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 This research aims to examine the influence of employer 
branding based on its aspects on turnover intention. The 
population was taken from employees at PT. YMPI Pasuruan at 

staff level, both permanent employees and contract employees 
(PKWT) using a quota purposive sampling technique with the 
Slovin formula with a margin of error of 0.05, obtained 68 
employees as sampling. The results of the regression analysis 

show that the probability value is less than 5% (p<0.05), which 
shows that all aspects of employer branding, including interest 
value, social value, economic value, development value and 
applicant value, have a significant effect on turnover intention. 
Likewise, partial testing resulted in the results that all aspects 
of employer branding have a negative and significant effect on 
turnover intention, which means that the higher the effect of 
employer branding, as well as the aspects therein, the more it 
can reduce employee turnover intention. So it can be concluded 
that interest value, social value, economic value, development 
value, and applicant value simultaneously or partially have a 
negative and significant effect on employee turnover intention 
at PT. YMPI, both permanent employees and contract 
employees or prospective employees. 
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1. INTRODUCTION  

Various studies on human resource management related to brands provide the view that 

employees also have an important role in creating a company image in the eyes of the 

public. Companies also try to overcome competition to get the best employees, therefore 
quite a lot of companies implement a strategy known as Employer Branding, which is 

seen as effective in retaining competent employees in the company, or keeping employees 

loyal to the company (Benraïss-Noailles & Viot, 2021). Consideration of using the 

employer branding strategy in HR management is deemed to be effective, considering that 

the recruitment process to get qualified prospective employees who meet the company's 
needs also requires a long process and the costs are also quite high, and if the company 

often recruits due to high turnover then in addition causing inefficiencies and also 

disrupting the production process which has an impact on company performance (Chiu 
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et al., 2020). Highhouse (Evrina & Wulansari, 2022; Hidayat, 2023), explains the 

importance for company management to focus more on employee socio-emotional 

assessments as a predictor of actual behavior during work activities for both existing 

(permanent) employees and prospective employees (contract employees or PKWT ) as well 

as job applicants. This process is related to strategies on how to make the company 
attract the attention of job seekers and psychologically retain employees who are already 

working. Research presented by (Ilyas et al., 2019) suggests that a company's inability to 

find prospective employees who are competent, and meet the criteria of the company's 

needs and are loyal can affect the company's performance. This means that employees 

are an important asset and are strategic partners for the company (Evrina & Wulansari, 
2022), so that HR management in general can be said to be an important factor that 

contributes to the success or failure of the company. 

Likewise in the company PT. YMPI in Pasuruan, as a company that produces 

various types of musical equipment such as saxophones, recorders, pianos and many 

others, is a subsidiary of the Yamaha Corp company in Japan. It has a turnover problem 

at YMPI from 2019 to 2021 which is relatively stable with the number of turnovers 
included in high category 15.3% so that the employer branding approach is used as a 

strategy that is considered effective in reducing turnover intention, which in 2022 the 

results of this tactical step can reduce turnover to reach 9.8%. So the HR management at 

PT YMPI assumes that this strategy is seen as being able to prevent turnover or in other 

terms reduce the emergence of employees' intention to turnover (turnover intention). The 
impact of this turnover has led to an increase in human resource management costs 

(Robbins, S.P and Judge, 2013). So turnover intention can be said to be an employee's 

desire to leave or quit or move to another company that is seen as providing better 

results. The decision to leave begins with intention, so the growth of intentions for 

turnover needs to be studied and measured to prevent the emergence of employee 

intentions to decide to stop working or turnover (Runtu, 2020). This is also in accordance 
with the research views of (Caputo et al., 2023) which states that turnover intention has 

a negative impact on employee work morale and has the potential to cause disruption to 

the work processes of other employees. (Rozsa et al., 2019), also explained that employee 

turnover is seen as having the impact of increasing costs, disrupting company functions 

and operations, and potentially increasing work accidents, thereby reducing the quality 
of service to customers. Because from previous research, it is widely known and 

documented that employees who expressed their desire to quit or leave work were to look 

for work in another company that was considered better in terms of income and 

environmental conditions of the company. So this research was conducted with the aim 

of testing and describing Employer Branding from all aspects including turnover at PT. 

YMPI Pasuruan. So it is important to carry out this research in order to predict the 
potential for workforce changes that will cause bottlenecks in the production process. 

