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Abstract

This study examines the influence of organizational attractiveness, career
development, and social media on the job application intentions of Generation Z in the
Bangkok Metropolitan Region. Using a quantitative approach, data were collected from 400
final-year undergraduate students via questionnaire and analyzed through descriptive

statistics and multiple regression analysis.

The results indicate that all factors are rated at a high level overall (mean = 3.81),
with social media scoring highest, followed by career development and organizational
attractiveness. Hypothesis testing reveals that organizational attractiveness, career
development, and online media communication have a statistically significant positive
influence on job application intentions at the 0.05 level, while user-generated content and

word-of-mouth show no significant effect.

The findings highlight the role of the Theory of Planned Behavior (TPB) in explaining
Generation Z job application intentions and provide practical guidance for developing
recruitment strategies and employer branding aligned with the expectations of the modern

workforce.

Keywords: Organizational Attractiveness, Career Development, Social Media, Job Application
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