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ABSTRACT: This study aims to develop and 

empirically validate a theoretical model examining 

the determinants of employer branding intentions, 

while simultaneously evaluating the impact of these 

intentions on enhancing students' job performance 

and personal value affirmation. Grounded in a 

robust theoretical foundation, nine research 

hypotheses are formulated to elucidate the 

concurrent effects of subjective factors (comprising 

initial perception and attitude, career motivation, 

personal experience, skills and knowledge, and 

career values) and objective factors (encompassing 

family, higher education institutions, peer networks 

and social relations, and corporate recruiters) on the 

behavioral intentions of students at Trade Union 

University. Furthermore, academic year and major 

are integrated into the framework as control 

variables to clarify the underlying mechanisms 

driving employer branding intentions, thereby 

proposing strategic implications to help students 

cultivate a professional image and optimize their 

individual value in the labor market. 
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I. INTRODUCTION 

Employer branding is conceptualized as a 

continuous sequence of strategic activities designed 

to position an organization’s unique image and 

distinctive values, thereby attracting and managing 

talent to establish a sustainable competitive 

advantage (Backhaus & Tikoo, 2004). This concept 

serves not only as a core component of strategic 

human resource management but also as a 

fundamental value commitment that all 

organizations - ranging from multinational 

corporations to small and medium - sized enterprises 

(SMEs) must prioritize (Ambler & Barrow, 1996; 

Sullivan, 2004). Cultivating a unique brand 

attractiveness not only enables firms to secure a 

dominant position within the labor market but also 

directly drives business performance and enhances 

innovation capabilities (Edwards, 2010; Wilden et 

al., 2010). Empirical evidence indicates that efforts 

to communicate employment value propositions are 

positively correlated with the recruitment of high-

quality human resources, while clearly 

demonstrating the organization's commitment to 

each candidate's career development trajectory 

(Backhaus, 2016). 

According to Masood (2018), the ultimate objective 

of employer branding is to build a competitive 

advantage, optimize recruitment costs, and amplify 

organizational attractiveness to the younger 

workforce. By effectively communicating core 

values to shape positive attitudes among university 

students - who represent the critical talent pipeline 

of the future - organizations can concurrently 

mitigate talent shortages, cultivate a professional 

work environment, foster employee retention, and 

drive sustainable productivity. Within the broader 

human resource development ecosystem, students' 

behavioral intentions operate as the central nexus 

connecting various stakeholders. Consequently, this 

study proposes an integrated framework examining 

the subjective and objective determinants 

influencing these behavioral intentions, aiming to 

strengthen the strategic linkages among higher 

education institutions, students, and the corporate 

community.

 

II. THEORETICAL FOUNDATION 
 

 

In the contemporary landscape of an increasingly 

competitive and volatile labor market, personnel 

recruitment has evolved from a routine functional 

activity into a critical strategic tool that directly 

dictates human resource quality and organizational 

competitiveness. According to Aguinis (2013), 

recruitment entails the systematic process of 

identifying and attracting qualified individuals to 
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fulfill organizational staffing needs in a timely 

manner by optimizing both the quantity and quality 

of the applicant pool. Complementing this 

perspective, Breaugh (2008) emphasizes that 

recruitment can be conceptualized as a strategic 

communication process through which an 

organization proactively transmits signaling cues 

regarding its core values, organizational culture, and 

work environment to attract the most person-

organization fit candidates. 

Consequently, recruitment serves not only as the 

baseline of the employment relationship but also as 

the primary gateway to operationalizing employer 

branding strategies. Through targeted recruitment 

activities, the symbolic attributes and psychological 

commitments of the organization are translated into 

concrete experiential realities, thereby shaping 

candidates' cognitive perceptions and professional 

expectations from the earliest stages of their career 

trajectory. 

From a strategic positioning standpoint, employer 

branding plays a pivotal role in establishing 

differentiation and enhancing organizational 

attractiveness within the external labor market. In 

the context of emerging Asian economies, Phung et 

al. (2023) argue that an employer brand represents 

the distinct image and reputation of an organization 

specifically in its capacity as an "employer," which 

operates independently from its corporate identity as 

a product or service provider. This alignment 

strongly resonates with the seminal approach of 

Ambler and Barrow (1996), who define the 

employer brand as the holistic package of 

functional, economic, and psychological benefits 

identified with the employing organization. 

On this basis, employer branding is operationalized 

as a continuous process of co-constructing, 

maintaining, and communicating this employer 

value proposition (EVP) to target audiences, aiming 

to both attract top-tier external talent and reinforce 

internal employee engagement (Sullivan, 2004). 

