TEME, Vol. XLVIII, N° 1, January — March 2024, pp. 113-130

Original research paper https://doi.org/10.22190/TEME230227006S
Received: February 27, 2023 UDC 159.944:331.101.32
Revised: February 27, 2023

Accepted: November 28, 2023

DOES EMPLOYER BRANDING RETAIN EMPLOYEES?
JOB SATISFACTION AS A MEDIATOR

Marko Slavkovi¢®, Marija Miri¢
University of Kragujevac, Faculty of Economics, Kragujevac, Serbia

ORCID iDs: Marko Slavkovié¢ https://orcid.org/0000-0002-2604-1228
Marija Mirié¢ https://orcid.org/0000-0003-4303-8546
Abstract

The development and quality of human capital determine contemporary companies’
long—term competitive potential. Consequently, in addition to the goods and services
market, companies aspire to be competitive in the labour market in order to acquire and
retain skilled employees. Creating a distinct employer brand is a successful strategic
reaction by top management to the increasing pressures to reduce turnover rates. This
study aims to look at job satisfaction’s role as a mediator in the link between employer
brand and employee retention. The research was conducted on a sample of 128 companies
in the Republic of Serbia, with primary data acquired by the survey method. We applied
the PLS-SEM and found that satisfaction acts as a competitive mediator in the relationship
between organisational culture and employee retention, and as a complete mediator in the
link between training and development, and retention. Furthermore, the analysis showed
that job satisfaction appears as a complementary intervening variable in the employer
reputation-employee retention path. The study provides a foundation for a more
comprehensive understanding of the complex nature of the interaction between the
investigated components of the employer brand and staff retention, as well as assistance for
management decision-making in the creation of initiatives to prevent voluntary turnover.
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JIA JIA BPEHIUPAIGE TTOCJOJABIIA
MOKE 3AJIP’KATH 3AITIOCJIEHE?
3AJJOBOJLCTBO MMOCJIOM KAO MEJUJATOP

Arncrpakr

JlyropouHa KOHKYPEHTCKa CIIOCOOHOCT CaBPEMEHNX KOMIIaHHja JUPEKTHO je YCIIOB-
JbeHa Pa3BOjeM M KBAIMTETOM JbYACKOT KallhTaja. 3aTo, OCHM Ha TPXXHUIITY poba M
yciyra, oHe HacToje 1a Oyqy KOHKYpPEeHTHE M Ha TPXKHUILTY pajia, y LHbY aKBH3HIIM]jE
M 3a/ip)KaBamba KBAIUTETHUX KaJpoBa. M3rpaama jeAMHCTBEHOT OpeHa MociojaBia
edeKTHBaH je CTpaTerujcku OArOBOp YIPaBJbauKOr BpXa Ha pacTyhe 3axTeBe 3a cMa-
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BHUBambeM cromna Qiykryanuje. McrpaxnBame y 0BOM pagy MMa 3a IWJb Aa MCIHTA
MEeJMjaTOPCKy YJIOTY 3a/I0BOJECTBA MOCIIOM y OHOCY OpeH[a IociofaBla 1 3aapika-
Bama 3allocieHNX. VcTpaxkuBame je CIpoBeneHo Ha y30pKy on 128 xommnanuja y Pe-
ny6mumu CpOuju, mpy 4eMy Cy NpHMapHH MOJAlMl IPHKYIJBEHH METOJOM aHKETe.
IIpumenom PLS-SEM-a yTBpljeHo je mocTojame KOMIIETUTUBHOT MEHjaTOPCKOT yTH-
I1aja 3aJ0BOJHCTBA ITOCJIOM Y OJHOCY OpraHMW3allMOHE KyIType U 3aApsKaBarmba 3arocie-
HHX M IyHOT MeJMjaTopCKor edekra y penalndjamMa TPEHHHTa U pa3Boja U 3aapiKaBarba.
Tlopen Tora, aHanu3a je mokasana 1 KOMIUIEMEHTapHH MEINjaTOPCKH eeKaT 3a10BOJbCTBA
TIOCJIOM y OJTHOCY pellyTalije MocIo/aBla 1 3ap)kaBarba 3arocieHnx. Pax npyxa ocHo-
BY 3a KOMIUIETHH]jE pa3yMeBambe KOMIUIEKCHE TIPUPOJIE OJJHOCA aHAMM3UPAHNX JMMEH3H]a
OpeHza ToCIoIaBIA U peTeHIHje 3al0CICHNX, Kao U HOJPIIKY MEHAIIEPCKOM OJTyqHBa-
BY y GOpMYIHCay CTpaTerija peayKIimje T00poBosbHE (QIIyKTyaruje.

Kibyune peun:  OpeH[ ociozaBIa, 3a10BOJBCTBO IIOCIIOM, 3a/IpKaBarbe 3aIlOCIICHHX.

