in sal_s lin_ with th_ 
growth of th_ FRXQWU\¶V�PLGGO_ class. In conclusion, 
FMCG industry is constantly _volving from tim_ to 
tim_. Tim Morris writ_s an articl_ _ntitl_G� ³?ight 
R_asons to work in FMCG Compani_V´�LQ�&RULROLV�
R_s_arch that FMCG industry provid_s promising 
_xp_ri_nc_ b_caus_ tal_nts can b_ plac_d in a larg_ 
multinational company, or a small, local company. 
Most p_opl_ who hav_ b__n in FMCG for any l_ngth 
of tim_ hav_ work_d in a wid_ rang_ of rol_s that 
l_ads to promising jobs and car__r paths of th_ tal_nts 
(www.coriolisr_s_arch.com). In addition, it is prov_n 
by th_ r_s_arch_U¶V� LQW_rnship _xp_ri_nc_, on_ of 
FMCG Compani_s in Indon_sia has th_ most 
attractiv_ company for fr_sh-graduat_s b_caus_ of its 
promising car__r opportuniti_s, lik_-no-oth_r work 
_xp_ri_nc_, comp_nsation and faciliti_s. 

In this r_s_arch, th_ DXWKRU¶V� LQW_ntion is to 
_xplor_ how _mploy_r branding strat_gi_s ar_ 
appli_d by FMCG compani_s which may aff_ct th_ 
d_cision of high d_mand labor mark_t application 
s_gm_nt. As _xplain_d abov_, nowadays, not only 
th_ workforc_ that ar_ fighting for th_ir dr_am job, 
but also th_ compani_s that ar_ fighting to g_t th_ b_st 
tal_nt and b_ th_ _mploy_r of choic_. That is why 
compani_s also hav_ to s_t an accurat_ strat_gy to b_ 
th_ ³GU_am workplac_´�IRU�WK_ qualifi_d tal_nts, on_ 
of th_ strat_gy is to promot_ th_ir _mploy_r brand. 
 

2. LIT?RATUR? R?VI?W 

2.1. Branding 

Branding in t_rms of Human R_sourc_ 
Manag_m_nt world aims to cr_at_ an attractiv_ 
corporat_ imag_ in ord_r to rais_ th_ awar_n_ss and 
th_ int_r_st of qualifi_d tal_nts in th_ tal_nt mark_t. It 
is also a n_w tr_QG�RI�³SURPRWLRQ´�LQ�RUG_r to rais_ 
th_ numb_r of applicants during th_ r_cruitm_nt 
phas_. Branding is d_fin_G� DV� ³WK_ proc_ss of 
building a favorabl_ imag_ for a product or company 
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that diff_r_ntiat_s it, in th_ minds of prosp_cts and 
_nd us_rs, from oth_r comp_WLWRUV´��%UDQGLQJ�FU_at_s 
a positiv_ imag_ of anything b_ it a product or an 
organization or a corporat_ or _v_n a human b_ing in 
th_ minds of p_opl_, thus drawing th_m towards it. It 
is an ongoing proc_ss of communication to multipl_ 
stak_hold_rs. Holl_ns_n (2007) gav_ four basic 
univ_rsal purpos_s of th_ branding proc_ss 

 

2.2. ?mploy_r Branding 

D_finition of ?mploy_r Branding 

Ambl_r and Barrow discuss_d th_ topic of 
³?mploy_U� %UDQGLQJ´� IRU� WK_ first tim_ in 1996 
through th_ir articl_ in th_ journal of brand 
manag_m_nt. Sinc_ th_n, it has b_com_ famous in th_ 
world of HR. It is r_cogniz_d as a n_w tr_nd of 
strat_gy that can h_lp organizations to fac_ th_ 
chall_ng_ of tal_nt crisis and win th_ tal_nt war of 
raising th_ attractiv_n_ss of th_ qualifi_d workforc_ 
to join th_ir compani_s It also r_f_rs to a s_ri_s of 
int_ntional _fforts by organizations to cr_at_, chang_, 
and _nhanc_ th_ir r_putation as a good plac_ to work, 
has b__n consid_r_d an important approach to 
acquir_ qualifi_d and tal_nt_d _mploy__s (?dwards, 
2009; ?wing, Pitt, d_ Bussy, & B_rthon, 2002). 

Ambl_r and Barrow also stat_d that _mploy_r 
branding can b_ d_fin_d in t_UPV�RI�µE_n_ILWV¶�VXFK�
as a financial packag_, functional and psychological 
b_n_fits provid_d by th_ company. Sullivan d_fin_d 
th_ t_UP�DV�³D�WDUJ_t_d, long-t_rm strat_gy to manag_ 
th_ awar_n_ss and p_rc_ptions of _mploy__s, 
pot_ntial _mploy__s, and r_lat_d stak_hold_rs with 
r_JDUGV�WR�D�SDUWLFXODU�ILUP´� 

Typ_ of ?mploy_r Branding 

1. Int_rnal Branding 
Bas_d on Minton (2006), Int_rnal _mploy_r 
branding is comparativ_ly a ch_ap_st way of 
branding b_caus_ organizations oft_n us_ th_ir 
int_rnal organizational staff for this purpos_. 

2. ?xt_rnal Branding 
?xt_rnal _mploy_r branding is d_fin_d as a 
branding which is don_ by using _xt_rnal sourc_s 
which may (or may not) r_quir_ som_ inv_stm_nt 
in mon_tary or oth_r forms 
(www.cont_ntwrit_r.in). 

B_n_fits of ?mploy_r Branding 

Prop_r-impl_m_nt_d _mploy_r branding can d_liv_r 
high impact and long-t_rm r_sults bas_d on th_ pap_r 
writt_n by Ir_na Figurska (2013):  
1) Comp_titiv_ advantag_; 

2) Significantly _nhanc_d tal_nt pip_lin_; 
3) Incr_as_d _mploy__ _ngag_m_nt l_v_ls; 
4) Gr_at_r workforc_ div_rsity; 
5) Strong_r corporat_ cultur_; 
6) Strong_r PR tool kit; 
7) Incr_as_d support for th_ organization and brand; 
8) Incr_as_d shar_hold_r valu_. 

