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 Social media is an important element in the digital recruitment 
process. Digital recruitment no longer only means recruiters 
assessing applicants, but also developing its function for 
applicants to do personal branding and assess companies. The 

urgency of this research arises because there is a need to 
understand how job applicants behave and market themselves 
on social media and how it affects person-organization fit in the 
company. This research aims to fill the research gap by knowing 
the digital behavior of job applicants in building personal 
branding on social media and its impact on the perception of the 
fit of their own values with the intended company. This research 
method uses a quantitative approach with a survey method. 
Sampling was carried out using the purposive sampling 
technique to 200 job applicants in the city of Surabaya who had 
or were applying for jobs and were actively using professional 
social media such as LinkedIn. The analysis was carried out 
with SPSS through validity and reliability tests, descriptive 
analysis, Pearson correlation, and multiple linear regression. 
This research is expected to make a theoretical and practical 
contribution in understanding the influence of personal 
branding development on the Person-Organization Fit felt by 
applicants in digital recruitment. In addition, the results of this 
research are also expected to be a reference in the development 

of effective personal branding strategies for applicants as well as 
social media-based employer branding and digital recruitment 
strategies for companies. 
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1. INTRODUCTION 

In this digital era, social media has developed so quickly as a tool for interaction and 
communication between individuals (Perez et al., 2023). The development of social media 

has brought major changes to daily life, including a more efficient job search process 
(Mowbray & Hall, 2021). Job applicants can get a variety of information regarding open jobs 

simply by scrolling through social media pages (ElMenawy & Saleh, 2023). In conditions 

of fierce competition in the labor market, social media not only serves as a source of 
information but also as an effective platform for applicants to build personal branding 
(Wijaya et al., 2023). This shows that the recruitment process is increasingly developing 

where applicants are not only assessed from formal documents, but also from 
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information spread on social media (Ruparel et al., 2023). Social media has been widely 

used by HR departments to recruit and select by checking the background of job 
applicants (Hoover et al., 2025).  

According to (CareerBuilder, 2025)as many as 70% of recruiters actively search 

for candidates based on personal social media as part of the selection process. By 

examining applicants' social media activities, recruiters can make an initial assessment 

of applicants (Sallach et al., 2024). One of the most frequently used platforms in this 

process is LinkedIn. In Indonesia, LinkedIn users continue to show an increase, with 
data in July 2022 reaching 22.07 million and as many as 26 million users in 2024 

showing that the platform is becoming an important tool for professionals to promote 

themselves (Nur & Okviosa 2022;DataReportal, 2024). LinkedIn hosts a professional 

community, as well as a place where the recruitment process involving recruiters and job 

applicants takes place.  
Assessing job applicants through social media can benefit some people, but can 

harm others (Hoover et al., 2025). Where not all applicants have a broad understanding 

of the assessment of social media activities conducted by recruiters (Saadaoui & 

Belmouffeq, 2023). This includes knowing how effective the role of personal branding is 

and how influential the digital footprint is on recruiter perception. This can create a gap 

between the applicant's self-perception and the company's assessment (Vosen, 2021). In 
addition, this phenomenon can pose challenges for applicants who are competent but 

less active in utilizing social media optimally (Harirchian et al., 2024). Meanwhile, 

companies tend to look more at applicants who stand out digitally, not solely because of 

their professional competencies (Hosain, 2023). Applicants who are trying to do personal 

branding also have challenges to balance with authenticity of self-quality which can look 
inconsistent if not done with the right strategy (Brouer et al., 2022). 

As the use of social media develops, the recruitment process is not only one-way. 

In addition to being used by companies to assess applicants, social media is now also 

used by applicants to access more widely the reputations of various (Thang & Trang, 

2024). For example, the wide variety of opinions, experiences, and views of 

workers/former workers that are widely available on various social media platforms are 
key factors in influencing an individual's intention to apply for a job. So now companies 

also use social media as an important platform to show the company's image, values and 

culture that they uphold (Santos et al., 2023). Notably, most companies actively operate 

social media to attract and recruit potential job applicants (Oudat & Bakas, 2023). This 

makes social media an important factor in helping applicants match their personal 
character and values to the company of interest. Person-Organization Fit for job 

applicants can serve to maximize job performance, work engagement, and employee 

retention (Chen et al., 2024). 