INTRODUCTION

With the widespread practice of job offshoring and the rapid ad-
vancement of information technology, talented individuals may apply for
job positions in foreign companies around the world. In this way, the em-
ployers’ rivalry loses local attributes, making it difficult to keep the most
important employees in the long run. If the employee believes that anoth-
er company’s offer is superior to the one supplied by the existing em-
ployer, he will undoubtedly leave the company. The establishment of the
employer’s brand is one of the strategic tactics that have proven benefi-
cial in addressing this issue. Although the notion was first proposed in
terms of the influence on future labour market candidates, current re-
search highlights the impacts of the employer brand on developing posi-
tive work attitudes among current workers (Rai & Nandy, 2020). Similar
to the idea of branding in consumer marketing, a strong employer brand
leads to a competitive advantage and supports staff retention in firms
(Backhaus & Tikko, 2004). Moreover, employees who rate their employ-
er’s brand favourably are less likely to leave if they receive an offer from
another company (Bussin & Mouton, 2019).

It is predicted that the expenses of an employee’s departure, in-
cluding their replacement, amount to approximately 30% of an employ-
ee’s average yearly income (Mahan, Nelms, Jeeun, Jackson, Hein, &
Moffett, 2020), with these costs increasing dramatically in relation to the
occupancy of the highest positions within the organisation. According to
the last Work Institute Retention Report (Nelms, 2022), the average cost
of turnover for a US employee is around $15000. The consequences of
this problem extend beyond direct financial losses when one considers
that the departure of an employee can result in the loss of the company’s
main customers or clients, a drop in productivity among the team of em-
ployees who remain in the company, and damage to the company’s repu-
tation, which affects the devaluation of the employer’s brand. Further-



Does Employer Branding Retain Employees? Job Satisfaction as a Mediator 115

more, the departure of an employee raises the possibility of crucial infor-
mation about the organisation’s activities being leaked to competitors
(Bharadwaj & Yameen, 2020).

Previous research has found that employees who have expressed a
low degree of job satisfaction are more likely to depart (Olusegun, 2013;
Liu, Wu, & Mao 2019). Rather than recruiting the best applicants, com-
panies must focus on motivating workers to stay with them and contribute
to the long—term attainment of corporate goals, which is why they should
also focus on increasing employee satisfaction (Tanwar & Prasad, 2016).
In this regard, numerous previous studies have found that different di-
mensions of the employer brand have a significant impact on the creation
of positive employee attitudes, such as satisfaction (Tanwar & Prasad,
2016) and intention to stay with the organisation (Ahmad & Daud, 2016;
Kashyap & Verma, 2018; Rai & Nandy, 2020). The purpose of this study
is to investigate whether job satisfaction acts as a mediator in the relation-
ship between the different dimensions of employer brand and employee
retention in companies operating on the territory of the Republic of Ser-
bia. Although some studies have been conducted on the association be-
tween these factors, studies that holistically investigate the mediating
function of satisfaction in the relationship between specific characteristics
of the employer brand and employee retention are rare. By distinguishing
several constructs within the employer brand while examining the mediat-
ing role of satisfaction, we seek to fill this gap in the existing literature.

LITERATURE REVIEW

An employer brand, according to Martin, Gollan and Grigg (2011),
indicates an organisation’s overall recognition among key stakeholders in
terms of offering a high-quality work experience, as well as a distinct
corporate identity that employees respect and confidently advocate to
others. It arises as a result of employer branding, which represents a long-
term targeted strategy aimed at recruiting and retaining employees (Hille-
brandt & lvens, 2013). Due to the high costs and potential negative ef-
fects for the business that key employee departures might cause, a struc-
tured approach to managing their retention is required. According to Ul
Hadi and Ahmed (2018), a favourable impression of the employer brand
increases the probability of employees remaining with the employer.

Employee retention rates may be increased by establishing optimal
policies and practices that match employee expectations (Kashyap &
Verma, 2018). Individual evaluation of the degree to which the job fulfils
the individual’s values and expectations defines their job satisfaction
(Coomber & Barribal, 2007). As a result, the study looked at whether sat-
isfaction may function as a mediator in the link between employer brand
aspects and employee retention. Employee satisfaction and retention are
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identified as employer brand outcomes in the model created by Gaddam
(2008), whereby employee satisfaction is a determinant of retention in the
organisation. According to Allen, Bryant and Vardaman (2010), the
choice to leave a job is a complicated process in which an individual es-
timates their present employment and compares it to possible alternatives.
As these authors point out, particular organisational and individual char-
acteristics have a direct influence on work attitudes such as satisfaction
and commitment, which they regard to be the most significant drivers of
employee retention. Employees who perceive their employer’s brand as
favourable have a greater degree of job satisfaction, according to Bussin
and Mouton (2019), while Youcef, Ahmed and Ahmed (2016) proved the
presence of a direct effect of employee satisfaction on the intention to
remain in the company. As a result, employees who are dissatisfied with
their jobs are more prone to consider leaving (Liu et al., 2019). A study
done by Olusegun (2013) revealed that work satisfaction has a considera-
ble effect on the intention to leave the job.