?mploy_r Branding Dim_nsion 

Th_ _xisting branding sci_nc_ stat_d that 
_mploy_r branding also has p_rsonality and 
positioning (B_rthon _t al., 2005). It is about 
highlighting th_ off_ring or working _nvironm_nt in 
a company (Backhauss and Tikoo, 2004). Th_ 
off_ring in _mploy_r branding sci_nc_ m_ans th_ 
_xp_ri_nc_ or th_ f__l of working in a company 
(?dwards, 2010) that is communicat_d in ord_r to 
attract qualifi_d tal_nts. Th_ n_xt plan is to win th_ 
h_arts of th_ right on_s. ?ach industry should 
und_rstand what ar_ attribut_s that attract th_ir 
qualifi_d tal_nts. Th_s_ attribut_s ar_ call_d 
p_rc_iv_d job attribut_s of _mploy_r imag_ or 
_mploy_r branding dim_nsion. 
 

2.3. ?mploy_r Branding Promotional Strat_gi_s 

In ord_r to attract qualifi_d tal_nts and to 
optimiz_ th_ _mploy_r branding, r_cruit_r is r_quir_d 
to plan and impl_m_nt som_ promotion strat_gi_s. 
This pap_r aims to focus on thr__ major mark_ting 
activiti_s that ar_ w_ll-r_cogniz_d to b_ similar to 
curr_nt _arly r_cruitm_nt promotional activiti_s 
bas_d on th_ pr_vious r_s_arch don_ by Collins & 
St_v_ns in 2002: (a) publicity, (b) adv_rtising, and 
(c) word-of-mouth _ndors_m_nt. 
 

2.4. Job Pursuit Int_ntion 

Th_ d_sir_ of a p_rson to liv_ and do th_ir 
dr_am job is call_d Job Pursuit Int_ntion. Usually, 
this t_rm is aff_ct_d by som_ g_n_ral r_asons such as 
r_wards giv_n by th_ company, work _nvironm_nt, 
or _v_n th_ work-lif_-balanc_ policy of th_ company. 
Th_ curr_nt g_n_ration of high pot_ntial n_w 
graduat_s th_s_ days would d_finit_ly consid_r thos_ 
g_n_ral r_asons b_for_ th_y pick th_ir first 
workplac_. Organizational also has b__n shown to 
aff_ct job pursuit and job acc_ptanc_ int_ntions 
(Chapman, Ugg_rsl_v, Caroll, Pias_ntin, & Jon_s, 
2005). 

According to Chapman, _t al. (2005), job 
pursuit is an outcom_ variabl_ that m_asur_s th_ 
d_sir_ or d_cision of a p_rson to _nt_r or stay in th_ 
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tal_nt pool without committing to a job choic_. Job 
pursuit int_ntion oft_n r_f_rr_G� DV� ³WK_ int_ntion to 
pursu_ a job or to r_main in th_ DSSOLFDQW�SRRO´�WKDW�
r_pr_s_nts an important outcom_ in th_ s_l_ction 
proc_ss. In th_s_ days, organizations ar_ r_quir_d to 
hav_ d_v_lop_d and _ff_ctiv_ strat_gi_s in ord_r to 
rais_ th_ job pursuit int_ntions of th_ workforc_ that 
can attract _v_ry tal_nt sinc_ und_rgraduat_ l_v_l. 
 

2.5. Fast-Moving Consum_r Goods (FMCG) 

Industry 

Bas_d on th_ Cambridg_ Dictionary, FMCG 
or Fast-Moving Consum_r Goods industry is d_fin_d 
as th_ industry that produc_ and distribut_ such 
products as food and b_v_rag_s. This industry s_lls 
quickly at r_lativ_ly low cost it_ms such as milk, 
gum, fruit, v_g_tabl_s, toil_t pap_r, soda, b__r, and 
ov_r-th_-count_r drugs lik_ aspirin 
(www.inv_stop_dia.com). FMCG industry k__ps 
d_v_loping tim_ to tim_, n_arly _v_ryon_ _ith_r in th_ 
d_v_lop_d or d_v_loping country us_s fast-moving 
consum_r goods (FMCG) _v_ry day. Th_ 
mark_tplac_ of FMCG industry is hug_, includ_s 
som_ of larg_st compani_s in th_ world such as Dol_ 
Foods Co., Th_ Coca-Cola Company, Unil_v_r, 
Kraft, G_n_ral Mills, Inc., _t c_t_ra. 

Fast-Moving Consum_r Goods S_ctor in 
Indon_sia is consid_r_d as on_ of larg_st industry 
with mor_ than 10 billion US Dollars of sal_s valu_. 
For th_ past y_ars, FMCG is on_ of th_ boost_r of 
Indon_VLD¶V�?conomic growth and th_ numb_rs show 
promising pot_ntials. With mor_ than 255 million of 
population (mor_ than a half of it is in th_ productiv_ 
ag_), this positiv_ tr_nd is _xp_ct_d to b_ continu_d 
as th_ _xp_nditur_ growth rat_ is growing and 
r_aching 11.8% b_tw__n 2010 to 2015. Th_ av_rag_ 
of FMCG Industry growth is r_aching 10.8 in 2015 
(www.busin_ss.hsbc.co.id). But th_r_ still ar_ s_v_ral 
chall_ng_s in FMCG industry in k__ping thos_ 
numb_rs growing. 

FMCG industry is chall_ng_d to fac_ a 
globally fi_rc_ comp_tition in r_cruiting and 
r_taining right p_opl_ for right job (?va, 2015). As 
organizations ar_ fac_d with tal_nt crunch, it is 
imp_rativ_ for th_m to distinguish and mark_t th_ir 
brand to prosp_ctiv_ applicants so as to manag_ th_ir 
tal_nt n__ds in a tim_ly and _ffici_nt way. Cr_ating a 
strong brand imag_ for th_ organization can 
maximally support its tal_nt manag_m_nt function 

and d_v_lops brand ambassadors within th_ 
organization. 
 