Apart from that, it is important for companies to retain employees by creating branding 

and branding as an evaluation tool to measure the level of attention and relationship 

between management and employees. 

2. RESEARCH METHOD  

This descriptive quantitative research approach collects data from the employee 

population at PT Yamaha Musical Products Indonesia (PT. YMPI) in Pasuruan, East Java, 

which has a total employee population of 3,647 people. Meanwhile, this research took a 

sampling of employees at staff level who had permanent employee status and two-year 

contract employees at supervisor level. Sampling was carried out using a non-probability 

approach using a quota purposive sampling technique, with a sample size using the 
Slovin method, with a margin of error of 0.05 so that the total sampling for this study 
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was 68 people. The sampling number was taken from several departments, including 

HRD, Production, PPIC, Marketing, and Engineering. 

Data was collected using a questionnaire with a scale model prepared using the 

MPVI (Meta Program Value Inventory) approach, namely questions designed with short 

sentences (proximity) that have socio-emotional content. The scale was prepared by 
taking indicators that had fairly good reliability, and the questionnaire was taken by 

translating and modifying the language. On the scale of studying employer branding, the 

indicators in the employer branding variable are taken from (Nanjundeswaraswamy et al., 

2022), while the questionnaire is taken and modified from the research scale of (Caputo 

et al., 2023). Then on the turnover intention scale it is measured as a predicted variable 
measured using a Likert model scale which is translated from the turnover intention 

scale from (Bothma & Roodt, 2013) and developed by (Hurlbutt, 2021; Ike et al., 2023). 

Data analysis was carried out using descriptive quantitative statistics, through regression 

analysis techniques and inferential analysis using the SPSS 20.0 program. 

3. RESULTS AND DISCUSSIONS  

Leader at PT. YMPI, especially in the HRD department, almost always provides various 
formal and informal training to help all employees to be able to achieve targets, improve 

careers and position positions through various aspects of assessment. This is carried out 

specifically for contract employees (PKWT) by providing training and knowledge to 

contract employees during the contract period so that they can be appointed as 

permanent employees, however up to 85% of contract employees quite a lot fail, the hope 
of carrying out this recruitment is actually constrained by the implementation of a 

company culture that hopes to have multiskilled employees, so efforts are made to retain 

PKWT employees by extending contract periods and preventing turnover. Of all PKWT 

employees who approach the contract limit every month, around 1-5 people. After 

conducting an in-depth study, it was discovered that the obstacles were that employees 

felt pressured by the demands of company culture (not workload), were hampered by the 
process of adapting to the work environment, and were less comfortable in carrying out 

work tasks. Furthermore, from the research data collected, it can be described as 

employees of PT. The YMPI respondents in this research were employees of PT. YMPI in 

Pasuruan, 47% of whom are between 32-37 years old, and 39.7% are between 27-32 

years old; and 13.2% of respondents were aged between 37-42 years. Judging from the 
background of the age group, it can be seen that the respondents are of productive age 

who work as permanent employees or contract employees. 

The educational background of the employees who were respondents in this 

research was 39.7% undergraduate, and 35.3% of respondents had a diploma 3 

educational background, from secretarial, public relations and computer study programs. 

Apart from that, 14.7% of respondents were employees with a bachelor's educational 
background who had a skills certificate, such as in the HRD finance department, had a 

Brevet AB certificate, in the engineering department had a K3 certificate, and in several 

other departments, apart from a bachelor's degree, skills certificates were also supported, 

such as public speaking and others. Apart from that, 10.3% of respondents had a 

postgraduate education background, almost all of the respondents in this section held 
senior staff positions even though there were respondents who still had contract 

employee (PKWT) status. 

Table 1. Work period and employee status 

Period of employment 
PKWT employees 

Permanent 
employees 

Amount % Amount % 

More than 2 years 12 46.2 21 50.0 
Between 1-2 years 3 11.5 9 21.4 
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Less than 1 year 11 42.3 12 28.6 

Total 26 100.0 42 100.0 
Source: research data (SPSS Output) 

Data on length of service in terms of employment status in the table shows that 

46.2% of PKWT employees have worked for more than 2 years or entered into a second 

work contract, but there are also 42.3% of PKWT employees who have worked for less 
than 1 year. Then for permanent employees, 50% of respondents had a service period of 

more than 2 years, and 28.6% had less than 1 year, and 21.4% of respondents had a 

service period of between 1 year and 2 years. Permanent employees with a working period 

of less than 1 year are initially contract employees (PKWT), who pass the selection test for 

permanent employee recruitment. So he was appointed as a permanent employee even 
though his work period was less than 1 year. 

