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Abstract

Integrating environmental objectives into an organization’s mission and strategies 
improves the organization’s image as a socially responsible organization and helps it 
take a leading position of advantage. Due to the increasing pressures towards sustain-
ability and environmental policies, organizations are making efforts in this direction. 
This study is aimed at identifying the impact of green organizational identity (GOI) 
on green innovation (GI). Data were collected from 168 employees working in food 
and beverage industry companies listed on the Amman Stock Exchange. SPSS was em-
ployed to analyze the data and test the hypothesis. The study finds a significant positive 
effect of GOI on GI product and GI process. The study recommends that companies 
show interest in GOI for their role in raising GI levels. Due to cultural differences be-
tween countries that limit the generalizability of the study results, it is recommended to 
conduct another study in Western culture to determine their applicability. 
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INTRODUCTION

Modern organizations face many environmental challenges and pres-
sures that require them to maintain their sustainable development in 
order to achieve competitive advantages, this requirement come from 
GI. Moreover, organizations enhance their capability for sustainable 
development by taking care of organizational identity (OI). OI is “…a 
shared interpretative scheme, through which members collectively 
create and provide meaning for their actions, choices, and behaviors” 
(Chen, 2011, p. 385). A sense of OI can affect the way individuals be-
have in the organization. Indeed, when greater concern for the en-
vironment suits an internal element of OI, it is progressively hard to 
overlook environmental issues. According to the theory of OI, GOI is 

“an interpretative scheme about environmental management and pro-
tection that members collectively build to provide meaning for their 
behavior” (Chang & Chen, 2013, p. 1057).

Many organizations have established several environmentally ap-
proachable programs (e.g. green technologies, green products and oth-
ers that can increase their ability to innovate green) (Hoffmann, 2007; 
Zhu et al., 2008). External pressure on organizations to be more en-
vironmentally responsible, as well as the resulting increase in market 
request for green products, has led many organizations to pursue GI 
(Chang, 2011; Lin et al., 2013). When a firm with a strong sense of GOI 
faces external pressure to speech environmental problems, inspired 
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reactions to this pressure could produce new and beneficial concepts, which additionally stimulates the 
organization’s ability to GI. Moreover, by reviewing prior studies attempted to provide a framework 
describing the relationship between GI with some other organizational variables (Soewarno et al., 2019; 
Song & Yu, 2018), Mushtaq et al. (2019) recommend to explore other variables that affect business and 
environmental sustainability.

1. LITERATURE REVIEW 

1.1. Green organizational identity (GOI) 

Organizational identity (OI) indicates a set of da-
ta that members of an organization see as cen-
tral, distinct and permanent to their organization 
(Mushtaq et al., 2019), Also, OI is an overview of 
how an organization assesses its management and 
how they want stakeholders to see them, internally 
or externally. Chen has developed a new perception 
called GOI, which is an interpretative outline about 
environmental management and security that indi-
viduals cooperatively build to offer sense for their 
behavior (Chen, 2011). It is required from organiza-
tions to transform and improve green products in 
allocating with the environment and matters fac-
ing stakeholders (Tseng et al., 2013). Organizations 
with a GOI will certainly generate environmentally 
approachable improvements while implementing 
their operational actions, such as applying an en-
vironmental management system and exhausting 
energy-saving devices or programs that decrease 
waste resulting from the organizations’ operational 
actions. Furthermore, environmentally conscious 
organizations recognize the importance of envi-
ronmental protection. Hence, they imitate their 
anxiety through actions. When environmental 
matters come to be the primary goal of OI, they will 
urge members of the organization to contribute to 
the environment (Sharma, 2000).

According to Chen (2011), a GOI is “an inter-
pretative scheme about environmental manage-
ment and protection that members collectively 
make in order to provide meaning for their be-
havior”. Organizations that reflect GOI will sim-
ply gain lawfulness. lawfulness has been defined 
as the condition in which the value of an organ-
ization matches the greater social worth system. 
Consequently, if the value of an organization 
matches the expectations of the community re-
garding environmental problems, it can be said 
that the organization has acquired environmen-

tal regulatory lawfulness. The association be-
tween the stakeholders and the organization is 
essential, not for the company’s persistence, but 
also for the lawfulness of the company (Massey, 
2001). Consequently, organizations that replicate 
green regulatory identity and apply environmen-
tal management in every feature of action could 
simply gain environmental regulatory lawfulness 
(Soewarno et al., 2019).

GOI contributes to this process by bringing to-
gether an organization’s several skills and fields 
of expertise and added smooth innovation that 
focuses on waste reduction, pollution preven-
tion and the application of a management system 
(Chang & Chen, 2013). The GOI inspires managers 
of organizations to implement new technologies 
that the market needs.