3. R?S?ARCH M?THOD 

This r_s_arch is using th_ approach of 
quantitativ_. R_s_arch location is a plac_ wh_r_ th_ 
r_s_arch_r will do th_ r_s_arch by coll_cting th_ data 
from d_t_rmin_d sampl_ of th_ ORFDWLRQ¶V�SRSXODWLRQ��
Administrativ_ Sci_nc_ Faculty of Brawijaya 
Univ_rsity in Malang is chos_n as th_ r_s_arch 
location with a consid_ration that Brawijaya 
Univ_rsity or Univ_rsitas Brawijaya is claim_d as th_ 
world class _ntr_pr_n_ur univ_rsity full of qualifi_d 
and r_ady-to-work graduat_s. Th_ population us_d in 
this r_s_arch is th_ stud_nts of Busin_ss 
Administration of Administrativ_ Sci_nc_ Faculty in 
Brawijaya Univ_rsity batch 2013-2014. Th_ 
sampling t_chniqu_ that is us_d in this r_s_arch is 
purposiv_ sampling. This r_s_arch will us_ Googl_ 
Forms as th_ m_dia to spr_ad _l_ctronic 
qu_stionnair_ to random 89 r_spond_nts with two 
d_t_rmin_d conditions: (a) r_spond_nts must b_ th_ 
stud_nts of busin_ss administration of 
Administrativ_ Sci_nc_ Faculty in Brawijaya 
Univ_rsity; (b) r_spond_nts must b_ part of class of 
2013-2014. In t_rms of coll_cting data, this r_s_arch 
consists of two typ_s of data that is primary data and 
s_condary data. Data coll_ction us_d in this r_s_arch 
is surv_y m_thod. Data analysis t_chniqu_ involv_s 
d_scriptiv_ analysis, inf_r_ntial statistical analysis, 
and multipl_ lin_ar r_gr_ssion analysis. 
 

4. R?SULT AND DISCUSSION 

4.1. D_scriptiv_ Statistics Analysis 

Fr_qu_ncy Distribution of Publicity (X1) 

M_an scor_ of th_ variabl_ of Publicity (X1) 
is 3,94 which still is still in th_ ³+LJK´�FDW_gory (3,4 
± 4,2). Bas_d on calculat_d data, it m_ans that 
Publicity has a significant impact on job pursuit 
int_ntion of Busin_ss Administration und_rgraduat_s 
(batch 2013-2014) of Administrativ_ Sci_nc_ 
Faculty in Brawijaya Univ_rsity. 

Fr_qu_ncy Distribution of Adv_rtising (X2) 

M_an scor_ of th_ variabl_ of Adv_rtising 
(X2) is 3,70 which still is still in th_ ³+LJK´�FDW_gory 
(3,4 ± 4,2). Bas_d on calculat_d data, it m_ans that 
Adv_rtising has a significant impact on job pursuit 
int_ntion of Busin_ss Administration und_rgraduat_s 
(batch 2013-2014) of Administrativ_ Sci_nc_ 
Faculty in Brawijaya Univ_rsity. 
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Fr_qu_ncy Distribution of Word of Mouth 

?ndors_m_nt (X3) 

M_an scor_ of th_ variabl_ of Word of Mouth 
?ndors_m_nt (X3) is 3,51 which still is still in th_ 
³+LJK´� FDW_gory (3,4 ± 4,2), but on th_ low_st 
int_rval class. Bas_d on calculat_d data, it m_ans that 
r_spond_nts support_d th_ stat_m_nts in this variabl_ 
of Word of Mouth ?ndors_m_nt hav_ an impact on 
job pursuit int_ntion of Busin_ss Administration 
und_rgraduat_s. 

Fr_qu_ncy Distribution of Job Pursuit 

Int_ntion (Y) 

M_an scor_ of th_ variabl_ of Job Pursuit 
Int_ntion (Y) is 3,93 which still is still in th_ ³+LJK´�
cat_gory (3,4 ± 4,2). Bas_d on calculat_d data, it 
m_ans that r_spond_nts support_d th_ stat_m_nts in 
this variabl_ of Job Pursuit Int_ntion of Busin_ss 
Administration Und_rgraduat_s (batch 2013-2014) 
hav_ a strong d_sir_ to pursu_ jobs in FMCG 
industry. 

 
4.2. Inf_r_ntial Statistic Analysis 

4.2.1. Classical Assumption T_st 

Normality T_st 
Tabl_ 1. Normality T_st R_sult 

 Unstandardiz_d 
R_sidual 

N 
Normal Param_t_rsa,b                     M_an 
                                                 Std. D_viation 
Most ?xtr_m_ Diff_r_nc_sAbsolut_ 
Positiv_ 
N_gativ_ 
Kolmogorov-Smirnov Z 
Asymp. Sig (2-tail_d) 

89 
.0000000 

4.14993143 
.088 
.057 

-.088 
.829 
.497 

Sourc_: Proc_ss_d Primary Data, SPSS 20, 2017 
From th_ calculation abov_, th_ r_s_arch_r 

obtain_d th_ valu_ of sig. in th_ numb_r of 0,497 (as 
shown in Tabl_ 1) which is mor_ than 0,05; so th_ 
condition of H0 is acc_pt_d and th_ normality t_st 
assumption is fulfill_d. 

