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Christina Arfara (Greece), Irene Samanta (Greece)

EXPLORING THE IMPACT
OF INTERNAL MARKETING

PRACTICES ON THE COMMITMENT

TO “GREEN” INTELLECTUAL
CAPITAL

Abstract

The purpose of this study is to explore how internal marketing practices affect the

commitment of organizations” “green” intellectual capital. It examines the relationship
between internal marketing practices and the commitment to its “green” intellectual
capital’s components: human, relational, and structural. Moreover, it investigates to
what extent internal marketing practices are applied to strategic, operational, and
implementation levels, affecting “green” intellectual capital commitment. A 27-item
questionnaire was used to collect quantitative data. Six hundred nine employees from
large companies operating in various business sectors in Greece participated in a
survey from July to November 2020. The findings documented a strong impact of in-
ternal marketing practices (90.5%) on the commitment to “green” intellectual capital.
Internal marketing practices applied at operational levels have the most substantial
effect on the commitment of “green” intellectual capital (t = 17.387), while practices
at implementation levels are not significant (t = 3.668). The results also indicated that
internal marketing practices applied at strategic levels significantly influence the com-
mitment to “green” intellectual capital (t = 15.747). Finally, the study discusses the
theoretical and managerial contributions.

Keywords internal marketing, green intellectual capital, operational

level, Greek companies, human resources, strategic
partners, environmental knowledge

JEL Classification M12, M31, M53

INTRODUCTION

Organisations explore novel approaches in order to reach their non fi-
nancial objectives. They follow a focused strategy which efficiently ex-
ploit the available resources and capitalize the benefits of their intangi-
ble assets. In this context internal marketing has aroused researchers’
interest in exploring its relationship between business performance.

Catalin et al. (2014) highlight internal marketing as an overall man-
agement process and correlate it with strategic human resource man-
agement (HRM), customer value creation, and improved external
relationships, indicating at the same time the critical role of organ-
izational culture and leadership style. Other researchers have docu-
mented that training (Owoyemi et al., 2011), work empowerment (Liu
et al,, 2007), different types of communications (Wang, 2011), lead-
ership (Saleem et al., 2019), and work climate (Snow, 2002) influence
the enhancement of employees’ commitment. Mubarik et al. (2016)
correlated commitment, satisfaction, and trust in relational capital
with customer attitudes and loyalty. Furthermore, Prajogo et al. (2021)
documented the crucial role of strategic collaborations based on com-
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mitment and trust. Aramburu and Saenz (2011), Kamaluddin and Rahman (2009), and Wang et al.
(2014) defined structural capital through technology investment, processes, and procedures, along with
relational capital, as the strongest key factors to achieve sustained competitive advantage. Additionally,
firms’ green transition is more imperative than ever due to worldwide energy crises. Companies are
called to address this challenge by transforming into resource-efficient organizations.

Although extensive research has been carried out on internal marketing and organizational commit-
ment through human, relational, and structural lenses, little research has thus far examined the rela-
tionship between marketing and intellectual capital (Hilal, 2020; Madhavaram & Hunt, 2017; Penalba-
Aguirrezabalaga et al., 2020; Samanta & Arfara, 2021). Moreover, no research appears to have addressed
how internal marketing affects commitment to “green” intellectual capital.

1. LITERATURE REVIEW

AND HYPOTHESES

The concept of internal marketing has evolved and
today integrates the management of other resourc-
es, such as human capital, loyal customers, and rela-
tionship marketing, to achieve better organization-
al outcomes (Huang & Rundle-Thiele, 2015). Sinci¢
and Voki¢ (2007) provide a more holistic approach,
relating internal marketing to HRM practices, ex-
ternal marketing objectives, and satisfied external
customers. It is argued that it is a source of compet-
itive advantage, thus highlighting its vital role.

Bailey et al. (2016), Mainardes et al. (2019), and
Joung et al. (2015) further examined the concept
of internal marketing. They concluded with a re-
fined classification of internal marketing practices
to better understand this concept. These practices
at the strategic level are related to the targeted in-
ternal awareness of the organization’s vision and
mission for all employees to be aware of key pri-
orities. They also highlight the organization’s sup-
portive behavior and the development of engaged
employees through rewarding their proposals for
improvement.

According to Gronroos (1985 cited in Bannon,
2005), internal marketing combines practices and
tools distinguished at operational versus implemen-
tation levels. At the operational level, practices are
related to adopting a supportive management style;
promoting an open culture that supports commu-
nication, collaboration, honesty, trust, and integri-
ty; encouraging new ideas to improve service lev-
els internally and externally; and setting standards
and designing processes to monitor performance.
Moreover, they include continuous monitoring of
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effectiveness to make corrective or reassessment
actions and continuous training to improve service
levels in an environmental-friendly way.