Table 2. Validity and reliability test results of predictor variables 

Employer Branding Scale Corrected item 
Cronbach's 

α 

1. Understand the mission and values of the company. 0.342 - 0.442 

0.874 

2. Implement and collect regular feedback 0.282 - 0.356 

3. Form measurable goals and targets 0.435 - 0.557 
4. Ensure internal branding and external branding run in 

harmony 
0.288 - 0.576 

5. Form and implement EVP (Employee Value 

Proposition). 

0.534 - 0.561 

6. Communicate clearly and consistently with workers 0.394 - 0.644 
7. Bringing the team into groups 0.545 - 0.634 

Source: research data (SPSS Output) 

The results of the validity test of the measuring instrument, namely the employer 

branding scale with a total of 38 statements, each indicator constructed from several 

statements all have a validity coefficient value of more than 0.217 so that all the items 
used as a construct for each indicator are completely valid. Then the Cronbach's alpha 

reliability test results obtained a value of 0.874 (α>0.70), which means the employer 

branding scale used in this research is classified as reliable. Meanwhile, the turnover 

intention scale used in this study was taken and is a translation of the scale used in 

Hurlbutt (2021) and Ike, Ugwu, and Enwereuzor (2023) research, which is a scale that is 
said to be standardized, so in this study the validity test for this scale is not The 

summary results of its validity are presented, while the reliability is known to be 0.962 
(α>0.70) which can be said to be reliable. As for the indicators of the scale turnover 
intention It can also be seen from potential turnover as in the following table. 

Table 3. Potential turnover intention 

Core indicators Turnover Intention 
Turnover Potential 

Tall Currently Low 

Attitude toward 
Absence 84.6 62.8 8.3 
Violation 15.4 32.6 33.3 
Work passion 0.0 4.7 58.3 

Subjective norms 
Absence 92.3 51.2 16.7 
Violation 7.7 46.5 66.7 
Work passion 0.0 2,3 16.7 

Perceived control 

Absence 76.9 9.3 0.0 

Violation 23.1 86.0 75.0 

Work passion 0.0 4.7 25.0 

Source: research data (SPSS Output) 

Dataturnover intention Examining the turnover potential based on each indicator, 

it can be seen that in the aspect of attitude toward behavior, in terms of symptoms of 
absenteeism, 84.6% of employees who have a high level of absenteeism have a high 

potential for turnover. 33.3% of disciplinary violations in this indicator have low turnover 

potential, while 58.3% of the symptoms of decreased work enthusiasm have relatively low 
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turnover potential. Subjective Norm indicators are an employee's ideas or perceptions 

regarding the trustworthiness of other people who are seen as having authority, 

experience, or exceeding themselves so that they can be used as a reference for doing or 

not doing something for consideration (Sagita et al., 2018). In this indicator, it is known 

that the aspect of employee absenteeism which is high at 84.6% has the potential for 
turnover which is also high. Meanwhile, aspects of disciplinary violations of 66.7% and 

decreased work enthusiasm of 16.7% as a rationale or normative perspective have low 

turnover potential. On indicatorsperceived control according to Fisbein and Ajzen 

(Rehatta,et.,al, 2022), that perception is related to employees' views about the possibility 

of various obstacles when carrying out an action. This aspect provides an illustration of 
considering internal constraints, namely when deciding on turnover, he will experience 

financial difficulties or difficulty getting a new job. From this aspect, the most dominant 

symptom can be observed from violations of discipline. 86% of employees who have a 

moderate turnover potential, and 76.9 symptoms of absenteeism can still be observed as 

behavioral symptoms that are classified as high in employees who have turnover 

intentions, and 75% of employees who have a low turnover potential. shows symptoms of 
disciplinary violation behavior. In turnover intention, the objective norm, which is 

characterized by a high level of absenteeism by employees with high turnover potential 

(92.3%), is a form of reaction to the social pressure felt by employees to continue or quit 

work by considering various opinions from the environment, both in work environment 

and outside work such as family and friends (Hidayat, 2022; Marthinus, 2020; Rehatta et 
al., 2022). 

