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Abstract
The digital revolution in the domain of Human Resource Management has impacted 
the recruitment practices in different industries. The recruitment practices in the 
contemporary recruitment scenario comprise Artificial Intelligence, digital employer 
branding, and digital recruitment platforms, which have become essential tools for 
different firms to attract and retain highly skilled employees, particularly the new 
generation of employees, known as Generation Z (Gen Z). The major objectives of 
the present study are to investigate the impact of Artificial Intelligence recruitment 
tools, digital employer branding for Gen Z, and digital recruitment platforms on 
recruitment effectiveness.
The present research has employed the Technology Acceptance Model, the 
Employer Branding Theory, and the Person Organisation Fit Theory to develop 
a conceptual model for understanding the influence of recruitment tools on 
recruitment effectiveness. The research methodology employed for the present study 
is quantitative research, and the data for the present study have been collected from 
250 Gen Z employees.
The findings of the study show that the application of AI-based tools in the recruitment 
process improves the efficiency of the screening process and the candidate experience. 
Employer branding using social media is useful in the recruitment of Gen Z. The 
application of recruitment platforms is useful in enhancing the accessibility of the 
organisation. The study concluded that the application of AI- based tools, employer 
branding using digital tools, and recruitment platforms improves the performance 
of the organisation. This study is useful to the field of digital HR.
 
Introduction
	 The tremendous progress that has been made in development of 
digital technology has revolutionised the way organisations carry out 
the process of recruitment. From the conventional use of newspaper 
advertisements, resume screening, and personal interviews, the field 
of recruitment has now transformed into an advanced technology-
based function. In the modern-day competitive and globalised 
business scenario, it is no longer the case that an organisation is merely 
trying to fill gaps in the employee pyramid. Rather, it is now more of 
a scenario where an organisation is trying to identify individuals who 
have the same interests, skills, and long-term organisational goals. 
This has now given rise to the concept of strategic recruitment in the 
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digital age. One of the most prominent factors that have given rise to this transformation in the field 
of recruitment is introduction of Artificial Intelligence (AI) technology. Use of AI technology has 
now allowed an organisation to efficiently manage the large number of resumes that are submitted 
for vacant positions. More specifically, it has now allowed an organisation to identify individuals 
who have the most appropriate skills for the job based on data-driven decisions.
	 Meanwhile, it has been observed that the demographic profile of the workforce is in the 
process of undergoing a significant change with the influx of Generation Z into the labor force. 
The characteristics and requirements of Generation Z are shaped by their upbringing in a digital 
world and are distinct in terms of what they expect from the world of work. The requirements of 
Gen Z job applicants include authenticity, social responsibility, work-life balance, career growth 
prospects, and ease of technology use in job applications.
	 It has thus led to emergence of employer branding as a key strategic tool in organisational 
settings. Organisations have been investing in building a strong digital employer brand through social 
media presence, employee testimonials, corporate storytelling, and transparent communication of 
organisational values and culture. The presence of online recruitment platforms has also been seen 
to complement these strategies by offering wider access to potential recruits at geographical levels. 
However, in spite of the high penetration of digital media in organisational settings, there has 
been limited research into how AI, Gen Z employer branding, and online recruitment platforms 
collectively impact recruitment strategies. This study aims to bridge that gap through offering a 
comprehensive analysis of strategic recruitment strategies in the digital age.

Review of Literature
	 The volume of literature available in the domain of Digital Human Resource Management 
has been increasing over time, and this in itself speaks volumes about the level of interest in the 
application of technology in the recruitment process. The application of Artificial Intelligence has 
been one of the major areas of interest in the context of disruption in the recruitment process. It 
has been observed that Artificial Intelligence has been effective in making the recruitment process 
efficient, and this has been achieved by automating tasks that are repetitive in nature. Predictive 
analytics have been used to make predictions regarding the performance of the candidate, and 
chatbots have been used to improve candidate engagement by providing answers to candidate 
queries in real time.
	 However, there are certain issues raised in the literature in relation to ethical issues, bias, and 
transparency. It should be noted that the AI systems adopt a historical approach-based decision-
making approach. Therefore, in case of any bias in the data for the decision-making process, 
the AI systems will also be biased in their decision- making process. It should be noted that a 
theoretical model can be adopted for understanding the acceptance of AI systems for HR functions. 
The Technology Acceptance Model is a theoretical model for understanding the acceptance of AI 
systems for HR functions. According to the Technology Acceptance Model, the technology should 
be useful and easy to use for its acceptance.
	 In parallel to this, literature on employer branding highlights the importance of organisational 
reputation in attracting talent. Employer branding is beyond just compensation and reward 
systems. It is a wider construct that also includes organisational culture, leadership reputation, 
growth opportunities, diversity, and corporate social responsibility. Research literature suggests 
that young age groups, particularly Gen Z, carry out research on organisational reputation before 
making applications for jobs. Social media websites, online reviews, and organisational websites 
are critical factors in shaping organisational reputation.
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	 Generation Z is a special generation that is both digital and socially aware. Generation Z is 
a different generation compared to earlier ones in terms of their expectations for a high level of 
personalisation, flexibility, and meaningfulness.
	 Research literature suggests that Gen Z admires organisations that are genuine and socially 
aware. This suggests that a digital and socially aware recruitment strategy is critical in order to 
engage with Gen Z.
	 The use of online recruitment websites is also researched extensively, and it is considered a 
significant aspect in the context of online recruitment strategies. The use of online recruitment 
websites allows the organisation to leverage a large number of potential candidates and filtration 
systems. Additionally, it helps in saving recruitment costs and reaching a wider audience. 
However, there is a flip side to the increased presence, and that is the increased competition for the 
organisation. Therefore, it is important that the organisation optimises its presence and comes out 
as a distinct entity in the competitive environment.
	 The Person Organisation Fit theory has also been discussed, and it has been mentioned that there 
is a need to ensure that the values of the candidate are in line with the culture of the organisation. 
It has been found that if employees feel that their personal values are in line with the values and 
mission statements of the organisation, then there is a higher probability that employees will exhibit 
higher job satisfaction and commitment towards the organisation, and AI tools can be employed for 
the same purpose.