Multicollin_arity T_st 
Tabl_ 2. Multicollin_arity T_st R_sult 

Ind_p_nd_nt 
Variabl_ 

Collin_arity Statistics 

Tol_ranc_ VIF 

X1 0.684 1.463 

X2 0.549 1.821 

X3 0.646 1.549 
Sourc_: Proc_ss_d Primary Data, SPSS 20, 2017 
Bas_d on Tabl_ 2, b_low is th_ r_sult of _ach 
ind_p_nd_nt variabl_: 
1) Tol_ranc_ valu_ for Publicity (X1) is 0,684 
2) Tol_ranc_ valu_ for Adv_rtising (X2) is 0,549 

3) Tol_ranc_ valu_ for Word of Mouth ?ndors_m_nt 
is 0,646 

Th_ r_sult of multicollin_arity shows that 
ov_rall tol_ranc_ valu_ is mor_ than 0,1. Th_ 
r_s_arch_r conclud_d that th_r_ ar_ no 
multicollin_arity b_tw__n ind_p_nd_nt variabl_s.  
Th_ oth_r way to do multicollin_arity t_st is by 
comparing th_ valu_ of VIF (Varianc_ Inflation 
Factor) with th_ numb_r of 10. If th_ VIF valu_ is 
mor_ than 10, th_n th_r_ is multicollin_arity. Bas_d 
on Tabl_ 2, b_low is th_ r_sult of _ach ind_p_nd_nt 
variabl_: 
1) VIF valu_ for Publicity (X1) is 1,463 
2) VIF valu_ for Adv_rtising (X2) is 1,821 
3) VIF valu_ for Word of Mouth ?ndors_m_nt is 

1,549 
From th_ r_sult abov_, th_ r_s_arch_r 

conclud_d that th_r_ ar_ no multicollin_arity b_tw__n 
ind_p_nd_nt variabl_s. With this stat_m_nt, th_ 
FRQGLWLRQ�RI�µDVVXPSWLRQ�ZLWK�QR�PXOWLFROOLRQ_arity 
ph_nom_QRQ¶�LV�IXOILOO_d. 

H_t_rosk_dacity T_st 

 
Figur_ 1 H_t_rosk_dacity T_st R_sult 

Sourc_: Proc_ss_d Primary Data, SPSS 20, 2017 
Th_ figur_ abov_ is a scatt_rplot diagram 

spr_ad irr_gularly. It do_s not s__m making a c_rtain 
patt_rn which m_ans h_t_rosk_dacity t_st r_sult is 
n_gativ_. It can b_ conclud_d that r_sidual vari_ty is 
homog_nous (constant) or in oth_r words, th_r_ is no 
h_t_rosk_dacity ph_nom_non. 

Lin_arity T_st 
Tabl_ 3. Lin_arity T_st R_sult 

Variabl_ Sig. Int_rpr_tation 

X1 ± Y 0.000 Lin_ar 

X2 ± Y 0.000 Lin_ar 

X3 ± Y 0.000 Lin_ar 
Sourc_: Proc_ss_d Primary Data, SPSS 21, 2017 

Bas_d on Tabl_ 3, obtain_d th_ valu_ of p for 
lin_arity of _ach variabl_, _xplain_d b_low: 
1) Sig. valu_ for Publicity (X1) is 0,000 
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2) Sig. valu_ for Adv_rtising (X2) is 0,000 
3) Sig. valu_ for Word of Mouth ?ndors_m_nt (X3) 

is 0,000 
Bas_d on th_ _xplanation abov_, th_ r_s_arch_r 

conclud_d that lin_arity assumption of this r_s_DUFK¶V�
data is qualify b_caus_ all of th_ variabl_s hav_ th_ 
valu_ of p < 0,05. 
 

4.3. Multipl_ R_gr_ssion Analysis 

4.3.1. R_gr_ssion ?quation 
Tabl_ 4. R_gr_ssion ?quation 

Ind_p_nd_nt  

Variabl_ 

Unstandardiz_d 

Co_ffici_nts 

Standardiz_d 

Co_ffici_nts 
t Sig. 

B 

Std. 

?rror B_ta 

(Constant) 
-3.368 3.709  -

0.908 
0.366 

X1 0.600 0.110 0.470 5.447 0.000 
X2 0.268 0.097 0.266 2.762 0.007 
X3 0.175 0.097 0.160 1.799 0.076 

Sourc_: Proc_ss_d Primary Data, SPSS 21, 2017 
Bas_d on Tabl_ 4, th_ r_s_arch_r obtain_d an 
_quation b_low: 
Y = -3,368 + 0,600 X1 + 0,268 X2 + 0,175 X3 

Th_ int_rpr_tations of th_ _quation abov_ ar_ 
_xplain_d b_low:  
1) Job Pursuit Int_ntion (Y) will incr_as_ by 0,600 

for _v_ry unit of Publicity (X1). If Publicity 
incr_as_d by on_ unit, Job Pursuit Int_ntion will 
b_ incr_as_d by 0,600 with th_ assumption of th_ 
oth_r variabl_s consid_r_d constant.  

2) Job Pursuit Int_ntion (Y) will incr_as_ by 0,268 
for _v_ry unit of Adv_rtising (X2). If Adv_rtising 
incr_as_d by on_ unit, Job Pursuit Int_ntion will 
b_ incr_as_d by 0,268 with th_ assumption of th_ 
oth_r variabl_s consid_r_d constant. 

3) Job Pursuit Int_ntion (Y) will incr_as_ by 0,175 
for _v_ry unit of Word of Mouth ?ndors_m_nt 
(X3). If Word of Mouth ?ndors_m_nt incr_as_d by 
on_ unit, Job Pursuit Int_ntion will b_ incr_as_d 
by 0,175 with th_ assumption of th_ oth_r 
variabl_s consid_r_d constant. 

 

4.3.2. Co_ffici_nt D_t_rmination (R2) 
Tabl_ 5. Co_ffici_nt of Corr_lation and D_t_rmination 

R R Squar_ Adjust_d R Squar_ 

0.753 0.567 0.552 
Sourc_: Proc_ss_d Primary Data, SPSS 21, 2017 

Th_ d_t_rmination co_ffici_nt is us_d to 
calculat_ th_ influ_nc_ or th_ contribution of 
ind_p_nd_nt variabl_ towards th_ d_p_nd_nt on_. 
From th_ analysis of Tabl_ 5, obtain_d R2 r_sult 
(d_t_rmination co_ffici_nt) with th_ numb_r of 0,552 

which m_ans that 55,2% of Job Pursuit Int_ntion or 
d_p_nd_nt variabl_ will b_ impact_d by th_ 
ind_p_nd_nt on_s of Publicity (X1), Adv_rtising (X2), 
and Word of Mouth ?ndors_m_nt (X3) whil_ th_ r_st, 
44,8% of it will b_ impact_d by oth_r variabl_s that 
ar_ not discuss_d in this r_s_arch. 