At the implementation level, practices include
training programs; formal communication that
enhances internal marketing activities (e.g., inter-
nal information notes or e-mails); developing in-
formal, interactive communication channels; and
conducting internal marketing research to identify
malfunctions. In addition, there is feedback on the
effectiveness of internal marketing practices; elicit-
ing new ideas from teams; and rotating jobs wher-
ever possible to help employees understand the big
picture of a firm.

Chen (2008a) suggested integrating corporate en-
vironmental management and intellectual capi-
tal management, thus proposing the construct of
“green” intellectual capital. The study classified
the “green” intellectual capital into “green” hu-
man capital, “green” relational capital, and “green”
structural capital.

HRM is considered a fundamental function of an
organization, as through its functions, the organi-
zation can be transformed (Singh & El-Kassar, 2019;
C.J. C. Jabbour & A. B. L. Jabbour, 2016; Masri &
Jaaron, 2017; Renwick et al., 2013; Yong et al., 2020).
The concept of green HRM now integrates tradition-
al practices oriented to the sustainable exploitation
of resources and the promotion of environmental
awareness (Chen, 2008a). It aims to create a “green”
workforce by encouraging initiatives that promote
environmental knowledge (Chen, 2008a). Through
attracting and retaining talented employees with en-
vironmental knowledge and their continuous “green”
training, the sustainable management of people, pro-

199



Innovative Marketing, Volume 19, Issue 2, 2023

cesses, and products/services is achieved (Singh &
El-Kassar, 2019; C. J. C. Jabbour & A. B. L. Jabbour,
2016; Masri & Jaaron, 2017).

Paauwe and Boselie (2005), Renwick et al. (2013),
and Schuler and Jackson (2014) confirm the close
link between “green” practices of HRM and envi-
ronmental management. The importance of “green”
human capital management practices was empha-
sized by Yusoft et al. (2019), considering them as
strategic tools to enhance environmental perfor-
mance and, by extension, economic performance.
Hamadamin and Atan (2019) and Shoaib et al.
(2021) documented the relationship between stra-
tegic HRM and employees’ commitment. Joung
et al. (2015) also documented the relationship be-
tween two internal marketing practices — develop-
ment and reward — with organizational commit-
ment. Kim et al. (2016) highlight the positive rela-
tionship between employees’ perceptions of inter-
nal marketing with organizational commitment.

Internal marketing relies on the human assets of
an organization in order to deliver higher organ-
izational performance by satisfying employees
(Kanyurhi et al., 2016). Its mission is to create job
products that meet multilevel employees’ needs.
The basis for creating strong bonds between em-
ployees and a company is satisfying the wants of
employees since they receive recognition and con-
sider themselves part of it. Relationships of mutu-
al trust are developed, employees undertake roles
and take the initiative beyond their job description,
and they experience positive emotions, and con-
sequently, customers perceive a generally positive
attitude. Hence, this study proposed the concept of
“green” human capital commitment to explore the
relationship between internal marketing practices
and the commitment to “green” intellectual capital.

According to Athanasopoulou (2009), Chen (2008a,
2010), and Wu et al. (2018), customers are an es-
sential part of organizations, and their behavior
is constantly under observation and investigation.
Accounting for environmental concerns impacting
customers’ attitudes, organizations are called to
fulfill the “green” needs of the market through con-
stantly renewing processes oriented to serve con-
sumers needs better (Chen, 2010; Brunner et al,,
2008). Athanasopoulou (2009), Chen (2010), and
Wau et al. (2018) have positively correlated “green”
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trust and “green” satisfaction with “green” loyalty
and environmental consciousness. Chen (2008a)
highlights the relationship between a company’s
interaction with customers and corporate environ-
mental management, while Awan et al. (2015) and
Park and Tran (2018) documented the relationship
between internal marketing and customer loyalty.

Companies focus on developing their partnership
network, which they consider an asset (Arfara &
Samanta, 2020, 2022; Syahchari et al., 2016). The
reinforcement of networks in terms of a better al-
location of resources, knowledge exchange, and
problem-solving is thought to promote the de-
velopment of sustainable environmental practic-
es (Collins & Hitt, 2006; Matinaro et al., 2019).
According to Chen (2008a), “green” relational cap-
ital embeds, among others, the corporate environ-
mental management between firms and partners,
while Dickel et al. (2018) highlight the significance
of long-term “green” collaborations that facilitate
the exchange of environmental awareness among
partners and enhance the reputation of the or-
ganization (Yadiati et al., 2019). In the same vein,
Chang et al. (2022) documented the importance
of “green” relational capability on entrepreneurial
opportunity recognition. According to this model,
companies develop partnerships with key exter-
nal partners to integrate sustainable management
practices. Therefore, the concept of “green” rela-
tional capital commitment facilitated examining
the relationship between internal marketing prac-
tices and the commitment to “green” intellectual
capital.