Research Methodology
	 The current research employs a quantitative research design to explore the relationships that 
exist between AI adoption, employer branding, online recruitment platforms, and the effectiveness 
of the recruitment process. The quantitative research design is suitable for the current research as it 
enables the objective measurement of variables and the statistical testing of the research hypothesis.
	 The research focuses on Gen Z youth as the target population for the research, including both 
the youth looking for jobs and HR managers in India, as it creates an interesting context for the 
research.
	 The research employed a stratified random sampling technique to ensure that the participants 
were represented evenly in the sample. The sample size of 250 participants was deemed adequate 
to perform regression and correlation analysis.
	 The primary data was collected through a structured questionnaire based on a five- point 
Likert scale ranging from strong disagreement to strong agreement. The questionnaire was used to 
measure perceptions regarding AI in recruitment, digital employer branding effectiveness, online 
platform experience, and overall recruitment outcomes. Reliability testing was carried out through 
Cronbach’s Alpha method to check for internal consistency between the constructs, with all values 
above 0.70, which is the acceptable limit.
	 Statistical analysis was carried out through descriptive statistics to determine demographic 
characteristics and overall perceptions, correlation analysis to determine relationships between 
variables, and regression analysis to determine the predictive value of independent variables 
against overall recruitment outcomes.
	 Ethical considerations were taken into account by maintaining confidentiality and voluntary 
participation with informed consent.
	 Regression analysis was again used to validate that AI tools, employer branding strategies, and 
online platforms were significant predictors of overall recruitment success. The integrated model 
was found to account for a considerable level of variance in recruitment outcomes, implying that 
strategic alignment in digital tools and branding strategies has positive benefits.
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Results and Findings
	 The results reveal that AI-based recruitment systems are effective in achieving the objective of 
saving time and candidate matching accuracy. Moreover, the effectiveness of AI-based recruitment 
systems is further increased if the branding strategies are successful in communicating the culture 
and values of the organisation to the Gen Z generation and if digital storytelling, transparent 
communications, and social responsibility are found to impact the applicants’ perceptions 
favourably. Recruitment websites enable the organisation to expand its outreach and attain a diverse 
recruitment process by providing access to a wide range of applicants from different geographic 
and educational backgrounds. However, technology is found to be inadequate in achieving the 
level of empathy and trust in the recruitment process. Recruitment strategies that combine AI-based 
recruitment systems, employer branding strategies, and online recruitment websites are found to 
be more effective in achieving the objective of successful recruitment compared to the individual 
effectiveness of any of the recruitment strategies in isolation from each other. Strategic integration 
is found to be a key determinant in achieving successful recruitment in the digital world.

Conclusion and Implications
	 The conclusion of this study is that the process of recruitment in the digital age is no longer an 
administrative function but rather an organisational capability. Artificial Intelligence makes the 
organisation more efficient, employer branding makes the organisation more attractive, and the use 
of online recruitment platforms makes the organisation more competitive. These components form 
an integral digital recruitment ecosystem.
	 From the managerial perspective, it is imperative that an organisation invests in ethical AI 
systems while at the same time creating employer branding strategies that are genuine. Moreover, 
it is imperative that an organisation focuses on the use of online recruitment platforms that are 
user-friendly while at the same time ensuring that technology is used in conjunction with human 
resource judgments.
	 The current study makes a theoretical contribution by synthesising technology acceptance, 
employer branding, and person-organisation fit theories. While the current study is subject to 
some methodological limitations in terms of its cross-sectional design and geographic location, it 
provides important implications for future longitudinal and cross-cultural investigations.
	 In conclusion, in terms of strategic recruitment in the digital age, a harmonious integration of 
technology innovation, generational understanding, and branding is essential for gaining long-term 
competitive advantage in a rapidly evolving talent pool.
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