The employer brand is a reflection of the prevalent organisational
culture. Corporate culture qualifies as an employer branding strategy tool
because of its contribution to organisational attractiveness (Barbaros,
2020), which was found to be a strong predictor of employee retention
(Joseph, Sahu, & Khan, 2014). If organisational values, attitudes and
norms set in the corporate environment fail to align with the requirements
and expectations of its workforce, it is improbable that the organisation
will be able to maintain employee retention in the long run. Organisation-
al culture is considered one of the most important factors in attracting and
retaining key employees (Shah & Sarkar, 2017). According to the re-
search by Tetteh and Brenyah (2016), a supportive organisational culture
has positive effects on employee retention. Furthermore, as stated by
Kashyap and Verma (2018), the social value of the employer brand,
which is a derivation of organisational culture, is a strong predictor of
turnover intention. Girma (2019) found that job satisfaction negatively
mediates the relationship between innovative culture and turnover inten-
tion in companies in Ethiopia. The findings of the research conducted by
Habib, Aslam, Hussain, Yasmeen, and Ibrahim (2014) demonstrated that
organisational culture impacts both the satisfaction and retention of em-
ployees. The enhancement of staff retention may be achieved by compa-
nies via the implementation of a healthy organisational culture. The culti-
vation of a desirable organisational culture may be achieved by placing
emphasis on concepts such as transparency, collaboration, and inclusivity.
However, if the business fails to sustain this specific attention over an ex-
tended period, for example by disregarding the needs of its employees,
there is a possibility that employee retention might be adversely affected.
A further approach that businesses may choose to maintain a high quality
workforce in the workplace is through enhancing job satisfaction levels
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within the organisational setting. Enhancing corporate culture may be
achieved via several strategies, such as fostering employee empowerment
through autonomy and recognition, as well as prioritising investments in
employee well-being. These measures have the potential to directly im-
pact a company’s capacity to recruit and retain talented individuals.
Moreover, they may also have an indirect effect by enhancing overall job
satisfaction. Based on previous research, the following hypothesis was
developed: H1 — job satisfaction mediates the relationship between organ-
isational culture and employee retention.

Training and development, as a component of employer brand, has
proven to be a significant factor in employee retention in many activities.
In contemporary companies, there is a higher probability of employee re-
tention when individuals see that their skill sets are being nurtured and
challenged. The provision of relevant and captivating training opportuni-
ties is anticipated to contribute to workers’ perception of being supported
and esteemed. This phenomenon has the potential to result in increased
levels of job satisfaction and employee retention. The provision of train-
ing opportunities has been indicated to enhance individuals’ self-
assurance, which can eventually lead to increased levels of job satisfac-
tion and make employees stay with their current employer longer. In the
research conducted by Abba (2018), training and development was posi-
tively associated with employee retention in the Nigerian banking sector.
Positive effects of training and development were also found in the study
by Udayanga, Jayarathna, Silva, Rashaad, and Dissanayake (2021), con-
ducted on a sample of employees working in a multinational corporation
in Sri Lanka. According to a prior study, the development value of the
employer’s brand, which relates to training and development in meaning
and substance, is highly connected with the desire to quit the job (Ahmad
& Daud, 2016). In a study of IT employees done by Kashyap and Verma
(2018), this characteristic of the employer brand was found to be a strong
predictor of the intention to quit the job. Furthermore, Nguyen and Duong
(2021) found that training and development and job satisfaction are both
positively associated with the retention of young employees. Using data
from Saudi Arabia fast food franchisees, Jehanzeb, Hamid and Rasheed
(2015) discovered a strong positive association between successful train-
ing programmes and job satisfaction, whereas job satisfaction was nega-
tively correlated with employees’ turnover intention. According to the
findings of Lehtonen, Nokelainen, Rintala, and Puhakka (2022), more ac-
cess to learning resources, and more opportunities for professional pro-
gress were associated with reduced turnover intention. The above provid-
ed the foundation for developing the following study hypothesis: H2 — job
satisfaction mediates the relationship between training and development
and employee retention.
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Reputation is an important aspect of developing a good employer
brand. Although reputation enhancement is typically targeted at external
stakeholders, it may also contribute to better employee attitudes toward work.
In this regard, Helm (2012) proved that pride and job satisfaction mediate the
link between perceived external reputation and turnover intention among
workers in different industries. A strong company reputation is a valuable as-
set that is difficult to replicate, thus promoting an employer’s competitiveness
within the labour market. Being employed by an esteemed company may en-
gender a sense of pride and respect inside an employee, ultimately fostering a
deep sense of affiliation and loyalty towards the employer over an extended
period of time. The aforementioned fact may also add to the sensation of sat-
isfaction, hence promoting the retention of employees. Furthermore, it is
widely believed that employee satisfaction is a legitimate indicator for as-
sessing the efficacy of employer reputation. Moreover, we argue that these
variables reflect mutual dependence, as a greater rate of employee retention
and heightened job satisfaction contribute to the promotion and advocacy of a
company within its immediate environment, hence improving the external
reputation of the employer. Analysing the sample of 98 companies operating
in the Republic of Serbia, Miri¢ and Slavkovi¢ (2022) determined a mediat-
ing effect of job satisfaction in the relationship between corporate reputation
and employees’ intention to stay. Barik and Jain (2023) found a positive as-
sociation between brand and reputation and employee retention among em-
ployees in private academic institutions. The presented findings were the
foundation for developing the following research hypothesis: H3 — job satis-
faction mediates the relationship between employer reputation and employee
retention.