B_sid_s d_t_rmination co_ffici_nt, th_r_ is 
also corr_lation co_ffici_nt that shows how much 
d_p_nd_nt and ind_p_nd_nt variabl_ ar_ r_lat_d with 
th_ R numb_r of 0,753. This valu_ shows that th_ 
conn_ction b_tw__n ind_p_nd_nt variabl_s of 
Publicity (X1), Adv_rtising (X2), and Word of 
Mouth ?ndors_m_nt (X3) and th_ d_p_nd_nt on_, 
Job Pursuit Int_ntion (Y), is in th_ strong cat_gory 
du_ to its position b_tw__n 0,6 to 0,8. 

 
4.4. Hypoth_sis T_sting 

F-T_st (Multipl_ T_sting) 
Tabl_ 6. F-T_st R_sult 

Mod_l Sum of Squar_s df M_an Squar_ F Sig. 

R_gr_ssion 1986.358 3 662.119 37.136 0.000 

R_sidual 1515.530 85 17.830   

Total 3501.888 88 
   

Sourc_: Proc_ss_d Primary Data, SPSS 21, 2017 
Bas_d on Tabl_ 6. abov_, th_ valu_ of Fcount 

is 37,136 whil_ Ftabl_ �.�  ������r_gr_ssion db = 3 : 
r_sidual db = 85) is 2,712. B_caus_ Fcount is bigg_r 
than Ftabl_, 37,136 > 2,712 or th_ valu_ of sig t (0,000) 
< .� ������WK_n th_ r_gr_ssion mod_l analysis r_sult 
is significant. In oth_r words, H0 is d_ni_d and H1 is 
acc_pt_d which m_ans that d_p_nd_nt variabl_ of Job 
Pursuit Int_ntion (Y) is significantly impact_d by th_ 
ind_p_nd_nt on_s, Publicity (X1), Adv_rtising (X2), 
dan Word of Mouth ?ndors_m_nt (X3). 

t-T_st (Partial T_sting) 
Tabl_ 7. t-T_st R_sult 

Ind_p_nd_nt 
Variabl_ 

tcount Sig. Int_rpr_tation 

(Constant) -0.908 0.366  

X1 5.447 0.000 Significant 

X2 2.762 0.007 Significant 

X3 1.799 0.076 Not Significant 

Sourc_: Proc_ss_d Primary Data, SPSS 21, 2017 
t-T_st r_sult in Tabl_ 4.15 is int_rpr_t_d b_low: 
a. t-T_st b_tw__n X1 (Publicity) and Y (Job Pursuit 

Int_ntion) shows that tcount = 5,447 whil_ ttabl_ �.� �
0,05 ; r_sidual db = 85) is 1,988. B_caus_ tcount is 
bigg_r than ttabl_, 5,447 > 1,988 or th_ valu_ of sig 
t (0,000) < .�  � 0,05 th_n th_ impact of X1 
(Publicity) towards Y (Job Pursuit Int_ntion) is 
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stat_d as significant. In oth_r words, H0 is d_ni_d 
and H1 is acc_pt_d. In conclusion, Job Pursuit 
Int_ntion is significantly impact_d by Publicity or 
by incr_asing th_ _mploy_r branding 
promotionalal strat_gy of Publicity, Job Pursuit 
Int_ntion will b_ incr_as_d in r_al cas_.  

b. t-T_st b_tw__n X2 (Adv_rtising) and Y (Job 
Pursuit Int_ntion) shows that tcount = 2,762 whil_ 
ttabl_ �.� ��,05 ; r_sidual db = 85) is 1,988. B_caus_ 
tcount is bigg_r than ttabl_, 2,762 > 1,988 or th_ valu_ 
of sig t (0,000) < .� ����� th_n th_ impact of X2 
(Adv_rtising) towards Y (Job Pursuit Int_ntion) is 
stat_d as significant in th_ l_v_l of 5% alpha. In 
oth_r words, H0 is d_ni_d and H1 is acc_pt_d. In 
conclusion, Job Pursuit Int_ntion is significantly 
impact_d by Adv_rtising or by incr_asing th_ 
_mploy_r branding promotional strat_gy of 
Adv_rtising, Job Pursuit Int_ntion will also b_ 
incr_as_d in r_al cas_.  

c. t-T_st b_tw__n X3 (Word of Mouth ?ndors_m_nt) 
and Y (Job Pursuit Int_ntion) shows that tcount = 
1,799 whil_ ttabl_ �.� ��,05 ; r_sidual db = 85) is 
1,988. B_caus_ tcount is small_r than ttabl_, 1,799 < 
1,988 or th_ valu_ of sig t (0,000) < .� ����� th_n 
th_ impact of X3 (Word of Mouth ?ndors_m_nt) 
towards Y (Job Pursuit Int_ntion) is stat_d as 
insignificant in th_ l_v_l of 5% alpha. In oth_r 
words, H0 is acc_pt_d and H1 is d_ni_d. In 
conclusion, Job Pursuit Int_ntion is insignificantly 
impact_d by Word of Mouth ?ndors_m_nt or by 
incr_asing th_ _mploy_r branding promotional 
strat_gy of Word of Mouth ?ndors_m_nt, Job 
Pursuit Int_ntion will b_ incr_as_d but only in 
unr_al way. 

Bas_d on ov_rall r_sult, it can b_ conclud_d 
that ind_p_nd_nt variabl_s hav_ significant impact 
toward Job Pursuit Int_ntion simultan_ously and 
partially. Th_ calculat_d data also shows that from 
th_ thr__ of ind_p_nd_nt variabl_, Publicity is th_ 
most dominant variabl_ to impact Job Pursuit 
Int_ntion b_caus_ it has th_ bigg_st b_ta co_ffici_nt 
and th_ bigg_st tcount. 
 

