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about randstad
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Commissioned by Randstad and conducted by Kantar, the
Randstad Employer Brand Research is an independent and
most representative and inclusive employer brand research in
the world with more than 166,000 respondents and 4,300
companies surveyed worldwide.

It is the only study that captures the workforce sentiments
towards key employee value proposition factors from
employees and job seekers between the ages 18 and 64.

Since 2013, we have conducted the survey every year to
track trends in employees' motivations and attractiveness of
the employer brand.

The in-depth survey results and findings give an overview of
the trending insights that can help shape and strengthen argentina

your company's employer brand strategy. ausEr.aIia
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randstad employer brand research: hong kong SAR edition.

2,500

respondents in
hong kong SAR

Q 53%
" 46%

* other is comprised of all other gender identities and
people who prefer not to answer the question

14

minutes
online interviews

-

2 5h)

gen Z millennials
born 1997 - 2012 born 1981 - 1996

24\ 3

% %

baby boomers
born 1946 - 1964

gen X
born 1965 - 1980

fieldwork
e online interviews
e january 2026

top 10 respondents’
employment fields

administrative, secretarial & HR 15%
finance 10%
engineering & technology 9%
sales & marketing 8%
education & instruction 7%
customer services 7%
construction 7%
healthcare 5%
transportation & logistics 5%
ICT 4%
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what matters to talent in
hong kong SAR.

L
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key findings:
work-life balance remains the top priority,
but career drivers vary by life stage.

Career and secondary benefit priorities differ markedly across generations, underpinned by an increasing
demand for stability. Gen Z view compensation and work-life balance as equally critical drivers in their early
careers. As priorities evolve, the demand for stability grows significantly: Millennials heavily weigh job
security when choosing employers, while Gen X place immense value on long-term financial and retirement
security among secondary benefits.

-

48

%

of Gen Z see
compensation and
work-life balance as a top
driver in employer choice

42

% A

of millennials cite job
security as a strong
driver in employer choice

/7

%

of Gen X highly value
retirement and financial
security benefits among
secondary benefits
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key findings:

young talent values tangible, concrete benefits more than

just good culture.

Work-life balance is based on tangible,
structural conditions, rather than just
culture.

The primary drivers are now rooted in the
good work environment, reasonable
workload, and flexible work arrangements,
complemented by robust health support
and generous leave policies.

However, Generational priorities differ. Gen
Z place a uniquely strong emphasis on
personal growth and supportive leadership,
whereas Millennials and Gen X focus more
on health and wellbeing support.

-

32

%

of Gen Z demand personal
growth and fulfilment as a
key driver of work-life
balance, which is higher
than among older
generations.
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of millennials and Gen X
demand health and
wellbeing support as a key
driver of work-life balance
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key findings:

fewer people are actually changing jobs compared

to last 2 years.

While fewer people are actually moving jobs compared to
last 2 years, the desire to switch remains high. Failing to
meet employees' core priorities directly drives staff
turnover and hampers recruitment.

Key triggers include low pay, poor work-life balance,
limited career growth, poor (relation with) management,
and unfavourable workplace environments.

24% 239
25 O ‘.: 2 1 0/0
20 "
15
10
5
0
2024 2025 2026

changed jobs within the first 6 months

G 337

of talent cite too low compensation as the primary reason
for leaving an employer.

employer brand research 2026 — hong kong SAR | 9



key findings:

navigating talent mobility and the future of hiring.

human engagement anchors the
digital future of talent acquisition.

The hiring market relies on multi-channel
sourcing, yet it remains fundamentally built on
relationships.

Digital platforms and job boards provide broad
reach, but human connections, such as
recruitment agencies, are irreplaceable. We see
this clearly with younger generations: Gen Z and
Millennials use Al as a search tool, but even the
most tech-savvy Gen Z talent still prefer a
face-to-face conversation when it counts. To hire
effectively in 2026, the strategy has to be
hybrid, using Al for the outreach, but use real
human engagement to secure the talent.

-

37

%

of talent utilise recruitment agencies
as a vital bridge in their job search,
ranking second only to job boards.

68

%

of Gen Z view in-person contact as
critically important during the
application phase, outpacing all other
generations.

employer brand research 2026 — hong kong SAR | 10



attributes of
an ideal employer.
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work-life balance remains the leading EVP

driver for talent in 2026.