Management at all stages wants to assimilate full 
organizational resources and coordinate employ-
ee behavior to emphasize environmental matters. 
Thus, behavior will enhance GOI (Song & Yu, 
2017). When an organization has a strong GOI, it 
easily gains the trust and lawfulness of the com-
munity. Therefore, the organization with legitima-
cy will be capable to gain additional support and 
resources from external and internal stakeholders. 
Lastly, with these strong community support and 
resources, the organization will simply be able to 
achieve GIs.

1.2. Green innovation (GI)

It is necessary to clarify the concept of “GI” in or-
der to understand the literature that should be in-
volved in the analysis. This study rapidly realized 
that other concepts (sustainable innovation and 
environmental innovation) are being used by oth-
er researchers on parallel topics.

According to Church et al. (2008), the term “sus-
tainable development” was first used in 1980 
by the International Union for Conservation of 
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Nature and Natural Resources in their report on 
the global conservation strategy. The report indi-
cates that sustainable development is “the integri-
ty of conservation and development to ensure that 
adjustments on the planet truly guarantee the sur-
vival and well-being of all people”.

The concept of “sustainable development” was 
articulated primarily by the Brundtland Report, 
commissioned by the United Nations where it was 
defined as “the needs of the present without com-
promising the ability of future generations to meet 
their own needs”. The concept of sustainable de-
velopment has limits, but restrictions imposed by 
the current state of technology and social regula-
tion on environmental resources and the capabil-
ity of the biosphere to engross the impacts of hu-
man activities (Schiederig et al., 2011). 

Fussler and James (1996) define environmental 
innovation as “new products and processes that 
provide value to customers and businesses but 
significantly reduce environmental impacts” (cit-
ed from Bartlett & Trifilova, 2010, p. 2). Likewise, 
Kemp and Pearson (2007, p. 3) define ecological 
innovation as “…the production, assimilation, or 
exploitation of a product, production process, ser-
vice, management, or new way of working for an 
organization (developing or adopting it) which, 
throughout its life cycle, reduces environmental 
risks, pollution and other negative impacts of re-
source use compared to related alternatives”.

GI refers to “creating devices or software relat-
ed to green products or processes, including 
innovation in technologies that participate in 
saving energy, preventing pollution, recycling 
waste, designing green products or environmen-
tal management for the company that promotes 
sustainability” (Schiederig et al., 2011). GI in-
cludes originality in creating green processes or 
products that improve regulatory environmental 
performance or meet environmental protection 
necessities. GI focuses on dropping waste, and 
adopting environmental management systems. 
To achieve the GI goal, a company must take full 
advantage of its human and technical capabili-
ties and resources (Song & Yu, 2018). GI is an im-
portant way for an organization to win rivalry in 
a time of environmental anxiety. Several aspects 
have been recognized by scientists as the driving 

force behind GIs. The latest studies revealing the 
motives for GIs include societal expectations, ex-
port and capacity density, and women’s leader-
ship (Soewarno et al., 2019).

1.3. Green Innovation Product

The term “green product” is commonly used to re-
fer to a wide range of products, there are no com-
plete green products, what we call “green prod-
ucts” are the greenest products among others. 
Here there are some definitions about the green 
product. The product is environmentally friend-
ly, “When the environmental and societal perfor-
mance in production, use and disposal improves 
dramatically and improves compared to tradition-
al or competitive product offerings” (Peattie, 1995, 
p. 181). Although any consumer product has no 
influence on the business and environment, the 
terms “green products” or “environmental prod-
uct” are regularly used to define those that strug-
gle to enhance the natural environment through 
energy conservation or resources and reduce or 
eliminate the use of toxic agents.

The significant practice of judgement in defining 
the “green product” indicates its animated nature: 
What is a green product may be a brown product 
within a few years if other products exceed that. 
The relative nature of the definition of a green 
product means that a measure of the “greenness” 
of a particular product is necessary. However, the 
environmental impact of a product life cycle rang-
es from global warming to freshwater pollution. In 
practice, comparing products can be difficult and 
not one-dimensional as different effects on the en-
vironment cannot be easily “compacted” only by a 
single value (Gesiot, 2012).