The researcher took respondents in Surabaya, because in addition to Surabaya 

occupying the position as the second largest economic and business center after Jakarta, 

the city of Surabaya is also one of the cities with the largest labor base in Indonesia, 
reaching 1.62 million people or around 70.49% of the Labor Force Participation Rate 

based on the Central Statistics Agency (2024). The urgency of this research arises from 

the need to understand the behavior of job applicants in seeking out organizations and 

marketing themselves on social media, and how these behaviors impact their level of self-

fit with the company. With the development of the current digital era, not only companies 

assess, but job applicants also have the opportunity to assess how the company has 
principles that fit them (Thang & Trang, 2024). With the development of digital-based job 

search patterns, job applicants are increasingly active in building personal branding and 

showing positive behavior on social media (Wijaya et al., 2023). 

Although previous studies have discussed the influence of social media behavior 

and personal branding on job opportunities (Vosen, 2021;Marin & Nilă, 2021) most still 
separate these two aspects from the discussion of the applicant's fit with the 
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organization. In addition, studies that examine employer branding tend to focus more on 

organizational attractiveness or job pursuit intention, rather than how employer branding 
relates to applicants' digital behavior and self-presentation strategies in forming Person-

Organization Fit. So previous research rarely integrated social media behavior, digital 

personal branding, employer branding exposure, and Person-Organization fit in one 

framework, especially in the perspective of applicants.  

Studies in the Indonesian context that have different cultural characteristics and 

digital behaviors are still limited, especially from the perspective of job applicants (Wijaya 
et al., 2023;Bisri Mustofa et al., 2022; Husna et al., 2021). The majority of research in 

Indonesia addresses these variables separately, so there is a gap in understanding how 

applicants simultaneously evaluate their suitability and the company they want to target 

only through social media interactions. This gap shows the need for research that 

integrates these variables in a single analytical model to provide a more comprehensive 
understanding of the process of forming cultural conformity through social media. 

This research is also relevant considering the increasing number of labor force 

and the importance of matching applicants' personal values with companies. According 

to Robert Walters (2024), 65% of professionals have left a job due to a mismatch with a 

company. Person-Organization Fit does not only affect comfort in the workplace, but also 

affects life and psychological well-being (Jung et al., 2024). Therefore, this research is 
needed to understand how applicants and companies can find value fit in the digital 

recruitment process through interaction on social media. 

2. RESEARCH METHOD 

This study uses the purposive sampling technique, which is a respondent selection 

technique based on specific criteria relevant to the focus of the research (Etikan et al., 
2016). The sample taken is a job applicant domiciled in the city of Surabaya. The city of 

Surabaya was chosen because it is the city with the second highest population density in 

Indonesia (Badan Pusat Statistik). Based on data from GoodStats (2023), professional 

social media users such as LinkedIn in Indonesia are dominated by the 25-34 age group 

with 16 million users and followed by the 18-24 years old age group with 6.6 million 

users. Therefore, the author selected applicants with an age range of 20-35 years who 
actively use social media (such as LinkedIn or Instagram) to build personal branding and 

find information about the company. Since there is no specific information about the 

number of these age groups in Surabaya, the author uses estimates based on the 

number of productive ages according to BPS. To calculate the minimum number of 

samples required, the authors used the guidelines provided by Hair et al., (2019) who 
recommend the minimum sample is calculated by at least 10 times the number of 

indicators used in the mode. The author has compiled as many as 23 indicators, so that 

the minimum sample needed is 230 respondents.   