Work-life balance is no longer just a lifestyle choice in Hong Kong, but its importance has actively surged. Faced with a challenging
macroeconomic environment and fewer jobs available, people are staying put to protect their security. At the same time, companies are
increasingly leaning on digital tools and automation to drive efficiency, which often leads to leaner internal teams. This leaves the
remaining staff to handle heavier workload and do more with less. The resulting pressure is causing widespread burnout, turning work-life

balance from a 'nice-to-have' perk into a necessity.

2024

1 salary & benefits ~ 47%

2026

1 work-life balance 56%

2 salary & benefits 52%

3 job security 43%

4 career progression 39%

> pleasant work atmosphere  38%
Ble

2025

! work-life balance 50%
2 salary & benefits 49%
3 financially healthy 42%
4 job security 40%
> equity 35%

2 work-life balance  46%
3 financially healthy  39%
4 job security 38%
5 equity 33%

employer brand research 2026 — hong kong SAR | 12



generational differences in what employees seek in an ideal employer.

While fair pay and a good work-life balance are the baseline for everyone, their secondary priorities shift with age.
- Gen Z places a unique premium on a positive, engaging workplace culture to help them thrive as they start their careers.
- In contrast, for Millennials and Gen X, stability takes over as they prioritise job security when choosing employer.

gen z

(born 1997-2012)

1
2

4
5

e

48%

good work-life balance

48%

competitive salary and benefits

39%

pleasant work atmosphere

38%

career progression opportunities

38%

job security

millennials

(born 1981-1996)

57%

good work-life balance

2 50%

competitive salary and benefits

42%

job security

40%

career progression opportunities

37%

pleasant work atmosphere

gen X

(born 1965-1980)

59%

good work-life balance

2 58%

competitive salary and benefits

3 49%

job security

4 38%

pleasant work atmosphere

5 36%

career progression opportunities

employer brand research 2026 — hong kong SAR | 13



work-life balance & attractive salary and benefits
2 unmet talent expectations.

evaluation of current employer

profile of ideal employer

1. job security 1.  work-life balance

2. easy access to work 2. salary & benefits

3. work-life balance 3. job security

4. equal opportunities 4.  career progression

5. very good reputation 5.  pleasant work atmosphere

6. pleasant work atmosphere 6.  equal opportunities

7. salary & benefits 7. strong management/leadership

8. career progression 8.  very good reputation

9. strong management/leadership 9. easy access to work

10.  benefits the environment and society 10. interesting job content

11.  interesting job content 11. benefits the environment and society

12.  state-of-the-art technology 12. state-of-the-art technology

-] Q. Hoyv \_Nould you rate your own employer on gach of the attributes belovy, ona spalg from 1 (not at all t.rlfle) to 5 (completely true)?

Q. Thinking about your ideal employer, please pick those elements that this organisation should most definitely have.

Employers are navigating a complex landscape this
year, as only two of the top five things talent
actually wants are being successfully delivered.

Currently, job security' is the market’s greatest
strength, and 'work-life balance' is performing
reasonably well as one of the top 3 EVP.

However, “salary and benefits” ranks the second in
what talent are looking for in an employer, but it
continues to show the greatest gap between
employee expectations and perceived reality,
ranking as the #2 priority but only #7 in actual

performance.

employer brand research 2026 — hong kong SAR | 14



strategic deep dive
into core talent
drivers.
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reliable pay & benefits
contribute to a strong sense
of job security.

When we look at what 'job security' actually means to talent in Hong
Kong, reliable pay and benefits emerge as the dominant driver of
perceived job security (66%), far outpacing other factors.

Beyond pay and benefits, the second pillar is built on the company's
own financial health and stability. After that, employees look for fair
treatment, recognition, and honest communication.

In a shifting economy, people are moving away from promises and
looking for 'concrete markers'. They want to know their pay is
dependable, their company is resilient, and the management is
transparent. Essentially, trust is built on tangible results, not just words.

-][- Q. What are the top three factors that most significantly contribute to a strong sense of job security?

the elements that most significantly contribute to
a strong sense of job security

reliable pay and benefits 6 6 /()

organisational and financial stability 48%
performance recognition and career continuity 41%
fair and consistent employment practices 40%
transparent and trustworthy communication 40%
learning, development and employability 37%
strong company culture 27%

employer brand research 2026 — hong kong SAR | 16



how different generations see job security.