Figure 1 presents the applied research model.

Organizational culture

Training and development > Job satisfaction > Employee retention

Employer reputation

Figure 1. The research model
Source: Authors
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METHODOLOGY

For the objectives of this empirical study, 260 questionnaires were
distributed, and a total of 128 completed questionnaires were returned. A
single answer was gathered from each company, using the snowball sam-
pling approach. The analysis included only those companies that em-
ployed a minimum of ten individuals. After applying exclusion criteria,
we compiled a list of 128 companies operating in the central part of the
Republic of Serbia.

The minimum sample size for conducting the analysis was deter-
mined using the ‘10-times rule’ method. The ‘10-times rule’ technique, as
described by Hair et al. (2011), is a commonly used approach for estimat-
ing the minimum sample size in PLS-SEM. This method is based on the
premise that the sample size should exceed ten times the highest number
of the inner or outer model linkages directed toward any latent variable
inside the model. Given that our model consists of seven arrows directed
towards the dependent variable, it is necessary to have a minimum sample
size of 70 observations in order to execute Partial Least Squares Structur-
al Equation Modelling (PLS-SEM).

A certain number of questionnaires was distributed in person,
while the rest were made available electronically. A cover letter was at-
tached to every questionnaire form sent, wherein researchers noted how
respondents’ answers would be kept confidential. The average stated time
for completing the electronic questionnaire was less than 6 minutes. The
survey was conducted in the period between January and May 2022. The
questionnaire was divided into four sections. To ensure a high reliability
of the analysed variables, the items were developed based on a review of
the relevant literature. Once the English scales were translated into Serbi-
an, we proceeded to modify the items in order to align them with the spe-
cific cultural and linguistic particulars of the Serbian context. A pre-test
was done on a sample of 30 respondents in order to assess the validity of
the instrument and get feedback on question interpretation, so as to avoid
biased answers. The first section addresses the employer brand and in-
cludes 18 statements grouped into three subscales. Seven statements,
based on research by Ghosh and Srivastava (2014), were used to assess
organisational culture — for instance, one such statement is The company
encourages teamwork. Training and development is measured using five
items previously adopted by Knox and Freeman (2006), and Tanwar and
Prasad (2016), while the remaining six statements pertain to reputation
(Highhouse, Lievens, & Sinar, 2003; Tanwar & Prasad, 2016). The ex-
amples are Management invests in the training and development of em-
ployees and Many people are interested in working for this company, re-
spectively. The second section of the questionnaire evaluates employee
satisfaction using seven statements based on a study by Lepold, Tanzer,
Bregenzer, and Jimenez (2018), one of which is | am satisfied with how |
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get along with my superiors. To assess employee retention, a scale con-
taining six statements was developed by modifying items from studies
done by Kyndt, Dochy, and Michielsen (2009), and Zopiatis, Constanti, and
Theocharous (2014); the statement | am not searching for a new job is part
of this scale. The final section of the questionnaire collected general infor-
mation about the company and respondents. A five-point Likert scale was
employed to rate the respondents’ agreement with the presented items.

The statistical software package for social sciences (SPSS) 26.0
and SmartPLS was used to examine the data. After discussing the sample
structure, we verified the reliability of the measurement scale and then
performed descriptive statistics, correlation, and regression analyses.