It is generally recognized that green product in-
novation is that a new product aims to reduce en-
vironmental impact. It includes the introduction 
and improvement of the product through the use 
of environmentally friendly materials or recovery, 
since this approach can reduce the environmen-
tal pressure in input measures; it also includes 
product modification that aims to reduce energy 
conservation and prevent pollution while using 
products. Some researchers believe that the major 
problem affecting the environment is emissions 
from the products used (Ma et al., 2018).
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1.4. Green Innovation Process

The GI process focuses purposefully on the pro-
duction process, which maybe subjugated or use-
ful to decrease environmental risks, pollution 
emissions, and other negative influences. Prior 
studies outline some technology of green pro-
cess such as pollution prevention, clean produc-
tion, recycling and environmental efficiency. Even 
though performance, containing economic and 
environmental performance, is generally used by 
many studies to assess business outcomes derived 
from GOI, environmental performance may not 
directly achieve economic performance. As eco-
nomic objects, corporate shareholders and man-
agers could pay more attention to their value when 
they devote GI (Cainelli et al., 2015). 

To arrest various features of the interest resulting 
from green process innovation, a time frame must 
be considered. Therefore, the benefits linked to in-
novation in the green process are divided into two 
dimensions: short-term benefits and long-term 
benefits. Short-term interest is mainly a market 
success, and can be directly reflected in an organi-
zation’s financial performance, such as an increase 
in market share and a lower cost of the product. It 
is similar to the term “financial performance” that 
is regularly used in management studies. Long-
term benefit refers to the continued existence of an 
organization, long-term potential and sustainable 
competitiveness. It is similar to the term “survival 
performance” (Ma et al., 2017).

1.5. Link between GOI and GI

According to OI theory, firms have an important 
role to play in making employees more conscious 
of organizational actions, and with increased atten-
tion to green management practices at the global 
level, organizations have begun to emphasize more 
green identity principles (Albert Xing et al., 2019).

Mushtaq et al. (2019) found that GOI and GI per-
formances are positively related to each other, al-
so they indicate that environmental commitment 
mediates the relationship between GOI and GI 
performance. They also conclude that in order to 
gain enhanced innovation performance, an or-
ganization also tends to work on enhancing GOI 
and environmental commitment.

Furthermore, Soewarno et al. (2018) explore the 
inf luence of the green innovation strategy on 
green innovation; they also investigate if green 
organizational identity mediates the mentioned 
relationship. The results show that the green 
innovation strategy positively affects green in-
novation. The study has found that green inno-
vation strategy has a positive impact on green 
innovation through green organizational iden-
tity in manufacturing companies in Indonesia. 
They suggested that organizations should devel-
op a green innovation strategy and this should 
be ref lected in green organizational identity 
in order to achieve higher green innovation 
performance.

Sung and Yu (2017) indicate that there is ap-
positive relationship between GOI and green 
creativity, and between green creativity and GI. 
They also find that GOI fully mediates between 
GI strategy and GI. These results by Sung and 
Yu (2017) suggest that decision makers should 
improve their firms’ sense of green identity and 
enhance green creativity, since this will improve 
their organizations’ capability of sustainable 
development. On the other hand, Liu and Zhao 
(2019) argue that there is a positive relationship 
between ethical leadership and employees’ GI 
behavior, and GOI plays an intermediary role 
between ethical leadership and employees’ GI 
behavior. 

Chang and Chen (2013) found that GOI positively 
affects GI performance, and GOI could positive-
ly influences GI performance through environ-
mental commitment. Organizations should raise 
their GOI and environmental commitment to 
improve their GI performance. They find out that 
GOI and environmental commitment, as well as 
GI performance of small and medium-sized en-
terprises, are lower than those of large enterpris-
es in Taiwan.

2. AIMS AND HYPOTHESES

Following the literature review, this study 
aims to explore the inf luence of GOI on GI in 
Jordanian food and beverage industry compa-
nies. The proposed conceptual framework is 
portrayed in Figure 1.
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The study thus proposes the following hypotheses: 

H1: GOI positively influences green product 
innovation.

H2: GOI positively influences green process 
innovation.

3. METHODOLOGY

A survey research design was employed to collect 
data from the upper and middle departments from 
eight food and beverage industry companies list-
ed on the Amman Stock Exchange. They include 
the Jordanian Poultry Processing and Marketing, 
Jordanian Dairy, Public Investments, Modern 
World for Vegetable Oils, National Poultry, Food 
House, Jordanian Vegetable Oil Factories, and 
Siniora Food Industries, with 327 employees work-
ing in upper and middle departments (Amman 
Stock Exchange, 2021). The researchers contacted 
HR heads of each company and sent a e-question-
naire link to them; in turn, HR heads distributed 
the link for the study sample. Out of 179 question-
naire retrieved, 168 questionnaires were valid for 
analysis. The current study used a 5-point Likert 
scale questionnaire. Data analysis involved the 
use of descriptive statistics carried out in the form 
of measures of central tendency and dispersion. 
SPSS v23 software was used to test the hypotheses 
using the multiple regression analysis.