While reliable pay and organisational stability form a universal baseline of security across all generations, their third priorities sharply
diverge by life stage. Gen Z looks to the future and seeks security through learning and employability (44%). Millennials prioritise
performance recognition and career continuity (42%), while gen X demands fair and consistent workplace practices (41%). For
employers, this indicate that once the financial basics are met, “security” must be tailored to the generation.

the elements that most significantly contribute to a strong sense of job security by generation

gen Z

reliable pay and benefits 63%

organisational and o)
financial stability 46%
CGEEEEEEE——

learning, development 449,

and employability

millennials

reliable pay and benefits

organisational and
financial stability

performance recognition and
career continuity

-][- Q. What are the top three factors that most significantly contribute to a strong sense of job security?

66%

46%

42%

gen X

reliable pay and benefits 68%

organisational and 55%
financial stability

. ]

fair and consistent 41%

employment practices

employer brand research 2026 — hong kong SAR | 17



hongkongers set a uniformly high baseline
for secondary benefits.

For secondary benefits, hong kong Gen Z and Millennials talent still values work-life balance related benefits, such as time off, flexible work
arrangements and convenient workplace to be more important than financial security or culture. For Gen X, this is slightly different. It's work-life
balance related benefits and financial security benefits as equally important at 77%.

the relative importance of secondary benefits by generation

~ ™~ ~ N\ ~ N\

gen Z millennials gen X

leave and time off benefits 76% leave and time off benefits 77% leave and time off benefits 77%
——— aEEEE——— ——

career and development benefits /4% flexible work and lifestyle benefits 750, workplace comfort and convenience 770/,
CEEEE————

flexible work and Iifestyle benefits 740/0 D G
C— workplace comfort and convenience 749/, retirement and financial 77%

security benefits
workplace comfort and convenience 740/,

-][- Q. Please rate the importance of the following secondary benefits to you. employer brand research 2026 — hong kong SAR | 18



what work-life balance
really means to talent.

-

employer brand research 2026 — hong kong SAR | 19



elements that strengthen work-life balance.

talent prioritises practical work environments and adequate recovery over softer cultural elements.

the elements that most significantly enhance a healthy work-life balance

O O O In Hong Kong, work-life balance isn't a feeling. It's a
4 8 /O 44 /0 4 2 /0 set of tangible conditions. The data shows that
balance is driven by a good work environment,

good work environment reasonable workload and flexible work arrangements reasonable workloads, and flexible arrangements.

expectations
Health support (33%), time off (31%), and easy

access to work (28%) also rank high, while “soft”
factors like supportive leadership and culture trails far

management discipline, and flexible policies to deliver

0]
297 meaningful results.

23%

social and family support

health and wellbeing support G 33% behind.
i ] 0 . . . .
time off and recovery 2% This confirms that work-life balance is not a cultural
easy access to work (physically or digitally) G 28% afterthought for Hongkongers. It requires concrete
personal growth and fulfilment — CETTTTT—— 26% workplace standards, standard workload
G
CGED

supportive leadership and culture

-][- Q. What are the top three elements that most significantly enhance a healthy work-life balance? employer brand research 2026 — hong kong SAR | 20



“work-life balance” definition is different across generations.

As organisational changes and automation increase individual responsibilities, work-life balance is no longer about perks, it is about
managing the daily workload. A positive work environment is a universal priority as talent seeks to avoid burnout.

However, generational approaches to managing this work-life balance differ.

Gen Z prioritises flexible work arrangements to handle these demands on their own terms.
Millennials and Gen X focus directly on workload and place a stronger emphasis on reasonable workloads to establish clear boundaries in a demanding market.

elements that most significantly enhance work-life balance by generation

~

gen Z

good work environment 46%
aEEs———

flexible work arrangements 429
oEssss——

reasonable workload and expectations 41%
D

personal growth and fulfilment 32%
oEsss———

time off and recovery 30%
G

easy access to work (physically or digitally) 309

Vo

millennials

good work environment

reasonable workload and expectations

flexible work arrangements

health and wellbeing support

time off and recovery

-][- Q. What are the top three elements that most significantly enhance a healthy

work-life balance?

47%

44%

41%

35%

31%

gen X

good work environment 50%
CE—

reasonable workload and expectations 45%,
CEE——

flexible work arrangements 449,
D

health and wellbeing support 359,
cEEE——

time off and recovery 32%
D

employer brand research 2026 — hong kong SAR | 21
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the rise of "job hugging": market caution stalls actual movement.