Table 1. The sample structure

Variables Frequency %
Number of employees 10 — 49 38 29.7
50 — 249 37 28.9
> 250 53 414
Activity production 62 48.4
service 66 51.6
Gender female 75 58.6
male 53 414
Age <25 26 20.3
26 -35 68 53.1
36-55 20 15.6
> 55 14 10.9
Educational level High school 39 30.5
University degree 64 50.0
Master degree 25 19.5

Source: Authors

Over half of the sampled companies have 250 or more employees.
Those with between 10 and 49, and between 50 and 249 employees par-
ticipated in the study to approximately equal proportions. There is also
approximate equality according to the type of activity, since there were
only slightly more service enterprises in the sample than manufacturing
companies. The analysis of the sample structure based on the gender of
the respondents reveals a larger participation of women, with the domi-
nating age group being between 26 and 35 years of age. Furthermore, par-
ticipants with university degrees had the greatest percentage of involve-
ment in the sample observed.
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RESEARCH RESULTS

The proposed research model was tested using the Partial Least
Square Technique for Structural Equation Modelling. In a two-step ap-
proach, a measurement and a structural model are assessed separately.

Table 2. Measurement model

Constructs Cor_np(_)s_,lte Cronbach’sa AVE
reliability

Organisational culture 0.949 0.937 0.729

Training and development 0.937 0.916 0.749

Employer reputation 0.931 0.911 0.694

Job satisfaction 0.938 0.923 0.685

Employee retention 0.932 0.912 0.697

Source: Authors

The composite reliability values for the variables observed in this
study varied from 0.931 to 0.949, exceeding the suggested criterion of
0.7. A Cronbach’s alpha coefficient was used to assess the internal con-
sistency of the items employed. Nunnally (1978) defines the construct as
reliable if the value of Cronbach’s alpha exceeds 0.7. Its scores, ranging
from 0.911 for employer reputation to 0.937 for organisational culture,
indicate a high degree of the items’ internal consistency within each con-
struct. According to Hair et al. (2010), all values of the average variance
extracted (AVE) were found to be more than 0.5, which suggests that
convergent validity is confirmed.

Table 3. Discriminant validity (HTMTq.go Criterion)

Constructs 1 2 3 4 5
Organisational culture -
Training and development  0.775

Employer reputation 0.826 0.812
Job satisfaction 0.891 0.804 0.830
Employee retention 0.594 0.696 0.769 0.784 -

Source: Authors

The confirmation of discriminant validity was achieved by using
the heterotrait-monotrait (HTMTO0.90) criteria developed by Henseler et
al. (2015). The results shown in Table 3 indicate that the observed values
are below the threshold of 0.90, further indicating that our measurement
model meets the requirements for discriminant validity.
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Table 4. Structural model fit indices

Constructs Stone-Geisser Q2 R?> GOF
Job satisfaction 0.732 0.750 0.74
Employee retention 0.500 0.622 0.56
SRMR 0.062

Source: Authors

The quality of the structural model was verified using the cross-
validated Redundancy Index (also known as Stone-Geisser’s Q2). The
calculation was performed with the blindfolding technique in PLS. All Q2
values fall within the positive range, indicating that the structural model
is of high quality. The coefficient of determination (R?) indicates that
75% of the variance in work satisfaction, and 62.2% of the variance in
employee retention could be explained by the model. The SRMR (stand-
ardised root mean square residual) of the model was found to be 0.06,
which is much lower than the threshold of 0.08 set by Hu and Bentler
(1998). The calculation of the Goodness-of-fit Index (GOF) included the
use of the formula V(R2 x Stone-Geisser Q2). All the numbers shown in
Table 4 fall within the permissible range of 0 to 1.

Table 5. Results of testing direct effects

Relationship Path coefficient t-Value p-Value
Organisational culture — Job satisfaction 0.518™  6.380 0.000
Organisational culture — Employee retention -0.386™ 3.370 0.001
Training and development — Job satisfaction 0.208™  3.003 0.003
Training and development — Employee retention 0.152 1512 0.131
Employer reputation — Job satisfaction 0.214° 2461 0.014
Employer reputation — Employee retention 0.430™  4.187 0.000
Job satisfaction — Employee retention 0.602""  4.420 0.000

Note: p <0.05 (*); p < 0.01 (***); p < 0.001 (™)
Source: Authors

The Smart PLS algorithm was used to assess the structural model.
Table 5 presents the path values for direct effects. The results indicate
that organisational culture had a positive effect on job satisfaction
(B=0.518; p<0.001), and a negative effect on employee retention (f=0.386;
p<0.01). Training and development positively affects job satisfaction
(B=0.208; p<0.01), but lacks significant impact on employee retention.
Employer reputation is a positive predictor of both job satisfaction
(B=0.214; p<0.05) and employee retention (f=0.430; p<0.001). Job satis-
faction appears to be a strong antecedent of employee retention (f=0.602;
p<0.001).
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Table 6. Results of testing indirect effects

Relationship Path t- p-
coefficient value value
Organisational culture — Job satisfaction — 0.312 3.617 0.000
Employee retention
Training and development — Job satisfaction — 0.125 2.281 0.023
Employee retention
Employer reputation — Job satisfaction — 0.129  2.285 0.022

Employee retention

Note: p <0.05 (*); p < 0.01 (***); p < 0.001 (™)
Source: Authors

Table 6 shows the evidence for indirect effects. Job satisfaction
was found to be a statistically significant mediator in the relationship be-
tween all analysed employer brand dimensions and employee retention.
Job satisfaction competitively mediates between organisational culture
and employee retention (=0.312; p<0.001), changing the direction of the
impact compared to the direct effect. The results also showed that job sat-
isfaction has a full mediator role in the relationship between training and
development and employee retention (f=0.125; p<0.05), considering that
the direct relationship between these two variables was insignificant. Our
results also indicated that employer reputation impacts employee reten-
tion partially via job satisfaction (=0.129; p<0.05).