 

 

 

 

Figure 1. Research model 
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2.1 Data Collection and Analyst Techniques 

The author collected data by distributing questionnaires online through Google 
Form to respondents. The questionnaire consisted of demographic data, social media 

usage behavior, personal branding practices on social media, and also perceptions of the 

company’s cultural fit and organizational attractiveness. Each question will be given a 

linear scale of 1 – 5 (1 = strongly disagree, 5 = strongly agree). This scale was chosen 

because it can provide optimal balance. In addition, the 5-point scale is also widely used 

in social science research which allows respondents to show approval and disagreement 
without causing confusion (Kusmaryono et al., 2022). In the context of this study, the 5-

point scale is considered quite sensitive to find out the difference in the intensity of 

applicants' behavior in using social media as a personal branding tool and in evaluating 

the company through the information they get. Meanwhile, according to the OECD 

(2013), using a scale above 5 will be able to provide more burden and extra effort for 
respondents when filling out the survey.  

The collected data will be analyzed using the SEM-PLS. The first stage will be a 

validity and reliability test to test the accuracy of the research instrument 

(questionnaire). Next, a descriptive analysis will be carried out to describe the 

characteristics of respondents and variables. The next stage is the Pearson correlation 

test to see the relationships between variables. The last stage will be a multiple linear 
regression analysis to test the influence of applicants' social media behavior and personal 

branding on Person-Organization Fit. 

3. RESULTS AND DISCUSSIONS 

3.1 Measurement 

Inferential statistics for SEM-PLS are determined through convergent validity to 

review their validity in a convergent manner. The items to be deleted by the researcher 
are items with a value of ≤ 0.7. The indicators removed by the researchers were X2.1 of 

the social behavior variable due to -0.040 ≤ 0.7; X5.1 of P-O Fit due to 0.606 ≤ 0.7; and 

X5.4 from P-O Fit because ≤ 0.7. So that the researcher removed it in order to meet the 

reliability of the model equation construct in the SEM-PLS criteria. 
 

Table 3. Outer Loading Value after Item Removal 

 
Organizational 

Appeal 
P-O Fit 

Social 
Media 

Behavior 

Perception of 
Social Media 

Impact 

Personal 
Digital 

Branding 

PDB2     0,862 
PDB3     0,863 
PDB4     0,900 

PDB5     0,884 
SMB2   0,857   
SMB3   0,894   
SMB4   0,790   

SMB5   0,947   
PSMI1    0,813  
PSMI2    0,852  
PSMI3    0,866  

PSMI4    0,843  
OA1 0,802     
OA2 0,832     
OA3 0,881     

OA4 0,812     
PO FIT2  0,845    
PO FIT3  0,836    
PO FIT 5  0,880    

PDB1     0,739 
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Based on the results of table 2, it can be concluded that all existing indicators 

have met the criteria to be analyzed at the next stage, namely discriminant validity before 
entering the other stages of data extraction in SmartPLS 3. 

 

3.2 Validity and Reliability 

Table 4. Average Variance Extracted (AVE) Value 

  Cronbach's Alpha rho_A 
Composite 

Reliability 

Average Variance 

Extracted (AVE) 

Organizational Appeal 0,852 0,859 0,900 0,693 
P-O Fit 0,815 0,828 0,890 0,729 

Social Media Behavior  0,895 0,902 0,928 0,763 
Perception of Social Media 
Impact 

0,865 0,865 0,908 0,711 

Personal Digital Branding 0,904 0,910 0,929 0,725 

Convergent reliability and validity tests are carried out to ensure that each 

construct in the research model has good internal consistency and is able to represent 
the measured variables appropriately. Based on the results of the analysis using the 

SmartPLS 3 application, all constructs used in this study, including Organizational 

Attractiveness, P–O Fit, Social Media Behavior, Social Media Impact Perception, and 

Personal Digital Branding, showed excellent Cronbach's Alpha and Composite Reliability 

(CR) values. Cronbach's Alpha values range from 0.815 to 0.904, while Composite 

Reliability values range from 0.890 to 0.929. Both sizes have exceeded the minimum 
recommended limit of 0.70 (Hair et al., 2017), so it can be concluded that each construct 

has high internal reliability. This means that the indicators used to measure each latent 

variable show a strong and reliable level of consistency. 

