	Control Variables
	Original sample (O)
	P values

	Gender  (Control) -> Personal Branding (Y)
	0.042
	0.011

	In a relationship -> Personal Branding (Y)
	0.019
	0.186

	Single (Control) -> Personal Branding (Y)
	0.006
	0.373

	Students (Control) -> Personal Branding (Y)
	-0.016
	0.251

	Workers (Control) -> Personal Branding (Y)
	-0.018
	0.177


Explicit Disclosure and Interpretation of Control Variables

Bootstrap results (PLS-SEM, SmartPLS4, one-tailed significance at 0.05) indicate a nuanced influence of these control variables on the key endogenous variable, personal branding:

1. Gender:
Gender was found to have a statistically significant, positive effect on personal branding (coefficient = 0.042, p = 0.011). In this study, gender was coded as Male = 0 and Female = 1. Thus, the result demonstrates that female participants reported higher personal branding scores than male participants in this sample. This finding suggests that, independent of other predictive variables, gender differences exist in the personal branding activities or orientations of Generation Z youth in West Java.

2. Active Status and Personal Status:
Other control variables including active status (students and workers) as well as personal status (single, in a relationship) did not show a statistically significant impact on personal branding. Specifically, being a student (coefficient = -0.016, p = 0.251), being a worker (coefficient = -0.018, p = 0.177), being single (coefficient = 0.006, p = 0.373), or being in a relationship (coefficient = 0.019, p = 0.186) were not associated with measurable differences in personal branding outcomes within the present analysis.

Importance of Including Control Variables:
Although only gender attained statistical significance, the incorporation of these controls is essential. Their explicit inclusion increases the internal validity of the findings by statistically adjusting for potential demographic confounders even if those confounders are ultimately not significant in this context. This methodological transparency ensures that observed associations between the primary constructs (romantic loneliness, reframing mechanism, and personal branding) are robust and are not artifacts of important background differences.

Summary Statement:
In sum, female gender was a salient control variable influencing personal branding, whereas student/worker status and relationship status showed no significant effects. All controls were retained throughout the model to maximize the validity and generalizability of the substantive conclusions.