In the aspect of perceived behavioral control, it is the employee's perception of the 

level of ease and difficulty in making behavioral decisions when the employee feels he has 

the desire to leave his job. Fishbein (Lim, 2022) explains that perceived behavioral control 

is part of the assessment process that employees perceive about their opportunities to be 

able to control various factors that are seen as capable of facilitating or limiting 
intentions to leave work related to specific situations, such as the presence of another 

company that can accommodate or accept himself 

 

Figure 1. Linearity of employer branding aspects with turnover intention 
Source: research data (SPSS Output) 

The graph above shows that employer branding which is felt to be very beneficial 

for employees can be felt by 38.5% of employees who have low turnover intention, and 

4.7% of employees who have sufficient turnover can feel the benefits of employer 

branding carried out by the company. Then employer branding that is felt to be useful or 
can be said to be enjoyable can be felt by 60% of employees who have sufficient turnover 

intention, and 46.2% of employees who have low turnover. It can be said that employer 

branding which is felt to be able to provide benefits and create comfort for employees can 

be felt by employees who have low and sufficient turnover intention. Likewise, on the 
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other hand, employer branding which is less beneficial or less enjoyable is felt by 75% of 

employees whose turnover intention is relatively high, and 32.6% of employees who have 

quite strong turnover, and it is also known that 16.7% of employees who feel employer 

branding are felt. unpleasant and unhelpful followed by employees with high turnover. 

From the cross-analysis data as shown in the graph, it can be understood that employer 
branding that is appropriate or hits the targets designed by the company is assumed to 

be able to create a pleasant working environment and provide a job satisfaction effect on 

all employees, thereby forming employee commitment and loyalty. According to (Runtu, 

2020), employer branding itself basically has two objectives; namely, it is carried out so 

that employees feel happy carrying out work activities and as a selection process for new 
employees, in which case the company assesses the employee's ability to adapt to their 

environment and work and retains employees who are deemed competent. In this graph, 

it is also known that there is a linear relationship between the level of employer branding 

and turnover intention, which illustrates that the better the employer branding, the more 

linear the negative relationship with turnover intention is of 1.3%. 

Furthermore, from the results of the descriptive analysis presented, it is 
necessary to test hypotheses to make decisions regarding the influence of employer 

branding from each indicator, each of which is a pattern created by the company and 

needs to be measured how big its impact is on employee turnover intentions. The results 

of this analysis were tested using multiple linear regression analysis as summarized 

below. 

Table 4. Results of linear regression test analysis 

Employer branding Indicator t Sig. 
F 

Change 
Sig. F 

Change 

(Constant) 9,721 0,000   

Interest Value -1,724 0.042 

11,923 0,000 

Social Value -3,819 0,000 

Economic Value -3,149 0.008 

Development Value -2,753 0.034 

Applicant Value -1,724 0.012 

Source: research data (SPSS Output) 

The negative t value for each indicator in the employer branding variable shows 

that there is a negative influence on the turnover intention variable, which means that a 

lower employer branding will be followed by an increase in turnover intention, and vice 
versa. If employer branding is higher or better, this will be followed by a decrease in 

internal turnover. The F value of 11,923 with a probability of 0.000 (p<0.05) shows that 

simultaneously all indicators of employer branding which include Interest Value, Social 

Value, Economic Value, Development Value, Applicant Value have an effect on employee 

turnover intentions. 

Furthermore, the results of the analysis of hypothesis testing on each indicator 
can be seen as a value of -1.724 at df2= 62 with a significance level of 0.05. The t table 

value is 1.672 (-1.672) which means t> -1.672 with a probability of 0.042 (p <0.05) which 

means there is a significant negative influence between interest value as employer 

branding onturnover intentionemployee.The hypothesis with a negative value also 

provides an illustration that the better employer branding in the interest value aspect will 
be followed by the lower employee turnover intention. A value of -3.819 at df2= 62 with a 

significance level of 0.05 obtained a t table value of 1.672 (-1.672) which means t>-1.672 

with a probability of 0.000 (p<0.05) which means there is a significant negative influence 

between social value as employer branding on employee turnover intention. The 

hypothesis with a negative value also provides an illustration that the better employer 