In Hong Kong, the desire to change jobs continues to outpace actual movement, though both metrics have declined since 2025. This gap reveals a
trend of "job hugging" where employees stay put out of necessity rather than genuine engagement.

Facing a challenging macroeconomic environment and organisational changes, talent is increasingly choosing security over mobility, anchored to current
roles by external market risks.

have changed employers in the last 6 months of 2025

0.4
is planning to change
jobs within the first 6
months of 2026

33%
30% 31% 3% —— 30% 30%

0.3

24%

o 2% 23% 53

21% 22% 21%
16% have changed employer

2 1 0/ in the last 6 months of
0 2025

)\

0.0
2021 2022 2023 2024 2025 2026

@ planning to change @ changed

Q. Did you change jobs in the last 6 months?
-] Q. Do you plan to change jobs within the next 6 months? employer brand research 2026 — hong kong SAR | 23



the triggers of attrition: why talent leaves.

Hong Kong talent leave an employer because of low compensation, work-life balance concerns and limited career growth.

reasons for leaving

o mprove o blance MBI i e Cester (e
driven by three clear catalysts:
too low compensation

e  Workload and Value: The need to improve
lack of career growth opportunities 2

work-life balance is the leading trigger,
poor (relation with) management 28% followed closely by compensation that fails to
match increased responsibilities.

negative work environment e  Future-Proofing: A lack of growth
lack of interest in job opportunities forces talent to look elsewhere.

Similarly, when organisational changes loom,
fear of losing job 25% some choose to move proactively rather than

ot vy reverced ) ok nstabity

e  Leadership and Environment: Management
poor reputation n remains the final breaking point. If leadership
fails to support teams through demanding
periods, passive loyalty quickly transforms into

lack of investment in technology and m active attrition.

work is not easily accessible
innovation

no environmental or social contribution

. For what reasons did you or would you decide to leave your employer?
-][- Q U U U 2 employer brand research 2026 — hong kong SAR | 24



financial rewards and work-life balance are the primary

turnover catalysts across generations.

Gen X is most sensitive to compensation gaps, whilst Millennials prioritise work-life balance.

reasons for leaving by generation

~ ~ ~

gen Z millennials

to improve work-life balance 35% to improve work-life balance
D . ]

too low compensation 349, too low compensation
CEEED CD

lack of career 31% lack of career

growth opportunities growth opportunities
(] D

-][- Q. For what reasons did you or would you decide to leave your employer?

41%

37%

32%

gen X

too low compensation 40%

to improve work-life balance 370/0

negative work environment 300/0

employer brand research 2026 — hong kong SAR | 25



Al powers the
search, human

connection closes
the deal.
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beyond digital volume, human-led channels remain the
decisive factor alongside emerging Al.

Despite the rise of Al, the 'human

touch' remains the gold standard for sources for Job opportuniies oo et
job seekers. Talent still heavily Job boards o job search engines [ — L 557
favours recruitment agencies and recruitment agencies E i

personal networks over automated google (for jobs) = 32%

platforms. inkecin D 7/

I 18%

public employment services (PES) I 220
P 19%

company career website RS 22%
P 18%

social media NG 22%
IS 7%

1o R C I E——————= ) k()
S 18%

personal connections/referrals [ R 21%
D 19%

Al application (eg. gemini, [ INEGED 8%
chatgpt, copilot) D 5%

employer brand research 2026 — hong kong SAR | 27




younger talent drives the adoption of
Al as a job search channel.

gen Z leads the exploration of Al tools, yet final job success across all generations continues to rely on
human-led connections and trust.

Al application for job opportunities by generation

p
gen Z Al acts as a digital facilitator rather than a replacement for human judgement.
even for digital-first generations, the depth of human relationships remains the
looking for a job D 12% indispensable closer in the talent acquisition journey.
found a job G 7%
\
millennials
looking for a job  CEEEEEEEEEEED 7%
found a job D 6%
\
-
gen X
looking for a job  CEEEED 4%
found a job - 2%
\

—] ‘— Q. Through which of the following job search channels have you used to look for a job?

Q. Through which of the following job search channels did you find a job? employer brand research 2026 — hong kong SAR | 28



human connection remains the non-negotiable
anchor in the hiring process.

Though highly digitally savvy, Gen Z demands the highest level of in-person interaction in the job search.
Automated, Al-driven recruitment simply cannot provide the deep personalisation they require.