Empirical evidence from recent industry reports in 

transitional markets (Talentnet Group, 2023; 

VietResearch, 2024) further underscores that 

strategic employer branding has become a core 

pillar of modern human resource management, 

driving labor productivity and organizational 

resilience amid systemic market fluctuations. 

Within this interactive framework, students' 

intentions to construct an employer brand reflect 

their strategic awareness and psychological 

readiness to shape a professional identity that aligns 

with shifting market expectations. Under the lens of 

the Theory of Planned Behavior (TPB), behavioral 

intention serves as the direct proximal predictor of 

actual behavior, driven by three core antecedents: 

attitude toward the behavior, subjective norms, and 

perceived behavioral control. Applied to the current 

research context, whether students form and sustain 

employer branding intentions depends not only on 

their intrinsic awareness of their professional utility 

but is also heavily contingent upon their immediate 

social environment and their level of self-efficacy 

regarding identity management. 

Ultimately, if recruitment constitutes the operational 

foundation and branding represents the strategic 

positioning objective, then the intention to build an 

employer brand acts as the critical intermediary 

"bridge" that translates cognitive awareness into 

goal-directed behavioral action. However, this 

transformative process does not occur in a vacuum; 

rather, it is governed by a complex matrix of 

underlying determinants. Therefore, 

comprehensively identifying the full spectrum of 

these influencing factors and their underlying 

structural mechanisms provides a robust empirical 

foundation for evaluating the current landscape and 

proposing targeted interventions to enhance future 

graduates' employer branding capabilities. 

Determinants of Students' Employer Branding 

Intentions 

Employer branding intentions do not emerge in 

isolation; rather, they are the product of a 

convergence of multi-dimensional factors. In this 

research framework, these determinants are 

conceptually categorized into subjective and 

objective groups to elucidate the reciprocal 

interaction between students' intrinsic characteristics 

and external environmental stimuli along the 

trajectory of shaping such behavioral intentions. 

Subjective Determinants of Students' Employer 

Branding Intentions 

- The influence of self-awareness and 

attitudes toward employer branding 

Self-awareness encapsulates the depth of students' 

understanding regarding their cognitive capabilities, 

career preferences, value systems, and personal 

limitations. High levels of self-awareness enable 

undergraduate students to accurately identify and 

strategically integrate their core competitive 

advantages into professional portfolios, maintaining 

a consistent presence across digital professional 

networks. This realistic and consistent positioning 

not only optimizes their visibility and accessibility 

to prospective corporate recruiters but also fosters a 

highly favorable attitude toward proactive personal 

brand management. 

- The influence of career motivation and 

professional goals 

Career motivation embodies the need for 

achievement, the aspiration for status affirmation, 

and strategic orientations for future professional 
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development. Students driven by robust career 

motivation typically possess a forward-looking 

perspective regarding the added value yielded by 

employer branding; consequently, they demonstrate 

a higher propensity to allocate personal resources 

and overcome psychological barriers to actively 

engage in skill enhancement initiatives and practical 

experience accumulation. Ultimately, this functions 

as an intrinsic driver that sustains the continuity and 

long-term viability of candidate positioning 

endeavors. 

- The Influence of personal experience and 

self-efficacy 

Personal experience and self-efficacy constitute two 

deeply interconnected pillars that work in tandem to 

actualize behavioral intentions. While practical 

experiences derived from internships, project 

management, or active participation in student 

organizations provide objective empirical evidence 

of competence, self-efficacy yields the core 

psychological resources necessary for learners to 

confront challenges within the recruitment 

environment. The synergy between an extensive 

experiential background and psychological 

resilience not only sharpens the overarching brand 

message but also amplifies individual proactivity, 

empowering students to confidently experiment with 

novel positioning strategies and translate intentions 

into manifest actions to affirm their value to 

prospective recruiters. 

- The Influence of personal skills and 

knowledge: The integration of personal skills and 

knowledge serves as a necessary and sufficient 

condition to comprehensively shape students' self-

positioning capabilities. Specialized knowledge 

enables learners to grasp dynamic market trends and 

practical industry benchmarks, whereas digital 

capabilities and soft skills function as operational 

vehicles to translate these intrinsic values into 

tangible outcomes manifested through polished 

professional portfolios and compelling interview 

performance. 

- The Influence of individual career values:  

Career values represent the framework of core 

beliefs and strategic orientations that students 

pursue throughout their professional trajectories. 