branding in the social value aspect will be followed by the lower employee turnover 
intention. A value of -3.149 at df2= 62 with a significance level of 0.05 obtained a t table 

value of 1.672 (-1.672) which means t>-1.672 with a probability of 0.008 (p<0.05) which 

means there is a significant negative influence between economic value as employer 
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branding on employee turnover intention. The hypothesis with a negative value also 

provides an illustration that the better employer branding in the economic value aspect 

will be followed by the lower employee turnover intention. The results of this analysis are 

in accordance with research presented by Rozsa et al., (2019) which proves that if 

employees' needs are met financially, their intention to leave or change their workplace 
will be low. A value of -2.753 at df2= 62 with a significance level of 0.05 obtained a t table 

value of 1.672 (-1.672) which means t>-1.672 with a probability of 0.034 (p<0.05) which 

means there is a significant negative influence between development value as employer 

branding on employee turnover intention. The hypothesis is proven with a probability 

value of less than 5% according to research by (Kashyap & Verma, 2018) proves that 
there is a negative influence of the development value aspect on turnover intention, 

where employees are described as being more able to survive if the company provides 

opportunities and possibilities for developing their work career and competence. A value 

of -1.724 at df2= 62 with a significance level of 0.05 obtained a t table value of 1.672 (-

1.672) which means t>-1.672 with a probability of 0.012 (p<0.05) which means there is a 

significant negative influence between applicants value as employer branding on 
employee turnover intention. The negative hypothesis value shows that the better the 

employer branding in the application value aspect, the lower employee turnover intention 

will be. 

The negative influence test results can also be known and supported by 

calculating the coefficient of determination value which multiplies the standardized value 
of the Beta coefficient with the zero order (Pearson) correlation value as in the following 

table. 

Table 5. Analysis of Determination Coefficient 

 

Standardβ Correaltions R Square 

Interest Value -0.457 -0.202 0.092 
Social Value -0.535 -0.688 0.368 
Economic Value -0.138 -0.359 0.050 
Development Value -0.272 -0.677 0.184 

Applicant Value -0.149 -0.238 0.035 
R2 value 

  
0.730 

Source: research data (SPSS Output) 

The R2 value of 0.730 shows that employer branding is able to contribute to 
turnover intention of 73%, so it can be said that the high and low turnover potential is 

related and can be influenced by employer branding which is accepted by employees as 

providing benefits and fun. The results of the analysis of calculating the coefficient of 

determination can also explain each indicator, and it is known that social value (0.368), 

which means social value is able to make an effective contribution to turnover intention 

of 36.8%. This can be interpreted as that employer branding is seen as being able to 
reduce the potential for turnover among PT employees. YMPI was 36.8%. Furthermore, it 

ranked second in the development value aspect (0.184), which means that development 

value is able to make an effective contribution to reducing turnover intention by 18.4%, 

which can also be interpreted as meaning that the development value aspect of employer 

branding is able to prevent or reduce turnover at PT. YMPI. It is also known that the 
aspect with the smallest coefficient of determination (0.035), namely applicant value, has 

a contribution to reducing turnover intention by 3.5%, in this aspect applicants are 

managed by a certain group of employees who have an interest in using branding media, 

which means that almost the majority of employees at PT. YMPI lacks interest in actively 

managing branding media, both those provided conventionally and in digital media. 

The results of this research also found evidence of the simultaneous influence of 
the construct of each aspect of employer branding on turnover intention, with a 

probability value of 0.000 (p<0.05), which means that employer branding and all its 

aspects influence turnover intention. This is also studied in the research of (Wulandari & 
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Oktaviani, 2020), who explain that employer branding refers to a number of steps by a 

company to communicate with existing employees and prospective employees (PKWT 

employees) that the company where they work is It is an ideal place that many people are 

interested in another as a place to work. Employer branding, according to (Benraïss-

Noailles & Viot, 2021), is used by companies to create identity and performance as a 
strategy to achieve the company's vision as planned in human resource management. 

(Hardy et al., 2020), also explain that employer branding can be said to be a 

comprehensive process of the company's strategy in communicating with all working 

employees, both permanent employees, work contract employees and prospective 

employees, which gives the impression that the company they work for is is the best 
company and is the hope of many job seekers. Likewise at PT. YMPI Pasuruan employer 

branding is a process to create a unique identity and company values that differentiate 

PT. YMPI with other companies. 