DISCUSSION OF RESEARCH RESULTS

Our study found that three investigated aspects of the employer’s
brand had a statistically significant positive effect on job satisfaction,
with organisational culture having the largest impact. The findings sug-
gest that fostering an organisational culture that promotes autonomy in
decision-making, proactive behaviour, collaboration, and employee well-
being is associated with increased levels of job satisfaction. Moreover,
the presence of an organisational culture that fosters a supportive envi-
ronment among workers and superiors is likely to enhance job satisfac-
tion. Nevertheless, the findings indicated that the organisational culture
was not established in a manner that promotes long-term employee reten-
tion within the companies included in the sample. While the organisation-
al culture does contribute to job satisfaction, it also encompasses some
characteristics that have a detrimental impact on staff turnover within the
company.

The implementation of training and development programmes has
been shown to have a favourable influence on employee satisfaction;
however, it does not provide a statistically significant impact on employ-
ee retention within the company. This implies that the current level of op-
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portunities for employee growth and advancement is insufficient, hence
serving as an obstacle for long-term employee retention within the com-
pany. In this study, training programmes, opportunities for increasing
knowledge and skills, and the transparency of information regarding va-
cant positions in the company have no effect on employee turnover. It
comes out that the employees in this sample place greater emphasis on
other aspects of the employer brand when making employment decisions.

Both employment satisfaction and employee retention are positive-
ly impacted by the reputation of the employer, as demonstrated by the re-
sults presented. In this regard, if the employee’s environment perceives
the company in which they work to be a desirable place to work and its
products and services to be of high quality, the likelihood of their satis-
faction and long-term retention in the company increases. Thus, enhanc-
ing the employer’s reputation was identified as an effective strategy for
raising job satisfaction and reducing turnover in a company.

The results indicated that job satisfaction has a significant and pos-
itive effect on employee retention. Specifically, employees’ satisfaction
with their work environment, their relationships with co-workers and su-
periors, the level of responsibility they are given, and the compensation
they receive for their work determines their likelihood of remaining with
their current employer. The strong impact holds great importance in the
model, given that job satisfaction emerges as the only mediating variable
and the sole direct predictor of employee retention.

Our set of hypotheses referred to the intervening role of job satis-
faction in the relationships between employer brand values and employee
retention. In relation to indirect effects, presented mediation paths proved
statistically significant. The results revealed that job satisfaction acts as
an intervening variable in the relationship between organisational culture
and employee retention. Thus, hypothesis H1 is confirmed. When exam-
ining the direct effects, it was shown that organisational culture had a det-
rimental influence on the retention of employees. Nevertheless, the exam-
ination of indirect effects revealed a significant positive indirect impact of
organisational culture on retention, which is entirely realised through job
satisfaction. This suggests that the correlation between organisational cul-
ture and employee retention is contingent upon the degree of job satisfac-
tion. The incorporation of job satisfaction into the relationship between
organisational culture and employee retention alters the direction of im-
pact, resulting in a shift towards a positive effect. This implies a competi-
tive mediation effect of job satisfaction in the observed relationship. Job
satisfaction interacts with organisational culture to provide employee re-
tention. The findings suggest that if an organisation’s culture is weak,
management can compensate for it by fostering a high level of job
satisfaction among employees, thereby retaining them. Essentially, the
organisational culture by itself is insufficient to foster employee retention;
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instead, it accomplishes this through ensuring greater job satisfaction.
This result partially corresponds to the results of the study conducted by
Niguse (2019). Moreover, these findings align with the study conducted
by Lin and Huang (2021), which demonstrated that job satisfaction serves
as a complete mediator in the relationship between learning organisation-
al culture and turnover intention. Our research results are comparable to
the findings of Abbas et al. (2020), which revealed that organisational
culture directly influences employee satisfaction, which in turn has a neg-
ative impact on employee turnover.