For these younger talent, direct human connection is a non-negotiable requirement. They rely on face-to-face
interaction for psychological reassurance, to verify genuine career growth, and to evaluate workplace culture
firsthand before accepting an offer.

TN

importance of in-person contact

gen Z millennials gen X
when exploring for jobs G 63% @ 58% G 5%
when applying for jobs G 68% @y 62% G 0%

-][- Q. How important is it to connect with a person during your job search? - when exploring new jobs & when applying for jobs employer brand research 2026 — hong kong SAR | 29



about randstad.

Randstad is the world’s leading talent company with the vision to be
the world’s most equitable and specialised talent company. We are a
partner of choice for talent and clients. We have a deep understanding
of the labour market and through our four specialisations —
Operational, Professional, Digital and Enterprise — help our clients
create the high-quality, diverse and agile workforces they need to
succeed. We are committed to providing equitable opportunities to
people from all backgrounds and help them remain relevant in the
rapidly changing world of work. Through the value we create, we are
committed to making the world of work better for all.

i0) fia e

revenue in millions (2025) number of talent working globally corporate employees
(on a weekly basis)

T

§ >3 8.

L

(-X-]
(-X-]
(-X]

outlets in 39 markets talent placed women in
management positions

included in AEX ESG Index
included in Dow Jones Sustainability Index

about employer brand research.

Randstad Employer Brand Research 2026 explores the views
of working people in Europe, Asia-Pacific, Latin and North
America. Data was collected from over 166,000 respondents
in Argentina, Australia, Austria, Belgium, Brazil, Canada,
Denmark, Chile, Chinese Mainland, Czech Republic, France,
Germany, Greece, Hong Kong SAR, Hungary, India, Italy,
Japan, Luxembourg, Malaysia, Mexico, The Netherlands, New
Zealand, Norway, Poland, Portugal, Romania, Singapore,
Spain, Sweden, Switzerland, United Kingdom, United States
and Uruguay in January 2026.

For this research, Randstad partnered with Kantar, a global
research and analysis firm. Randstad Hong Kong has
participated in the Employer Brand Research since 2013.

You can explore more employer branding insights and
year-on-year trends on our Randstad Hong Kong website.

hongkong@randstad.com.hk
+852 2232 3408

LinkedIn
linkedin.com/company/randstad-hong-kong/

Facebook
facebook.com/Randstad.HK

Instagram
instagram.com/randstadhksar

employer brand research 2026 — hong kong SAR | 30
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2026: industry employer brand performance.

awareness & attractiveness

S leisure & tourism
= @
luxury & retail
utilities & infrastructure

‘ property, real estate banking & financial services
2 ) ®
Q
&
()]
2
3]
-
@

insurance
f&b it&t
. @
k=]
low awareness high

@ utilities & infrastructure @ banking & financial services @ f&b @ property, real estate @ luxury & retail

@ leisure & tourism @ insurance () fmcg & consumer it &t
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2026: industry employer brand performance.

employee value proposition scores.

banking & financial services
food & beverage

FMCG & consumer

insurance

IT&T

leisure & tourism

luxury & retail

property, real estate

utilities & infrastructure

-

EVP #1
strong management/leadership

equal opportunities

good reputation

equal opportunities
strong management/leadership

state-of-the-art technology

good reputation

good reputation

good reputation
strong management/leadership

job security

EVP #2

good reputation
access to work

strong management/leadership
access to work

equal opportunities
strong management/leadership
access to work

career progression

strong management/leadership

job security

career progression
strong management/leadership

EVP #3

competitive salary and benefits

strong management/leadership
good reputation

equal opportunities

good reputation

job security

strong management/leadership

pleasant work atmosphere

career progression

good reputation

employer brand research 2026 — hong kong SAR | 33
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employee value proposition: all respondents.

value proposition all respondents

good work-life balance G 56%
competitive salary and benefits G 52%
job security ] 43%
career progression opportunities D 39%
pleasant work atmosphere D 38%
equal opportunities ] 34%
strong management;/leadership G 34%
very good reputation D 32%
access to work L 30%
interesting job content L] 24%
contributes to the environment & gives back to society [ ) 16%
state-of-the-art technology [ ] 12%

-



employee value proposition: generations.