4.5. Discussion 

4.5.1. D_scriptiv_ Analysis 

Publicity (X1) 

Publicity has nin_ it_m of stat_m_nts in th_ 
qu_stionnair_. From all of th_m, th_ high_st m_an 
scor_ is own_d by It_m X1.3 with th_ numb_r of 4,16 
and th_ stat_m_QW�RI�³3XEOLFLW\�FRQW_nts that shows 

working _nvironm_nt of FMCG Compani_s ar_ 
attractiv_ for m_´��7KLV�P_ans that if th_r_ ar_ mor_ 
p_opl_ who publish th_ir _xp_ri_nc_ of working 
_nvironm_nt in FMCG Compani_s to th_ int_rn_t via 
any social m_dia platform, th_ job pursuit int_ntion 
of Busin_ss Administration Und_rgraduat_s batch 
2013-2014 of Administrativ_ Sci_nc_ Faculty in 
Brawijaya Univ_rsity will b_ incr_as_d b_caus_ th_r_ 
ar_ a lot mor_ hon_st opinion and information. 

 
Adv_rtising (X2) 

Adv_rtising has tw_lv_ of stat_m_nts in th_ 
qu_stionnair_. From all of th_m, th_ high_st m_an 
scor_ is own_d by It_m X2.5 with th_ numb_r of 4,06 
and th_ stat_m_QW�RI�³6RFLDO�P_dia platforms that ar_ 
us_d by most of FMCG Compani_s ar_ _asy to 
acc_VV´��7KLV�VKRZV�WKDW�PRVW�RI�)0&*�&RPSDQL_s 
alr_ady und_rstand how to p_n_trat_ th_ µRQOLQ_ 
mark_W¶�RI�WK_ youth g_n_ration _sp_cially Busin_ss 
Administration Und_rgraduat_s batch 2013-2014 of 
Administrativ_ Sci_nc_ Faculty in Brawijaya 
Univ_rsity by using commonly-us_d social m_dia 
platforms and mak_ as _asy as possibl_ to acc_ss th_ 
information about comp_nsation and b_n_fit, car__r 
d_v_lopm_nt, and working _nvironm_nt. 

Word of Mouth ?ndors_m_nt (X3) 

Word of Mouth ?ndors_m_nt has nin_ it_m 
of stat_m_nts in th_ qu_stionnair_. From all of th_m, 
th_ high_st m_an scor_ is own_d by It_m X3.4 with 
th_ numb_r of 3,81 and th_ stat_m_QW�RI�³%XVLQ_ss 
Administration Und_rgraduat_s ar_ most lik_ly to 
talk about comp_nsation and b_n_fit th_y will g_t 
lat_r on if th_y work in FMCG Compani_V´��$ERY_ 
two it_ms of th_ Sourc_/Spok_-p_rson indicator, 
X3.4 shows that th_ most _ff_ctiv_ way to spr_ad 
good words is passing it through th_ coll_agu_s or 
classmat_s or _v_n stud_nt organizations. B_sid_s, 
talking about mon_y and comfortabl_ faciliti_s is 
always int_r_sting, _sp_cially for und_rgraduat_s or 
_v_n fr_sh-graduat_s. 

Job Pursuit Int_ntion (Y) 

Job Pursuit Int_ntion has nin_ it_m of 
stat_m_nts in th_ qu_stionnair_. From all of th_m, th_ 
high_st m_an scor_ is own_d by It_m Y9 with th_ 
numb_r of 4,08 and th_ stat_m_QW� RI� ³:RUNLQJ�

?nvironm_nt in FMCG Compani_s influ_nc_s my 
int_r_st to apply mys_lf and work th_r_´��7KLV�VKRZV�
that th_ most attractiv_ _mploy_r brand dim_nsion 
for Busin_ss Administration Und_rgraduat_s batch 
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2013-2014 of Administrativ_ Sci_nc_ Faculty in 
Brawijaya Univ_ULVW\��LV�µ:RUNLQJ�?nvironm_QW¶� 
 

4.5.2. Inf_r_ntial Analysis 

Th_ impact of Publicity (X1) towards Job 

Pursuit Int_ntion (Y) 

Bas_d on t-T_st r_sult, tcount with th_ numb_r 
of 5,447 with ttabl_ of 1,988 with th_ r_sult of th_ 
variabl_ of Publicity has an impact towards Job 
Pursuit Int_ntion. S__ing from th_ t significanc_ 
valu_ with th_ numb_r of 0,000 which is l_ss than th_ 
compar_d alpha (0,05) so that 0,000 < 0,05. Th_ 
r_s_arch_r conclud_s that Publicity has a significanc_ 
impact towards Job Pursuit Int_ntion. This r_sult 
match_s with a r_s_arch by St_v_n & Collins (2012). 
It said that firms or compani_s which ar_ abl_ to 
cr_at_ publicity about th_ir _mploy_r branding 
dim_nsions may r_c_iv_ th_ gr_at_st r_turn for th_ir 
inv_stm_nt in oth_r _arly r_cruitm_nt activiti_s. 
Publicity, in th_ cas_ of this r_s_arch, has th_ bigg_st 
influ_nc_ numb_r towards Job Pursuit Int_ntion of 
Busin_ss Administration Und_rgraduat_s in 
Administrativ_ Sci_nc_ Faculty of Brawijaya 
Univ_rsity. This confirms that FMCG Compani_s 
s__m to b_ abl_ to cr_at_ an ov_rall positiv_ f__ling 
toward th_m and th_ir job opportuniti_s through 
Publicity or hon_st opinion from _xp_ri_nc_d p_opl_. 
Publicity can also b_ an indir_ct inv_stm_nt for 
FMCG Compani_s to acquir_ mor_ qualifi_d tal_nts. 

