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PENERAPAN KOMUNIKASI EMPLOYER ATTRACTIVENESS PADA 

GENERASI MILENIAL DI INSTAGRAM (STUDI KASUS PT FLIPTECH 

LENTERA INSPIRASI PERTIWI) 

DEA SYIFA ANANDA 
 

ABSTRAK 
 
Saat ini, perusahaan mulai kesulitan dalam mencari karyawan potensial yang sesuai 

dengan kebutuhan. Terlebih pasar tenaga kerja dipenuhi oleh generasi milenial yang 

sudah melek teknologi. Karena itu perusahaan membutuhkan penerapan 

komunikasi employer branding yang sesuai dengan nilai-nilai daya tarik karyawan 

potensial (employer attractiveness) untuk mendapatkan talenta di pasar tenaga 

kerja. Penelitian ini mendeskripsikan bagaimana penerapan komunikasi employer 

attractiveness Flip pada generasi milenial melalui media sosial Instagram dengan 

username @lifeatflip_id. Penelitian ini menggunakan pendekatan kualitatif dengan 

metode studi kasus deskriptif. Temuan menunjukkan bahwa penerapan komunikasi 

employer attractiveness memprioritaskan development value, social value, dan 

terakhir economic value. Hasil penemuan juga menunjukkan bahwa penyampaian 

4C secara konteks, komunikasi, kolaborasi, dan komunikasi dalam media sosial 

sudah disampaikan melalui berbagai bentuk fitur Instagram dengan baik. Terdapat 

temuan yang  menunjukkan bahwa generasi milenial justru lebih melihat economic 

value lebih dominan dikarenakan penyampaian 4C pada economic value di media 

sosial Instagram Flip mudah dimengerti dan sesuai dengan cara berkomunikasi 

generasi milenial.  Namun secara keseluruhan, penerapan komunikasi employer 

acttractiveness Flip di media sosial ini ternyata sinergis dengan nilai-nilai employer 

attractiveness para generasi milenial yang kemudian menjadikan Flip sebagai 

tempat kerja impian (employer of choice). 

 

Kata Kunci: Employer Branding, Employer Acttractiveness, Komunikasi 
Pemasaran, Media Sosial Instagram, Flip. 
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IMPLEMENTATION OF EMPLOYER ATTRACTIVENESS 

COMMUNICATION TO THE MILLENIAL GENERATION ON INSTAGRAM 

(CASE STUDY OF PT FLIPTECH LENTERA INSPIRASI PERTIWI) 

DEA SYIFA ANANDA 
 

ABSTRACT 

Currently, companies are starting to find it difficult to find potential employees that 

fit their needs. Moreover, the labor market is filled with millennials who are already 

literate in technology. Therefore, companies need to apply employer branding 

communication that is in accordance with the values of the attractiveness of potential 

employees (employer attractiveness) to win talent in the labor market. This study 

describes how the application of employer attractiveness Flip communication to the 

millennial generation through Instagram social media @lifeatflip_id. This research 

uses a qualitative approach with a descriptive case study method. The findings show 

that the application of employer attractiveness communication communicated 

prioritizes development values, social values, and finally economic values. The 

findings also show that the delivery of 4C in context, communication, collaboration, 

and communication on social media has been well conveyed through various forms 

of Instagram features. The findings also show that the millennial generation sees 

economic value more dominantly because the delivery of economic value on 

Instagram Flip social media is easy to understand and in accordance with the way 

the millennial generation communicates. However, overall, the application of Flip's 

employer activeness communication on social media turns out to be synergistic with 

the values of the millennial generation's employer attractiveness which then makes 

Flip a dream workplace (employer of choice). 

Keywords: Employer Branding, Employer Attractiveness, Marketing 
Communication, Social Media Instagram, Flip. 
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