good work-life balance
competitive salary and benefits
pleasant work atmosphere
career progression opportunities
job security

equal opportunities

strong management/leadership
access to work

very good reputation

interesting job content
contributes to the environment & gives back to society

state-of-the-art technology

-

genZ

48% good work-life balance

48% competitive salary and benefits

job security
38% career progression opportunities
38% pleasant work atmosphere

equal opportunities

strong management/leadership

35% very good reputation

35% access to work

27%

llgg
Yy © @
R

interesting job content

18% contributes to the environment & gives back to society

15%

state-of-the-art technology

millennials

'
llg Q
0]
g -]
NS
ol ><
32

good work-life balance

competitive salary and benefits

job security

pleasant work atmosphere

career progression opportunities

equal opportunities

strong management/leadership

very good reputation

access to work

interesting job content

contributes to the environment & gives back to society

state-of-the-art technology

employer brand research 2026 —

59
58%

49%

36
34%
34%
%
27,

25%

1%
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reasons to leave an employer: generations.

millennials gen X

to improve work-life balance 35% to improve work-life balance too low compensation 40%

too low compensation 34% too low compensation to improve work-life balance 37%
lack of career growth opportunities 31% lack of career growth opportunities negative work environment 30%
lack of interest in job % poor (relation with) management fear of losing job 27%
poor (relation with) management 27% negative work environment poor (relation with) management 27%

negative work environment 2 fear of losing job lack of career growth opportunities

N

fear of losing job 24% lack of interest in job not equally rewarded 23%

=

not equally rewarded not equally rewarded lack of interest in job 22%

poor reputation 18% work is not easily accessible poor reputation 19%

work is not easily accessible 17%

(o))
l (Q
© (¢
X >
N N
B )
(0]

work is not easily accessible % poor reputation

lack of investment in technology and innovation 14% lack of investment in technology and innovation no environmental or social contribution 1%

no environmental or social contribution 18% i i Al lack of investment in technology and innovation 9
no environmental or social contribution

O\o l
w
2

- i ?
-]‘- Q. For what reasons did you or would you decide to leave your employer? employer brand research 2026 — hong kong SAR | 37



channels used by job seekers: by generations.

genZ millennials gen X

job boards or job search engines 51% job boards or job search engines job boards or job search engines 54%

oogle (for jobs) 2% recruitment agencies recruitment agencies 44%
goog

google (for jobs) 9)

w

recruitment agencies 3% google (for jobs)

social media 34% linkedIn public employment services (PES) 23%

linkedIn 29% company career website personal connections / referrals 16%

public employment Services (PES) personal connections / referrals social media 17%

job fairs job fairs job fairs %

personal connections / referrals 25% social media linkedIn %

company career website 23% public employment services (PES) company career website %

whatsapp/ other messaging app group chat 14 whatsapp/ other messaging app group chat whatsapp/ other messaging app group chat 12%

&
N

Al application (eg. gemini, chatgpt, copilot) 12% yahoo! and bing search yahoo! and bing search 9%

N
g B
W &

Al application (eg. gemini, chatgpt, copilot)

yahoo! and bing search K[} Al application (eg. gemini, chatgpt,copilot)

Q. Through which of the following job search channels have you used to look for a job?
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channels used by talent who found new jobs: by generations.

job boards or job search engines
google (for jobs)

social media

public employment services (PES)
job fairs

personal connections / referrals
recruitment agencies

whatsapp/ other messaging app group chat
company career website

linkedIn

yahoo! and bing search

Al application (eg. gemini, chatgpt, copilot)

-

genZ

41%

NI

5%

N
W

%

20%

%

2.

%

—

' — =S
2 &) | = ©
P N
o o © o o
R

5%

10%

7%

job boards or job search engines

google (for jobs)

whatsapp/ other messaging app group chat

recruitment agencies

personal connections / referrals

company career website

linkedIn

public employment services (PES)

job fairs

yahoo! and bing search

social media

Al application (eg. gemini, chatgpt, copilot)

Q. Through which of the following job search channels have you used to look for a job?
Q. Through which of the following job search channels did you find a job?

millennials

job boards or job search engines

recruitment agencies

linkedIn

google (for jobs)

public employment services (PES)

company career website

yahoo! and bing search

job fairs

personal connections / referrals

social media

whatsapp/ other messaging app group chat

Al application (eg. gemini, chatgpt, copilot)

employer brand research 2026 —

gen X

43%

27%

=

9%

14

14

12%

12%

12%

12%

10%

9 U B
N

2%
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