The evidence of this research also supports the report by (Pernanda et al., 2023), 

which states that employer branding influences turnover intention, and employer 

branding is needed as a company strategy to create employee loyalty and reduce 
turnover. In research by (Bussin & Mouton, 2019; Pernanda et al., 2023; Wulandari & 

Oktaviani, 2020), which uses employer branding as an employee retention strategy. The 

researchers also explained several steps to improve employer branding as were the steps 

taken at PT. YMPI, the company management first developed a value proposition that was 

introduced to prospective employees (PKWT) and permanent employees. Then the 
company develops a value proposition by utilizing information about company culture, 

management principles and styles, current job descriptions, current employee qualities, 

and the values introduced to employees as a basis for creating the impression that the 

company where they work is a good company. which is considered good. Then the next 

process is PT. YMPI offers parties outside the company that the company has attractive 

value propositions as a place to apply for jobs to achieve employee recruitment targets; 
and the YMPI company makes commitments or promises through internal employer 

branding by involving employees as part of the company culture at PT. YMPI. 

The results of this proven hypothesis test analysis can also explain that employer 

branding is in principle very necessary, because it can be a medium that reflects the 

condition of the company. (Bussin & Mouton, 2019), provide an overview of employer 
branding, how a company tries to make its company an identity and something to be 

proud of, so that the public or other people hope to work for the company. This is as 

done at PT. YMPI focuses on employer branding strategies for employees and prospective 

employees (PKWT) and the job-seeking community. So for PT. This YMPI strategy is an 

ongoing challenge to find ways to retain existing employees and reduce turnover, as well 

as finding ways to make employees feel connected to the company where they work 
(engaged). This has the same description as research by Saad, Sudin, and Shamsuddin 

(2018), that when employees feel bound and dependent on the company, employees will 

improve their performance and have no intention of leaving the company or leaving their 

workers or moving to another company. A similar thing was concluded in research by 

Rehatta, et., al (2022), which stated that employer branding has an influence on 
employee engagement and turnover intention, all three of which are correlated with each 

other. (Rehatta et al., 2022), as well as (Kristianto & Handoyo, 2020), provide an 

illustration that employer branding has a role in building engagement, through efforts to 

increase employee trust and confidence that the company where they work can provide 

the best life as long as employees are able to work optimally. (Azmy et al., 2023), stated 

that employee branding is a strategy for managing the employer's organization to improve 
communication and interaction capabilities with all employees and prospective 

employees, as well as with external parties, both past, present and in the future. 
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4. CONCLUSION 

Research that takes a population of employees at staff and supervisor level at PT. YMPI 

Pasuruan examines employer branding strategies as a management step to retain 

employees by predicting the emergence of intentions to move to another company or 

turnover intention. The research instrument uses the employer branding scale developed 
by (Caputo et al., 2023; Nanjundeswaraswamy et al., 2022) and the turnover intention 

scale measurement developed by (Bothma & Roodt, 2013; Ike et al., 2023) to predict 

potential turnover. The results of this research show that employer branding has a 

significant effect on employee turnover intention at PT. YMPI. Acceptance of the 

hypothesis in this research can conclude that employer branding influences turnover 
intention, which if employer branding is received very well or provides benefits for 

employees, it will be able to reduce the potential or reduce employees' intention to 

turnover. It can also be concluded that the social value and development value aspects 

are able to make the biggest contribution to turnover intention, although all aspects such 

as interest value, economic and application value also influence and make a significant 

contribution to turnover intention. 
The managerial implication of the results of the study in this research for 

companies operating in both the service and manufacturing sectors is that they can 

maintain their company's performance competency internally as well as development 

value and economic value through an employer branding strategy that is able to 

encourage employees to develop their potential and increase their job satisfaction. 
Companies still need to review the effectiveness of strategies in managing innovative 

employer branding for their employees so that they can remain as loyal workers and do 

not want to move to become employees in other companies. 

The limitations of this research are limiting the aspects or factors that can be 

used as predictors to describe potential turnover, so it does not examine several aspects 

that can actually be used as reasons for employees to turnover other than branding 
factors carried out by the company, such as acculturation factors and work stress due to 

the rotation system implemented by the company. 
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