Individuals with well-defined career values typically 

perceive employer branding as an indispensable 

mechanism for actualizing their personal and 

professional ideals. Value clarity transforms the 

personal brand into a concrete manifestation that 

reflects the intrinsic capabilities and aspirations of 

the learner; conversely, value ambiguity often 

induces a state of apathy regarding proactive self-

positioning within the labor market. In essence, 

career values function as a foundational intrinsic 

driver, rendering the personal brand a "mirror" that 

fully captures the ultimate ideals and competence 

toward which each learner strives. 

Objective Determinants of Students' Employer 

Branding Intentions 

- The Influence of the Family Ecosystem 

The family functions as a foundational objective 

factor, exerting a profound and long-term shaping 

influence on students' employer branding intentions. 

As the primary agent of socialization, the family 

environment is instrumental in constructing an 

individual's core value systems, personality traits, 

and foundational career orientations. Viewed 

through the lens of Social Learning Theory 

(Bandura, 1977), human behavioral and cognitive 

tendencies are systematically developed through the 

observation, modeling, and internalization of 

behavioral patterns exhibited by highly influential 

figures within their immediate environment—

wherein parents and family members serve as 

primordial role models. Consequently, the 

professional ethics, lifelong learning mindsets, and 

social interaction patterns internalized by students 

from the family domain collectively constitute their 

occupational worldview, directly governing how 

they perceive their own capabilities and formulate 

strategic professional positioning strategies within 

the labor market. 

- The Influence of the Institutional 

University Environment: 

The university serves as a critical objective 

determinant, exerting a structural orienting influence 

on the formation and development of students' 

employer branding intentions. Within the higher 

education landscape, learners do not merely 

accumulate disciplinary knowledge capital but are 

also equipped with core skill sets, professional 

values, and experiential learning opportunities 

essential for navigating their transition into the labor 

market. Viewed through the lens of Ecological 

Systems Theory formulated by Bronfenbrenner 

(1979), the institution is positioned as a 

microsystem that interacts directly and continuously 

with an individual's cognitive, attitudinal, and 

behavioral trajectories. Accordingly, curriculum 

quality, the academic ecosystem, pedagogical 

methodologies, career guidance policies, and 

university-industry networks collectively constitute 

pivotal environmental stimuli that directly catalyze 

students' strategic intentions to proactively manage 

their professional identity and cultivate their 

personal employer brand. 

- The Influence of Peers and Social 

Networks: 

In the digital era, peer networks and social media 

platforms function as pivotal objective determinants 
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that directly catalyze students' employer branding 

intentions. The higher education ecosystem - 

comprising peer groups, student clubs, and online 

interactive communities - not only profoundly 

influences career orientation mindsets but also 

shapes individual cognitive frameworks regarding 

the self-management of future professional 

reputation. Through digital interactions and 

continuous information exchange, this network 

establishes guiding subjective norms, prompting 

learners to proactively employ impression 

management strategies and construct digital 

portfolios to optimize their attractiveness to 

prospective recruiters within the labor market. 

- The Influence of Enterprises and 

Employers:  

Enterprises and employers serve as decisive 

objective determinants, directly impacting students' 

employer branding intentions. Viewed through the 

lens of Signaling Theory, the modalities through 

which organizations communicate their corporate 

culture, core values, and selection criteria constitute 

pivotal market signals that deeply shape learners' 

perceptions and motivation to develop their 

professional identity. Systematic transparency and 

professionalism within talent acquisition processes 

clarify for students that personal competitive 

advantage is not purely predicated on academic 

credentials but is rather determined by practical 

execution capabilities and holistic adaptability. 

Consequently, corporate positioning strategies 

operate as a market-driven mechanism, compelling 

students to proactively structure and cultivate their 

personal brands to optimally align with the 

pragmatic expectations of the labor market.  

 

III. PROPOSED RESEARCH MODEL 

AND HYPOTHESES 

3.1. Research Hypotheses 

This study examines the influence of two major 

categories of determinants—subjective and 

objective factors—on the formation of employer 

branding intentions among undergraduate students 

within the Faculty of Human Resource 

Management at Trade Union University. 

Specifically, the subjective dimension comprises 

five foundational pillars: (1) awareness and 

attitudes, (2) motivation and goals, (3) experience 

and self-efficacy, (4) skills and knowledge, and (5) 

career values. The research group posits that these 

five subjective factors exert a positive impact on 

students' employer branding intentions, as the 

enhancement of individual awareness and 

experiences effectively establishes clear motivation 

and goals for learners.  

Concurrently, the objective dimension is driven by 

four external forces: family, the university 

environment, peers/social networks, and 

enterprises/employers. These factors interact 

dynamically to construct a supportive foundation 

and mutually catalyze behavioral intentions. 