Th_ impact of Adv_rtising (X2) towards Job 

Pursuit Int_ntion (Y) 

Bas_d on t-T_st r_sult, obtain_d is tcount with 
th_ numb_r of 2,762 with ttabl_ of 1,988 with th_ r_sult 
of th_ variabl_ of Adv_rtising has an impact towards 
Job Pursuit Int_ntion. S__ing from th_ t significanc_ 
valu_ with th_ numb_r of 0,007 which is l_ss than th_ 
compar_d alpha (0,05) so that 0,007 < 0,05. Th_ 
r_s_arch_r conclud_s that Adv_rtising has a 
significanc_ impact towards Job Pursuit Int_ntion. 
This r_sult aligns with a r_s_arch by Collins & 
St_v_ns (2012) that Adv_rtising was significantly 
r_lat_d to stud_QW¶V� S_rc_ption about th_ _mploy_r 
brand dim_nsions of th_ company and th_ job 
opportunity. This also sugg_sts that FMCG 
compani_s should b_ mor_ proactiv_ in h_lping 
stud_nts forming positiv_ impr_ssions about sp_cific 
dim_nsions by cr_ating mark_ting information and 
r_adily availabl_ through job postings, w_bsit_, and 
official social m_dia. Th_ g_n_ral charact_ristics of 
this r_s_DUFK¶V� U_spond_nts about common-us_d 

social m_dia to s__k job opportuniti_s can b_ th_ 
guid_ for FMCG Compani_s to d_t_rmin_ wh_r_ to 
publish th_ r_cruitm_nt information. According to 
K_ll_r (1993), this kind of _mploy_r branding 
promotional strat_gy may _ff_ct attitud_s dir_ctly 
through cont_nt which communicat_s a g_n_ral 
positiv_ m_ssag_ (to dir_ctly attract qualifi_d tal_nts 
to join th_ company), or at l_ast incr_asing th_ 
awar_n_ss or g_n_ral p_rc_ption of th_ company. 
B_sid_s, ads n__d to b_ innovat_d to b_ _ff_ctiv_, 
informativ_, and catchy, ind__d, consid_ring that, 
bas_d on Tabl_ 4 of Fr_qu_ncy Distribution Tabl_ of 
Adv_rtising (X2), th_ high_st m_an scor_ is own_d to 
It_m X2.8 saying that cont_nt arrang_m_nt and 
d_sign of th_ adv_rtis_m_nt publish_d by FMCG 
Compani_s has int_r_sting visualization for Busin_ss 
Administration Und_rgraduat_s. 

Th_ impact of Word of Mouth ?ndorsm_nt 

(X3) towards Job Pursuit Int_ntion (Y) 

Bas_d on t-T_st, obtain_d is tcount with th_ 
numb_r of 1,799 with ttabl_ of 1,988 with th_ r_sult of 
th_ variabl_ of Word of Mouth ?ndors_m_nt has an 
insignificant impact towards Job Pursuit Int_ntion. 
S__ing from th_ t significanc_ valu_ with th_ numb_r 
of 0,076 which is mor_ than th_ compar_d alpha 
(0,05) so that 0,076 > 0,05. Th_ r_s_arch_r conclud_s 
that Word of Mouth ?ndors_m_nt has an 
insignificanc_ impact towards Job Pursuit Int_ntion. 
Th_ impact is only 16% (r_gr_ssion b_ta 0,160).  
According to Coombs and Ross_ (1992) and May 
(1998), compani_s could d_v_lop clos_ r_lationship 
with k_y individuals at targ_t_d univ_rsiti_s to 
incr_as_ th_ chanc_ of Word of Mouth ?ndors_m_nt 
will occur, and finally us_ th_ b_n_fits to attract 
gr_at-pot_ntial tal_nts to join th_m. In th_ cas_ of this 
r_s_arch, FMCG Compani_s may not giv_ _nough 
chanc_ for th_ und_rgraduat_s or fr_sh-graduat_s of 
Busin_ss Administration D_partm_nt in 
Administrativ_ Sci_nc_ Faculty of Brawijaya 
Univ_rsity to join th_m. How_v_r, FMCG 
Compani_s s__m_d rar_ly to visit or do roadshows in 
Brawijaya Univ_rsity to s__k qualifi_d tal_nts 
dir_ctly or op_ning an _xhibition for th_ stud_nts to 
g_t clos_r to th_m. Pr_dict_d furth_r n_gativ_ impact 
is that most stud_nts may form n_gativ_ opinion on 
th_ir minds and it can pr_v_nt undiscov_r_d qualifi_d 
tal_nts from Brawijaya Univ_rsity (sp_cifically 
Busin_ss Administration of Administrativ_ Faculty) 
to apply to FMCG Compani_s. 
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Th_ simultan_ous LPSDFW� RI� _PSOR\_U�

EUDQGLQJ�SURPRWLRQDO�VWUDW_JL_V� (Publicity, 

Adv_rtising, and Word of Mouth 

?ndors_m_nt) towards Job Pursuit 

Int_ntion (Y) 

Bas_d on obtain_d Adjust R Squar_ valu_, it 
is stat_d that Publicity (X1), Adv_rtising (X2), and 
Word of Mouth ?ndors_m_nt (X3) hav_ th_ numb_r 
of 55,2% in influ_ncing Job Pursuit Int_ntion (Y), 
m_anwhil_ th_ r_st, 44,8%, ar_ influ_nc_d by oth_r 
unid_ntifi_d variabl_s outsid_ this r_s_arch. This 
r_sult shows that Fast-Moving Consum_r Goods 
Compani_s in Indon_sia can maintain th_ir ?mploy_r 
Branding Promotional Strat_gi_s quit_ w_ll in ord_r 
to incr_as_ th_ Job Pursuit Int_ntion of Busin_ss 
Administration Und_rgraduat_s of Administrativ_ 
Sci_nc_ Faculty in Brawijaya Univ_rsity. 

Th_ main obj_ctiv_ of _mploy_r branding ar_ 
_mploy__ r_t_ntion and tal_nt attraction. This 
r_s_DUFK¶V� IRFXV� LV� RQ� WK_ s_cond on_, tal_nt 
attraction. Having a wid_ _mploy_r branding 
promotional can also b_ a long-t_rm inv_stm_nt, in 
ord_r to hav_ qualifi_d tal_nts as th_ job applicants. 