Furthermore, the results of the convergent validity test shown by the Average 

Variance Extracted (AVE) value also showed very satisfactory results. The AVE value for 
each construct is in the range of 0.693 to 0.763, which is entirely higher than the 

minimum limit of 0.50 (Fornell & Larcker, 1981). This condition suggests that more than 

50% of the variance of indicators can be explained by the latent constructs being 

measured, so that the indicators are truly able to reflect the concepts they represent. 

Thus, the measurement model in this study can be stated to have good convergent 

validity. Overall, the results of this convergent reliability and validity test show that the 
entire research construct has met the statistical criteria required in the Partial Least 

Squares Structural Equation Modeling (PLS-SEM) analysis. The research instruments 

used can be declared reliable and valid, so they are feasible to be used at the structural 

model analysis stage to test the relationship between latent variables in this study. 

 
3.3 Hypothesis Testing  

In the hypothesis test, what was tested was the influence between latent variables, 

and the analysis was carried out using bootstrapping so that the path coefficients value 

was obtained. The relationship model will be attached to direct influence and indirect 

influence. The model will be reviewed in the sub-section below.  

 

a. Direct Impact Analysis 

Table 5. Bootstrapping SmartPLS 3 Direct Influence 

  
Original 
Sample (O) 

Sample 
Mean (M) 

T Statistics 
(|O/STDEV|) 

P 
Values 

Organizational Attractiveness -> P-O Fit 0,179 0,181 1,753 0,080 

Social Media Behavior - > Organizational 
Attractiveness 

0,502 0,509 5,989 0,000 

Social Media Behavior - > Perception of Social 
Media Impact 

0,635 0,636 10,779 0,000 

Social Media Impact Perception -> P-O Fit 0,519 0,519 5,394 0,000 
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Personal Digital Branding -> Organizational 
Attractiveness 

0,323 0,322 4,384 0,000 

Personal Digital Branding -> Perception of Social 

Media Impact 
0,280 0,281 4,121 0,000 

 

From table 5, it was found that Organizational Attractiveness had no effect on P–

O Fit. The relationship between Organizational Attractiveness and P–O Fit resulted in a 
path coefficient of 0.179, with a statistical T-value of 1.753 and a p-value of 0.080. 

Although the direction of influence was positive, this result was not significant at a 

significance level of 0.05. This means that a person's perception of an organization's 

attractiveness does not necessarily directly increase his or her person–organization fit. In 

other words, even if an organization seems attractive to an individual for example, 

because of its reputation, facilities, or values it does not automatically make the 
individual feel truly a good fit and in line with the organization.  

The pathway between Social Media Behavior and Organizational Attractiveness 

showed a coefficient value of 0.502, with a statistical T value of 5.989 and a p-value of 

0.000. This shows that activities on social media are a reflection of a person's values and 

personality. When behavior on social media reflects integrity, professionalism, and a 
spirit of collaboration, the individual is likely to see organizations that share similar 

values as an attractive place to join. Thus, social media behavior plays an important role 

in building a positive image of the organization. 

In addition, the results further showed that social media behavior had an effect 

pada perception of social media impact. This path shows a coefficient value of 0.635, with 

a statistical T of 10.779 and a p-value of 0.000, indicating a very significant positive 
influence. These results illustrate that people who actively use social media responsibly 

tend to have a more constructive view of the function of social media. They see social 

media not only as a means of entertainment, but also as a space for social interaction 

that is valuable and useful for self-development and organization.  