The proposed research model is established upon a 

rigorous theoretical foundation, drawing upon and 

extending the pioneering works of Ajzen (1991), 

Rampersad (2008), and Gorbatov et al. (2019). 

Within this framework, Ajzen’s (1991) Theory of 

Planned Behavior (TPB) serves as the central 

analytical anchor, systematically elucidating the 

mechanism through which attitudes, subjective 

norms, and perceived behavioral control interact to 

shape individual behavioral intentions. Adapting 

this theoretical groundwork, the current study does 

not merely treat extrinsic environmental influences 

and the institutional university environment as 

passive contextual elements; rather, it positions 

them as strategic catalysts that directly drive 

cognitive formation and robustly activate employer 

branding intentions within the student community. 

Furthermore, this study integrates the personal 

branding perspective of Rampersad (2008), who 

underscores the core importance of self-awareness 

capabilities, personal value systems, and self-

development strategies in the process of 

establishing a professional identity. Building upon 

this theoretical foundation, the study positions the 

cluster of intrinsic student characteristics—

comprising awareness, career motivation, 

proactivity, and self-positioning capabilities—as 

central determinants that directly influence 

employer branding intentions. Additionally, the 

work of Gorbatov et al. (2019) serves as a critical 

theoretical baseline to assert that personal branding 

does not operate in a vacuum; rather, it is 

continuously co-constructed through dynamic 

interactions between the individual, the social 

context, and the organizational environment. This 

rationale rigorously reinforces the simultaneous 

integration of both subjective and objective factors 

(represented by environmental contextual elements 

and institutional university structures) into the 

model, thereby providing a comprehensive and 

multi-dimensional reflection of the forces driving 

students' behavioral intentions. Based on the 

proposed research model and the aforementioned 

theoretical arguments, the research hypotheses are 

formulated to test the relationships between these 

determinants and students' employer branding 

intentions as follows: 

Hypothesis 1 (H1): Subjective (intrinsic) factors 

have a significant positive impact on students' 
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employer branding intentions. 

Hypothesis 1.1 (H1.1): Self-awareness and 

attitudes toward employer branding have a 

significant positive impact on students' employer 

branding intentions. 

Hypothesis 1.2 (H1.2): Career motivation and 

professional goals have a significant positive 

impact on students' employer branding intentions. 

Hypothesis 1.3 (H1.3): Personal experience and 

self-efficacy have a significant positive impact on 

students' employer branding intentions. 

Hypothesis 1.4 (H1.4): Personal skills and 

knowledge have a significant positive impact on 

students' employer branding intentions. 

Hypothesis 1.5 (H1.5): Individual career values 

have a significant positive impact on students' 

employer branding intentions. 

Hypothesis 2 (H2): Objective (extrinsic) factors 

have a significant positive impact on students' 

employer branding intentions. 

Hypothesis 2.1 (H2.1): Family factors have a 

significant positive impact on students' employer 

branding intentions. 

Hypothesis 2.2 (H2.2): The institutional university 

environment has a significant positive impact on 

students' employer branding intentions. 

Hypothesis 2.3 (H2.3): Peer networks and social 

relationships have a significant positive impact on 

students' employer branding intentions. 

Hypothesis 2.4 (H2.4): Corporate recruitment 

signaling and market demands have a significant 

positive impact on students' employer branding 

intentions 

3.2. Proposed Research Model 

Based on the research hypotheses, the proposed 

model of factors influencing students' employer 

branding intentions includes a total of 10 observed 

variables. Among these, 9 independent variables 

are CN, NN, HQ, KN, GT, GĐ, NT, XH, and DN, 

which belong to 2 major categories: subjective 

factors and objective factors; 1 dependent variable 

is the employer branding intention (YD) (Figure). 

 

 

 

 

 
 

Figure 1: Proposed Research Model 

 

IV. CONCLUSION 

The study proposes a model examining the 

impacts of subjective and objective factors on 

employer branding intentions, as well as the 

subsequent effects of these intentions on enhancing 

job performance and affirming students' self-worth. 

The framework delineates these determinants into 

two primary categories: Subjective Factors 

(comprising self-awareness and attitudes, career 

motivation, personal experience, skills and 

knowledge, and career values) and Objective 

Factors (encompassing family, the university, peers 

and social networks, and enterprises and 

employers). Furthermore, the study incorporates 

academic year and major as control variables in 

promoting employer branding intentions, aiming to 

enhance the professional image and personal value 

of Trade Union University students within the labor 

market. 
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