Chen (2008a) addressed the research gap between
structural capital and environmental management
by defining “green” structural capital and docu-
menting its positive effect on environmental man-
agement. Accordingly, “green” structural capital
integrates “organizational commitment, knowl-
edge management systems, reward systems, infor-
mation technology systems, databases, managerial
institution, operation processes, managerial phi-
losophies, organizational culture, company imag-
es, patents, copyrights, and trademark about envi-
ronmental protection or green innovation within a
company can help companies obtain competitive
advantages” (Chen, 2008a, p. 275). Amores-Salvado
et al. (2021) claimed the importance of integrat-
ing environmental technologies into a company’s
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structural capital, as it enhances its capability to
efficiently manage environmental knowledge and
challenges. Finally, management systems that sup-
port the protection of the environment increase or-
ganizations’ capability to respond faster and more
accurately. Integrating new technologies makes or-
ganizations agile through bolstered technological
capabilities that effectively address challenges (Lu
& Ramamurthy, 2011).

Kamaluddin and Rahman (2009) highlighted the
investment enhancement in structural capital as a
key factor in achieving high performance and com-
petitive advantage. Therefore, based on the contin-
uous investment in “green” structural capital, the
concept of “green” structural capital commitment
is developed in order to further examine the rela-
tionship between internal marketing practices and
‘green” structural capital commitment.

Specific correlations between internal market-
ing and intellectual capital have been tested in
the literature. For example, Hilal (2020) argued
that two internal marketing practices — rewards
and development - positively affect employees’
commitment through job satisfaction. Penalba-
Aguirrezabalaga et al. (2020) examined intellec-
tual capital from a knowledge-resource perspec-
tive. In a similar direction, Madhavaram and
Hunt (2017) focused on B2B services and dis-
covered correlations between the components of
intellectual capital and enhanced performance
based on organizational knowledge.

Even though internal marketing is recognized as a
key strategic concept due to its relationship with oth-
er constructs (Snell & White, 2009), according to
Qiu et al. (2022), internal marketing has not speci-
fied the practices that are most effective and power-
ful through the dual lenses of organizational perfor-
mance and employees’” behavior.

Therefore, the examination of the relationship be-
tween internal marketing practices and the commit-
ment to “green” intellectual capital dimensions (hu-
man, relational, structural) is based on the following
research hypotheses:

HI1: Internal marketing practices related to the
management of “green” human capital affect
employees’ commitment.

http://dx.doi.org/10.21511/im.19(2).2023.16
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H2: Internal marketing practices affect “green’
customer commitment.

H3: Internal marketing practices are relat-
ed to long-term “green” key partnership
relationships.

H4: Internal marketing practices affect the en-
vironmental capability of an organization
through “green” management systems.

2. METHODOLOGY

The questionnaire used in this study was in-
spired by the literature review related to internal
marketing and the dimensions of “green” intel-
lectual capital (Al-Weshah, 2019; Chen, 2008a;
Hamadamin & Atan, 2019; Lu & Ramamurthy,
2011; Shiu & Yu, 2010; Tortosa-Edo et al., 2015;
Joung et al., 2015). The questionnaire includes 27
items, and it consists of five sections assessing
1) internal marketing practices, 2) human capi-
tal, 3) relational capital, 4) structural capital, and
5) socio-demographic information. The study
used previously employed and validated scales,
including:

o a l2-item internal marketing scale based on a
measure developed by Joung et al. (2015);

o ahuman capital scale (4 items) was developed
according to Bailey et al. (2016), Foreman and
Money (1995), Tortosa et al. (2009), and Tetteh
et al. (2019);

« a relational capital scale (8 items) was based
on the scales by Bailey et al. (2016), Chang and
Chen (2012), Joung et al. (2015), Tortosa et al.
(2008), Wang (2019), and Arfara and Samanta
(2022); and

o a structural capital scale (3 items) was for-
mulated based on scales in Arnett et al.
(2002), Bailey et al. (2016), Foreman and
Money (1995), and Huang and Kung (2011).

Items on the composite questionnaire were respond-
ed to using a 5-point Likert scale, and a pilot test
was conducted to check the necessity for further im-
provement. The internal consistency of the measure-
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ment was tested with a Cronbach’s alpha coefficient,
which was calculated to be 0.957, thus indicating a
high internal consistency of the questionnaire.