Another test results showed that Social Media Impact Perception had a significant 
effect on P–O Fit with a coefficient value of 0.519, a statistical T value of 5.394, and a p-

value of 0.000. These findings mean that individuals who value social media as a means 

of building healthy social and professional relationships are more likely to feel like a good 

fit for an organization that also values those values. In other words, a positive perception 

of social media strengthens the harmony of values between individuals and organizations 

(value congruence), which ultimately increases P–O Fit. 
The next hypothesis shows that Personal Digital Branding has an effect on 

Organizational Attractiveness. This path shows a coefficient value of 0.323, with a 

statistical T of 4.384 and a p-value of 0.000, which means that there is a significant and 

positive direct influence. Individuals who are able to display a professional and valuable 

digital identity will be better able to recognize and appreciate organizations that have the 

same reputation and values. Thus, personal digital branding acts as an entrance for 
individuals to assess and be interested in a particular organization. 

The relationship between Personal Digital Branding and Social Media Impact 

Perception showed a coefficient of 0.280, with a statistical T of 4.121 and a p-value of 

0.000, which means that it has a positive and significant effect. This shows that the 

stronger a person's digital identity — for example through educational, consistent, and 

authentic content — the greater his or her belief that social media has a constructive 
social impact. This perception ultimately reinforces positive values in social and 

organizational interactions. 

Overall, these findings are in line with many international studies on cybervetting 

and social media screening that can make applicants' digital footprints a major factor in 

building digital first impressions (Vosen, 2021; Sallach et al., 2024). Previous research 
has found that recruiters tend to consider applicants' social media behavior and 

applicants' personal digital branding as a symbol of professionalism, self-quality, and 
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ability (Hoover et al., 2025). The significant influence of social media behavior and digital 

personal branding on the perception of social media impact in this study supports the 
argument that digital first impressions are easier to observe online than traditional 

recruitment. However, the insignificance of organizational attractiveness with Person-

Organization Fit is inversely proportional to some studies on Employer Branding, 

indicating that attractiveness alone cannot affect memorable digital interactions.  
 

b. Indirect Influence Analysis 

In this analysis, there are 4 hypotheses stated in the context of the indirect 
influence on 5 latent variables that have been compiled by the researcher. So here are 

the results: 

 
Tabel 6. Bootstrapping SmartPLS 3 Indirect Influences 

  
Original 
Sample (O) 

Sample 
Mean (M) 

T Statistics 
(|O/STDEV|) 

P Values 

Social Media Behavior -> 
Organizational Attractiveness -> P-
O Fit 

0,090 0,091 1,650 0,099 

Personal Digital Branding -> 
Organizational Appeal -> P-O Fit 

0,058 0,059 1,560 0,119 

Social Media Behavior -> Social 
Media Impact Perception -> P-O Fit 

0,330 0,331 4,567 0,000 

Personal Digital Branding -> Social 
Media Impact Perception -> P-O Fit 

0,145 0,146 3,356 0,001 

 

The results showed that although the direction of the relationship is positive, the 

results have not yet reached a significance level of 0.05. This means that increasing 

individual positive behavior on social media does have the potential to strengthen the 

perception of organizational attractiveness, but it has not been strongly proven to 
increase compatibility between individuals and organizations. This illustrates that 

individuals who are active and positive in social media may begin to pay attention to the 

reputation and image of the organization in the digital space, but the attractiveness of the 

organization has not been a factor that convincingly increases their feeling of fit with the 

organization. In other words, organizational attractiveness ineffective mediation role in 
bridging the influence of social media behavior on P–O Fit. 

The next results show that this value has also not reached the significance limit of 

0.05, so it can be concluded that the indirect influence of Personal Digital Branding on P-

O Fit through Organizational Attractiveness is not significant. These results show that 

even though individuals have a strong digital image and identity, they have not been able 

to consistently increase the perception of organizational attractiveness which then leads 
to increased conformity with the organization. In other words, individuals with good 

personal branding may have a positive image in the digital space, but they may not 

necessarily consider a particular organization to be an ideal place for them just because 

the organization seems attractive. This condition indicates that organizational 

attractiveness is not the main bridge that connects one's digital identity with a sense of 
fit for the organization's values and culture. 

