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Abstract 
Employer branding has always been a powerful tool for increasing employee retention and 

satisfaction and other than that, to use the workforce's maximal potential. Covid-19 pandemics 

era has made the landscape more complicated since it had a major impact on the workplace 

environment, employees’ psychology and preferences. The future of the current trends seems 

to be more uncertain since the share of younger generation in workforce increases and this 

generation has different values, aims, motives and plans, which of course will require 

distinctive attitude by employers’ side. This study has been conducted, to analyse how 

employer branding impacts employee retention and satisfaction among Gen-Z in Georgia 

taking into consideration cultural and economic nuances. A quantitative approach has been 

used during the study, which involved surveys to determine which actions, decisions, and 

techniques from employers’ side influence Gen-Z employees' career decisions in Georgia.  A 

study elucidated weak correlation between employer initiatives to improve their image and 

employee satisfaction from a job environment. On Georgian market those non-financial 

benefits do not seem to be the most powerful tool to retain workers. On the other hand, the 

significance of fostering a supportive and caring work environment cannot be overstated. 

When employees feel that their interests are genuinely valued, and they are provided with 

ample opportunities for professional development, it significantly contributes to the retention 

of skilled workers. Those conditions promote employee retention among Gen Z, especially in 

Georgia where poor economic conditions generate some difficulties in the job seeking process 

and the share of companies caring about their employer brand image is less than in countries 

with more developed economies.   
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