3.1. Measures

The instruments used in this study have been 
adopted from previous literature. A 5-point Likert 
scale was used, varying from 1 “Strongly disagree” 
to 5 “Strongly agree”. GOI items were adopted 
from Gioia and Thomas (1996) and Chen (2011), 

GI items from Khazal and Dhiab (2019) and 
Soewarno et al. (2019).

To determine the degree of reliability, Cronbach’s 
Alpha was used, which determines the level of ac-
ceptance of the measuring instrument at a level of 
60% or more (Sekaran & Bougie, 2010). The reli-
ability test results ranged between 76% and 87%.

4. RESULTS 

Table 1 provides demographic characteristics of the 
study sample. It is clear from the descriptive anal-
ysis that the majority of respondents were male 
(89.9%), and the rest were female. As for the age 
groups, the rate was the highest for those within 
the category (40 – Less than 50) at a rate of 40.5%. 
In terms of the education level, those who have a 
bachelor degree amount to the highest percentage 
(86.3%). Finally, with respect to the years of expe-
rience (42.3%)? their years of experience are 11–15.

Table 1. Respondents’ profile (n = 168)

Characteristics Frequency Percentage

Gender

Male 151 89.9%

Female 17 10.1%

Age

Less than 30 years 16 9.5%

31 – Less than 40 57 34%

40 – Less than 50 68 40.5%

50 years and more 27 16%

Educational Level
Diploma or less 11 6.5%

Bachelors 145 86.3%

Postgraduate 12 7.2%

Experience Years

5 years or Less 15 8.9%

6 – 10 62 36.9%

11 – 15 71 42.3%

16 years and more 20 11.9%

Figure 1. Study model

Green organizational Identity

Green product innovation 

Green process innovation 

H1

H2

Green Innovation



307

Problems and Perspectives in Management, Volume 20, Issue 2, 2022

http://dx.doi.org/10.21511/ppm.20(2).2022.25

In order to verify the impact of the GOI in each 
dimension of GI (green product innovation and 
green process innovation), the study tests the fol-
lowing hypothesis:

H1: GOI positively influences green product 
innovation.

To test this hypothesis, the study uses the multi-
ple regression analysis to guarantee the influence 
of GOI dimensions (A deep feeling of a compa-
ny’s history about environmental management 
and procedures; Sympathy for the company’s pro-
cedures regarding the environment; Pride in the 
company’s environmental goals and a sense of re-
sponsibility for the improvement plan; Feeling of 
important place in the management and protec-
tion of the environment; Familiar with the com-
pany’s environmental traditions and culture; and 
Feeling in formulating clearly defined environ-
mental objectives) on the green product innova-
tion (Table 2).

Table 2 shows the effect of GOI on green product 
innovation. The regression model provides a good 
degree of fit, as evidenced by R and R2 values, 0.639 
and 0.486, respectively. This indicates that 48.6% 
of the explained variation in GI can be explained 
by GOI dimensions. On the other hand, Table 2 
indicates the slope value of 0.270, 0.471, 0.237, 

0.208, 0.306 and 0.318 for the regression line. This 
suggested that a one-unit increase in GOI dimen-
sions can significantly predict a 27%, 47.1%, 23.7%, 
20.8%, 30.6% and 31.8% increase in green product 
innovation. Table 2 also shows that the analysis 
of variance of the fitted regression equation is sig-
nificant with the F value of 45.404. This is shows 
that the model is good. Since the p-value is 0.000 ≤ 
0.05, there is a statistically significant relationship 
between GOI and GI. Thus, H1 is supported.

H2: GOI positively influences green process 
innovation.

To test this hypotheses, a multiple regression anal-
ysis was used to ensure the impact of GOI dimen-
sions (A deep feeling of a company’s history about 
environmental management and procedures; 
Sympathy for the company’s procedures regarding 
the environment; Pride in the company’s environ-
mental goals and a sense of responsibility for the 
improvement plan; Feeling of the important place 
in the management and protection of the environ-
ment; Familiar with the company’s environmental 
traditions and culture; and Feeling in formulat-
ing clearly defined environmental objectives) on 
green product innovation (Table 3).

Table 3 shows multiple regression analysis to guaran-
tee the impact of GOI on green process innovation.