In contrast to the previous two tracks, the indirect relationship between Social 

Media Behavior and P–O Fit through Social Media Impact Perception showed very strong 

results. The path coefficient value of 0.330, with a statistical T of 4.567 and a p-value of 

0.000, showed that this indirect influence was significant at the 99% confidence level. 

These results illustrate that the more a person is able to use social media responsibly 
and productively, the more likely they are to value social media as a space that provides 

social benefits. This positive perception creates harmony between personal values and 

organizational values, so that P–O Fit increases. Thus, Social Media Impact Perception 
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has proven to be a powerful mediator in bridging the relationship between social media 

behavior and individual compatibility with the organization. 
The latest results show that this pathway also has a significant indirect influence, 

with a coefficient value of 0.145, a statistical T value of 3.356, and a p-value of 0.001. 

This shows that individuals who are able to build a professional, consistent, and positive 

self-image in the digital world usually have a constructive view of social media. They see 

social media as not just a means of self-promotion, but also a forum to provide social 

benefits and expand the network of positive values. This perception then gives rise to a 
sense of fit with the organization, especially organizations that have the same values, 

such as openness, collaboration, and social responsibility. 

From an indirect perspective, these findings extend previous international 

research on digital footprints by using the impact of social media perception as the main 

influence that makes digital first impressions can develop into Person-Organization Fit. 
Although previous social media cybervetting studies focused on the recruiter's side, this 

study shows evidence that applicants also actively use social media as a marker of 

whether the company is aligned with their values (Sallach et al., 2024; Hoover et al., 

2025). The significant mediating role of social media impact perception suggests that 

sustainable and consistent digital interactions can be more influential in building a fit 

with the company than organizational attractiveness alone. This contributes to a global 
literature that highlights applicant-centric recruitment processes in building digital fit.  

4. CONCLUSION 

This study examines how job applicants' social media behavior and digital personal 

branding affect the perception of social media impact, organizational attractiveness, on 

Person-Organization Fit in the context of digital recruitment. Through a quantitative 
approach and SEM-PLS analysis, this study provides important insights into how 

applicants use social media to form the alignment of their personal values with the 

company. Of the ten hypotheses tested, there were seven valid hypotheses and three 

invalid hypotheses. This study proves that social media behavior and digital personal 

branding have a significant effect on how applicants perceive social media impact media 

in the recruitment process. Applicants who are more active in using and interacting 
through social media professionally tend to view social media as an important medium 

for assessing companies, building relationships, and understanding workplace culture. 

The perception of the impact of social media plays an important role in improving Person-

Organization Fit and also as a significant mediator in the relationship between social 

media behavior and digital personal branding to P-O Fit.  
Meanwhile, the variables of organizational attractiveness directly or indirectly 

have no effect on Person-Organization Fit. Organizational attractiveness influenced by 

social media behavior and digital personal branding does not result in a higher P-O Fit. 

This shows that viewing a company as attractive is not enough for applicants to feel 

aligned with their values. Compatibility with the company will appear when applicants 

feel the functional and informational value of social media in the digital recruitment 
process.  Overall, this study wants to provide the view that digital recruitment is not a 

one-sided process. Not only companies, applicants also have access to evaluate 

companies through social media. So, this study contributes theoretically how the role of 

social media behavior, digital personal branding, and Person-Organization Fit are 

interconnected in a single unit. In addition, this study can also play a role in being a 

reference for job applicants to form professional behavior and build a positive image in 
social media.  

Based on these findings, this study contributes to providing a deeper 

understanding of "digital first impressions" and Person-Organization fit that applicants 

feel. So that future research can explore Digital First Impressions that can develop over 
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time and how continuous interaction on social media can affect perceived suitability and 

applicants' assessment from the beginning. Further research can also discuss more 
broadly from this topic regarding cultural suitability, industry type, platform 

characteristics, for Person-Organization Fit adjustments. By optimizing Digital First 

Impressions as a dynamic and interactive process, future research can develop theories 

and practices for digital recruitment strategies in the context of Person-Organization Fit.   
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