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Abstract 

In the contemporary labor market, shaped by generational change and digital transformation, 

organizational competitiveness is increasingly linked to the strength of the employer brand and 

the strategy through which it is communicated. Understanding the expectations of younger 

generations has become particularly important, as career choices are no longer determined solely 

by salary and job stability. 

This thesis examines the role of employer branding as a form of strategic communication in 

shaping Generation Z’s career choices in Georgia’s fashion retail sector. The study focuses on the 

symbolic and instrumental signals conveyed by employer brands, perceived person–organization 

fit, and the alignment between employer brand promises and actual work experiences. 

A mixed-methods approach was employed. The quantitative component was conducted through 

an online questionnaire and involved Generation Z respondents who were either employed in 

fashion retail or interested in working in the sector (n = 157). The qualitative component consisted 

of five in-depth interviews with human resource management specialists, a marketing 

representative, a Generation Z employee working in fashion retail, and a potential candidate. 

The findings indicate that Generation Z’s career choices are associated with both instrumental 

factors, including salary, working conditions, and career development opportunities, and 

symbolic factors, such as brand image, organizational culture, values, and employee experience. 

The findings also highlight the importance of person–organization fit and employer brand 

authenticity. In addition, the study revealed that cooperation between marketing and human 

resource management functions is not sufficiently integrated. 

The thesis concludes that a strong employer brand in the fashion retail sector should be based on 

alignment between external communication, organizational values, and actual employee 

experience. It is recommended that employer branding be managed more systematically, that HR 

and marketing functions collaborate in a coordinated manner, and that authentic communication 

tailored to Generation Z’s expectations be further developed. 



v 

Keywords: employer branding, strategic communication, Generation Z, career choice, fashion 

retail, person–organization fit, employer brand authenticity. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



vi 

მადლობა 

მსურს, მადლობა გადავუხადო სამეცნიერო ნაშრომის ხელმძღვანელს, ილიას 

სახელმწიფო უნივერისტეტის მოწვეულ ლექტორს, გიორგი მახარაძეს გაწეული 

შრომისთვის, აქტიური ჩართულობისთვის, მხარდაჭერისთვის, რეკომენდაციებისა და 

ცოდნის გაზიარებისთვის. ასევე, დიდი მადლობა რაოდენობრივი და თვისებრივი 

კვლევის თითოეულ რესპონდენტს მონაწილეობისთვისა და საკუთარი გამოცდილების 

გაზიარებისთვის. 

 