Hypothesis H2 was also verified. The results indicated that job sat-
isfaction fully mediates the relationship between training and develop-
ment and employee retention. The direct impact of training and develop-
ment was not statistically significant, but when job satisfaction was in-
cluded, the indirect path became statistically significant, indicating that
indirect—only or full mediation occurred. This means that job satisfaction
can compensate for limited training possibilities, career development pro-
grammes, and knowledge and skills improvement opportunities. This
study outcome is quite predictable, considering that in the modern envi-
ronment, employees place a high value on opportunities to learn and en-
hance their abilities, which also ensures future career advancement and
job security. Furthermore, employees’ chances of being promoted to
higher positions in the company grow as a result of training and devel-
opment, which adds to meeting their need for self-actualisation and keep-
ing them loyal to their current employer. Our results are consistent with
the research conducted by Jehanzeb et al. (2015), who discovered that job
satisfaction fully mediates the relationship between effective training and
employee turnover intentions. Furthermore, our results are comparable to
those of Kasdorf and Kayaalp (2022). They found that job satisfaction
mediates the relationship between employee career development and in-
tent to stay.

The results also showed that job satisfaction acts as a mediator in
the relationship between employer reputation and employee retention,
confirming hypothesis H3. The path from reputation to retention was re-
duced in absolute size when job satisfaction was introduced. When job
satisfaction was included, the observed impact remained consistent in di-
rection, indicating the complementary mediator effect. With job satisfac-
tion included in the path, the employer’s reputation is still able to predict
employee retention, but with reduced predictive power. This means that
one part of the main effect of reputation on retention is realised via job
satisfaction. Consequently, job satisfaction is a process variable that par-
tially explains the influence between reputation and employee retention.
In other words, the positive effects of employer reputation on employee
retention are achieved through job satisfaction. Thus, it was revealed that
the company’s internally perceived reputation positively contributes to
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employee satisfaction and retention. Furthermore, employer reputation
among the investigated antecedents had the greatest impact on employee
retention, placing this dimension in the spotlight while developing an
HRM strategy. Our results are in compliance with the research conducted
by Helm (2012), which showed that job satisfaction mediates the relation-
ship between perceived external reputation and turnover intentions.

CONCLUSION

According to the conducted research, ensuring high levels of em-
ployee satisfaction may enable long-term contributions to organisational
goals. In order to enhance job satisfaction, the company should first cre-
ate an organisational culture that promotes mutual respect, support, open
communication, and teamwork. The employer is expected to establish a
specific training and development strategy for its personnel, and to sup-
port the ongoing improvement of their knowledge and abilities. Simulta-
neously, the company must raise awareness of the need to develop a
strong reputation in the community.

The study found that satisfaction had a competitive mediation in-
fluence in the link between company culture and employee retention. A
complete mediator impact of satisfaction was observed in the relation-
ships between training and development and staff retention. Furthermore,
the study determined that job satisfaction complementary mediates the re-
lationship between corporate reputation and employee retention. This im-
plies that these variables’ cause—and—effect interactions are influenced in
part by the level of satisfaction. Such a result indicates that insufficient
training and development programmes will not interfere with employee
turnover if their job satisfaction is high. Furthermore, a company’s medi-
ocre reputation will assure staff retention if they are satisfied with their
job. Consequently, for those employees whose expectations from their
employer are met to a high degree, the link between reputation and reten-
tion tends to lose some of its significance.

The theoretical contribution of the performed research is manifold.
First, the applied model has a distinct structure that contributes to the
study’s uniqueness. Furthermore, the research investigates the mediating
effects of job satisfaction to understand the process of influence of em-
ployer brand aspects on employee retention. Lastly, the study identified
employer reputation as the most important predictor of employee reten-
tion, and organisational culture as the most prominent factor of satisfac-
tion among the observed components of the employer brand.

The paper also represents a pragmatic contribution by providing
decision-makers with practical implications for managing staff retention.
The findings of this study suggest that managers establish a strong corpo-
rate culture and invest in staff training programmes to facilitate the learn-
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ing of new information and skills. Managers are also reminded of the im-
portance of employer reputation in developing positive work attitudes. As
a result, they should work to improve the company’s reputation, both in-
ternally and externally. The study also stresses the significance of increas-
ing job satisfaction. Managers are advised to implement more satisfaction
improvement strategies to compensate for potentially poor culture, train-
ing and development initiatives, and unfavourable reputation, so as to
neutralise any negative effects on staff retention.