 
5. CONCLUSION AND 

RECOMMENDATION 

5.1. Conclusion 

1. Simultan_ous impact of _ach ind_p_nd_nt 
variabl_ towards Job Pursuit Int_ntion is obtain_d 
by doing F-T_st. From th_ analysis r_sult, 
ind_p_nd_nt variabl_s hav_ a significant impact 
simultan_ously toward Job Pursuit Int_ntion. In 
conclusion, th_ hypoth_sis t_sting r_sult stat_d 
WKDW� ³VLPXOWDQ_ous impact of ind_p_nd_nt 
variabl_s towards Job Pursuit Int_QWLRQ´� LV�
acc_pt_d.   

2. To discov_r th_ impact of ind_p_nd_nt variabl_s 
in this r_s_arch partially, Publicity (X1), 
Adv_rtising (X2), Word of Mouth ?ndors_m_nt 
(X3), towards Job Pursuit Int_ntion (Y), th_ 
r_s_arch_r did t-T_st. Bas_d on th_ r_sult, th_r_ 
ar_ only two out of thr__ ind_p_nd_nt variabl_s 
which hav_ significant impacts toward Job Pursuit 
Int_ntion, th_y ar_ Publicity (X1) and Adv_rtising 
(X2). 

3. Word of Mouth ?ndors_m_nt (X3) is th_ only 
variabl_ that has insignificant impact towards Job 
Pursuit Int_ntion (Y). Looking up to Tabl_ 3.1 on 
pag_ 45-46, it sums up that th_ indicators of 
µ6SU_DGLQJ� *RRG� :RUGV¶� DQG� µ6RXUF_ / Spok_ 

p_UVRQ¶� U_garding Word of Mouth ?ndors_m_nt 
do not hav_ a significant impact towards job 
pursuit int_ntion of Busin_ss Administration 
Stud_nts Batch 2013-2014 of Administrativ_ 
Sci_nc_ Faculty in Brawijaya Univ_rsity. Th_y 
t_nd to trust th_ public opinion or hon_st opinion 
about Fast-Moving Consum_r Goods Compani_s 
and th_ _ffort of th_ company to promot_ th_ir 
_mploy_r branding through social m_dia by 
cr_ating catchy and informativ_ adv_rtising.   

4. Bas_d on th_ r_sult of t-T_st, obtain_d is that 
variabl_ of Publicity has th_ bigg_st valu_ of 
tcount and b_ta co_ffici_nt so that it can b_ 
consid_r_d as th_ strong_st impact compar_d to 
th_ oth_r ind_p_nd_nt variabl_s. In oth_r words, 
Publicity (X1) has a dominant influ_nc_ towards 
Job Pursuit Int_ntion (Y). In oth_r words, 
Busin_ss Administration Stud_nts Batch 2013-
2014 of Administrativ_ Sci_nc_ Faculty in 
Brawijaya Univ_rsity r_ally count on th_ writt_n-
_xpr_ssion, cr_dibility of information and hon_st 
opinion in th_ int_rn_t about comp_nsation and 
b_n_fit, working _nvironm_nt, and car__r 
d_v_lopm_nt of Fast-Moving Consum_r Goods 
Compani_s, in d_t_rmining th_ir dr_am 
workplac_. 

 

5.2. R_comm_ndation 

1. Publicity (X1) is th_ most dominant variabl_ of all 
in impacting Job Pursuit Int_ntion (Y), th_r_for_ 
Fast-Moving Consum_r Goods Compani_s may 
incr_as_ th_ quality of Publicity as on_ of th_ir 
?mploy_r Branding Promotion Strat_gy by 
k__ping an _xc_ll_nt impr_ssion in t_rms of 
comp_nsation and b_n_fit, working _nvironm_nt, 
and car__r d_v_lopm_nt for th_ _mploy__s so that 
th_y would writ_ it on social m_dia as a r_vi_w or 
writt_n-_xpr_ssion. In th_ futur_, qualifi_d-
young-applicants will find it as an hon_st opinion 
from p_opl_ insid_ th_ company to consid_r if th_ 
company is worth to fight for. Firms can also 
cr_at_ indir_ct promotional _v_nts such as Futur_ 
L_ad_r Comp_tition _tc. that can bring positiv_ 
output for th_ participants which ar_ mostly 
und_rgraduat_ stud_nts. 

2. R_lat_d to th_ charact_ristic of r_spond_nts, most 
of Busin_ss Administration Stud_nts of 
Administrativ_ Sci_nc_ Faculty in Brawijaya 
Univ_rsity us_ Link_dIn as th_ir main platform to 
find a job (67,4%) and Adv_rtising (X2) is also 
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has a significant impact towards Job Pursuit 
Int_ntion (Y), Fast-Moving Consum_r Goods 
Compani_s may incr_as_ th_ int_nsity of cr_ating 
and posting an ad on Link_dIn r_lat_d to job 
vacancy that is compl_t_d with h_lpful 
information r_garding th_ r_cruitm_nt proc_ss. 

3. Th_r_ ar_ mor_ chanc_s for Fast-Moving 
Consum_r Goods Compani_s to incr_as_ th_ word 
of mouth _ndors_m_nt promotion strat_gy among 
Busin_ss Administration Und_rgraduat_s in 
Administrativ_ Sci_nc_ Faculty of Brawijaya 
Univ_rsity, by doing mor_ of promotional _v_nts 
such as campus visit, roadshows, s_minar, and 
forum group discussion b_tw__n stud_nt 
organization and th_ firms its_lf so that th_ 
campus r_pr_s_ntativ_s would spr_ad th_ good 
words to th_ir fri_nds, also sharing good thoughts 
and impr_ssion about th_ r_lat_d compani_s in 
ord_r to incr_as_ Job Pursuit Int_ntion.  

4. To incr_as_ th_ numb_r of Word-of-Mouth 
?ndors_m_nt variabl_, FMCG Compani_s also 
can mak_ Alumni Conn_ction that aligns with 
stud_nt r_pr_s_ntativ_ from _ach univ_rsity to 
op_n mor_ company-univ_rsity conn_ction and do 
som_ promotional _v_nts or invit_ stud_nts 
r_pr_s_ntativ_ to a discussion or conf_r_nc_. 
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