Table 2. Multiple regression analysis to guarantee the impact of GOI on green product innovation
Dependent 

Variable
(R) (R2) F DF Sig* β T Sig*

Green Product 

Innovation 0.639 0.486 45.404

1

0.000

First Dimension 0.270 2.452 0.016

Second Dimension 0.471 4.274 0.000

166

Third Dimension 0.237 2.200 0.030

Fourth Dimension 0.208 2.137 0.035

Fifth Dimension 0.306 3.017 0.003

167 Sixth Dimension 0.318 2.682 0.009

Note: * significant at α ≤ 0.05.

Table 3. Multiple regression analysis to guarantee the impact of GOI in green process innovation

Dependent 

Variable
(R) (R2) F DF Sig* β T Sig*

Green Process 

Innovation 0.509 0.259 11.081

1

0.000

First Dimension 0.251 2.247 0.027

Second Dimension 0.313 2.915 0.004

166

Third Dimension 0.238 2.265 0.026

Fourth Dimension 0.330 3.013 0.003

Fifth Dimension 0.281 3.421 0.001

167 Sixth Dimension 0.229 2.407 0.018

Note: * significant at α ≤ 0.05.
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Table 3 shows the impact of GOI dimensions on 
green process innovation. The regression model re-
alizes a good degree of fit, as evidenced by R and R2 
values – 0.509 and 0.259, respectively, which shows 
that 25.9% of the explained variation in GI can be 
accounted for GOI dimensions. Moreover, Table 3 
indicates the slope value of 0.251, 0.313, 0.238, 0.330, 
0.281 and 0.229 for the regression line. This sug-
gested that a one-unit increase in GOI dimensions 
can significantly predict a 25.1%, 31.3%, 23.8%, 33%, 
28.1% and 22.9% increase in green process innova-
tion. Table 3 also shows that the analysis of variance 
of the fitted regression equation is significant with 
the F value of 11.081. This shows that the model is 
good. Since the p-value is 0.000≤ 0.05, there is a sta-
tistically significant relationship between GOI and 
GI. As a result, H2 is supported.

5. DISCUSSION

Discussing H1, the result shows that GOI has a 
positive effect on green product innovation as 

shown in Table 2. The result indicates that food 
and beverage companies in Jordan improve 
green products in relation to the environment 
and matters facing stakeholders. Also, the find-
ing states that food and beverage companies in 
Jordan generate environmentally approachable 
improvements while implementing their oper-
ational actions, which decreases waste result-
ing from the operational actions. The results of 
this study are in line with the results of previ-
ous research (e.g., Sung & Yu, 2017; Mushtaq et 
al., 2019). Discussing H2, the result shows that 
GOI has a positive effect on green process inno-
vation as shown in Table 3. The result indicates 
that the growth in market share and the lower 
cost of products of food and beverage companies 
in Jordan are directly reflected in these compa-
nies’ performance, continued existence of these 
companies and sustainable competitiveness. The 
results of this study are in line with the results of 
previous research (e.g., Chang & Chen, 2013; Liu 
& Zhao, 2019).

CONCLUSION

This study aimed to test the relationship between GOI and GI (green product innovation and green 
process innovation) in food and beverage companies. It was concluded that there is a positive influence 
of GOI on GI. This means that the increase in GOI leads to an increase in customer loyalty and positive 
perception of an organization as a result of achieving GI, which, in turn, improves the image and moti-
vation of the members of the organization to cooperate with an organization committed to protecting 
the environment. Furthermore, this study highlights the importance of integrating green operational 
actions into industries, and it is useful for decision makers, marketers and customers to understand 
how industrial activities affect the environment. Food and beverage companies in Jordan adhere to and 
apply the Jordanian government regulations and laws regarding maintaining and saving environment, 
which, in turn, leads these companies to adapt to the environmental and technological change through 
the operational process. Food and beverage companies need to develop organizational identity proce-
dures in order to increase green innovation products and process in the form of reducing the pollution 
and maintaining environment.

This study has some limitations like many other studies. First, it depends on a cross-sectional survey, 
which makes it difficult to establish a causal relationship between the variables under study. The study 
recommends that future studies use a longitudinal research design to show how GOI and GI affect each 
other at different phases of their development in different industries. Second, the empirical evidence is 
from several food and beverage companies in Jordan. If the survey results can be generalized to GI, each 
survey of several industries has a specific look. Thus, additional research can usefully focus on specific 
industries, such as manufacturing. In addition, cultural appearances of the sample may limit the gen-
eralizability of the study results. It is recommended to conduct a similar study in a Western culture to 
determine the applicability of the study findings. This study shows how GOI affects GI. This study does 
not explore other variables such as leadership and so on. Thus, further research could explore how lead-
ership affects GI at different phases, which could lead to different results. 
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