Our research has certain limitations. One of them is evident in the
small sample size, as there is a possibility that it does not reflect a real
image of the connection between the employer brand and employee reten-
tion. Second, the study only covers an isolated period, making it impossi-
ble to monitor the dynamics of changes in the employees’ working atti-
tudes toward the company. Bearing that in mind, the study should be rep-
licated on a bigger sample and over a longer period of time. There are al-
so certain limits to the applied research paradigm. Because the investigat-
ed antecedents of employee retention, such as culture and reputation, are
multidimensional structures, future research might benefit from testing
the impact of the individual aspects of these variables.
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JIA JIA BPEH/IUPATGE TIOCJOJABIIA
MOKE 3AJIPKATH 3ATTIOCJIEHE?
3AJOBOJHLCTBO IMOCJIOM KAO MEJJATOP

Mapko CnaBkoBuh, Mapuja Mupuh
Yuusepsuret y Kparyjeriy, Exonomcku ¢akynrer, Kparyjesan, Cpouja

Pe3ume

Tlon mputnckom HOBUX mmocTurHyha y obmacté HMH(OpPMAaIMOHO-KOMYHHKAIH-
OHHUX TEXHOJIOTHja M NPOMEHA y OYEeKHUBaIbHMa 3aII0CIeHHX, KOHKYpPEHIHja MociIoa-
Balla Ha TPXKUIITY paja ryOH JOKaIHE aTpuOyTe W MOCTaje CBe HHTEH3UBHUjA. Y CBO-
JEBPCHOM paTy 3a TaJCHTE, KOMIIaHUje NPUMEY]y Pa3Id4YuTe CTpaTerhje Kako Ou
00e30enmie moTpedaH HABO 3HAKA M BEIITHHA 32 IIOCTU3AhE MPOjEeKTOBAHUX IHJbEBA.
CaBpeMeHa UCTpaKMBama IpErNo3Hala cy 3Hadaj OpeHAnpama IMOocIoJaBla He caMo
3a MpUBJIauee KBATUTETHUX KaHUIaTa, Beh U 32 BUXOBY IyrOpOYHY PETEHIHjy Ha
3ay3eTuM nosuijama. Hako je onpehen 0poj crynuja BepudukoBao edhexte pa3iniu-
THX acriekara OpeHJa IocIo/iaBla Ha paJHe CTaBOBE, HEjaCHH Cy MEXaHM3MH KOjUMa
ce GopMmupa HaMmepa 3amociIeHHX Ja OcTaHy y mpeay3ehuma, HapounTo y nomahem
MOCJIOBHOM KOHTEKCTy. OBO HCTpaKMBamb€ CIIPOBEICHO je Ha Y30PKY 3allOCICHHX Y
128 mpenyseha koja cBojy menaTHOCT 00aBJbajy Ha TepuTopuju PemyOmmke Cpouje. Y
HACTOjamby Jia ACMMMHYHO OTKJIOHH YOYCHH HCTPAKMBAYKHU Tell, CTYAUja UCIIUTYje Me-
JMjaTOPCKY YJIOTY 3370BOJBCTBA IOCIOM Y OXHOCY OpeHza MOCIoJaBla U 3a/piKaBa-
a 3aMociIeHUX. bpeH 1 mocno/aBia je mpouemheH Kpo3 TpH AUMEH3H]je, YKbYUyjyhu
OpraHM3alMOHy KyITypy, TPEHHHT W Pa3Boj M pemyTalujy mocionasna. [IpumeHom
oaroeapajylinx craTHCTHYKMX MeToAa yTBph)EHO je na 3aJ0BOJECTBO IIOCIOM HMa
KOMIICTUTUBHH MEANjaTOPCKU eeKaT y OJHOCY OpraHHW3alHoOHe KYJIType U 3aapika-
Bamba 3aIllOCICHUX, U IIyH MEINjaTOPCKU YTHUIIA] Y OMHOCY TPEHHHTA U Pa3Boja H 3ajp-
JKaBama. Y pellalyju pemyTanyje IOCIOIaBIa U 3apKaBamba 3aI0CIeHuX YTBpheH je
KOMILJIEMEHTapHU MEAWjaTOpCKU e(eKar 3aJ0BOJBCTBA MOcioM. MneHTHuKoBameM
3aJI0BOJBCTBA ITOCIIOM Kao Me/NjaTopcKe Bapujabiie y MpeTXOAHO MOMEHYTHM Be3aMa
OBO WCTpPaXMBame HyIW HM3BECTAaH TEOPUjCKU JONMpPUHOC MocTojeho] JIuTeparypH.
AHanusa je mokasajia y K0joj MEpH 3aJ0BOJECTBO IOCIOM IOCPEayje Y HOCMaTpaHHM
penanyjamMa ¥ Ha KOjU HAYWH MEHa jaulHy ITOBE3aHOCTH OBHX KOHCTpyKara, 00e30e-
hyjyhu u onpehere npakTrnyHe UMITIHKAIMje 3a MeHaiepe npeay3eha. Tako ce pe3yn-
TaTHMa OBOT HCTPaXKMBarba Cyrepuile noBehiaHa akTHBHOCT Ha yHAINpelewy HHULHja-
THBa 33 MMIUIEMEHTAlM]y HporpamMa TPEHHHra M pa3Boja, Kao M paj Ha Kpeupamwy
CH@)KHE KYJITYPE U U3TPaibi MO3UTHBHE PEIYTALMjE Y OKPYXKEHY.