Data collection was conducted with employees
working for large companies (i.e., N > 250 em-
ployees) operating in various business sectors in
Greece. All responses were collected in 2020 from
July to November. A total of 609 respondents out
of approximately 5,600 potential respondents
participated, indicating an acceptable response
rate of 10.87%.

Data were statistically analyzed using SPSS (ver-
sion 17.0) and, excepting descriptive statistics, the
scale was subjected to confirmatory factor anal-
ysis (CFA), and the hypotheses were tested via
SPSS statistical software. A chi-squared test was
used for testing the hypotheses, while the rela-

Table 1. Factor loadings

tionship between the dependent and independent
variables was examined by employing a multiple
regression analysis (MRA).

3. RESULTS

47.1% of respondents (n = 287) were female ver-
sus 52.9% (n = 322) male. The predominant age
group of participants was 41 to 54 years old (n
= 254, 41.4%). 50.6% of the respondents held a
university degree, while 43.7% were post-grad-
uates. Data were collected across various job po-
sitions, including 59.8% employees, followed by
managers (33.3%) and executives (6.9%). Almost
half of the respondents (57%) reported significant
working experience — over ten years — and 21.5%
had worked for five to ten years. Factor loadings
strongly supported the variables (0.683-0.930),

Items : Fac-tor
: loadings
i 1. The briefing of recruits regarding their desired “green” behavior is done by specific individuals — mentors. ; 518
company’s environmental goals.
the “green” way they work.
4. The company has adopted a reward system in the context of achieving environmental objectives based on theimm 627
: recognition of their contribution.
5. The internal communication channe
Internal : 6. The organization reinforces learning processes
marketing { 7. | am particularly pleased that it is complicated for the competitors to imitate us.
8. | sincerely appreciate that there is information about the company’s position and objectives.
9. My company communicates the |m mhe service level in every way.
mployee environmental skills.
11. My company offers an appropriate working environment and ensures the well-being of employees and their 706
i families. ;
.......... 12
13
Green 14 |feelthat myworkisvaluable.
E:gi]far: 15. lintend to spend the rest of my working life with this company.
16. The continuous process of developing new skills is critical to me. .
......... 17. My company encourages me to takethemma‘uve to improve service levels in an environmental-friendly way. 695
18. I needs of customers.
19. My company implements training programs to enhance environmental-friendly behavior. & 705
20. My company is constantly improving its environmentally friendly products/services. . 710
Green 21. The company redesigns products or services to meet the environmental criteria of society and the business
relational { world. 738
capital i s e e e epa T 748

i 23. The company invests in long-term relationships with its suppliers who demonstrate environmental
i consciousness.

i consciousness.

Green : 25.Operational processes related to n of the environment operate regularly.
structural i 26. The company’s knowledge manage >m facilitates the flow of environmental know
capital ;27 Information about positive experiences of employees is constantly exchanged.

4. The company invests in long-term relationships with its strategic partners who demonstrate environmental :
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and the Kaiser-Meyer-Olkin value (0.839) was
considered acceptable (over 0.50) for examining
the strength of the partial correlations between
variables (Table 1).

A chi-squared test was used to assess the hypoth-
eses, while MRA was applied to examine the rela-
tionship between the dependent and independent
variables. Table 2 summarizes Pearson chi-squared
test results. All the hypotheses were supported as
the p-values appearing in the “Asymptotic signif-
icance (2-sided)” column (.000) are statistically
significant. The variables were strongly associated
with one another.

Organizations that truly care about employees’
needs, that try to discover what they want and re-
ward them, receive desired behaviors (Singh & El-
Kassar, 2019; C. J. C. Jabbour & A. B. L. Jabbour,
2016). Employees feel important and appreciate
the organization’s efforts at continuous improve-
ment/development of environmental skills, thus
enhancing their desire to remain in the company
(Hamadamin & Atan, 2019; Shoaib et al., 2021).

Table 2. Examination of hypotheses

Innovative Marketing, Volume 19, Issue 2, 2023

Internal marketing practices around improved
products or services affect “green” consumer be-
havior (Athanasopoulou, 2009; Chen, 2010).
Organizations can redesign processes, products,
and services, invest in developing employee envi-
ronmental capabilities, and build long-term rela-
tionships with external partners who meet con-
sumers’ environmental needs. Organizations often
try to establish long-term relationships with stra-
tegic partners who share common environmental
values (Arfara & Samanta, 2020; Awan et al., 2015;
Chen, 2008a; Park & Tran, 2018; Wu et al., 2018).

Data analysis found that “green” management sys-
tems were strongly related to the environmental
adaptability of organizations in the sample. In par-
ticular, “green” management systems that accumu-
late and share environmental knowledge and expe-
rience facilitate the adaptability of organizations to
an updated business reality (Amores-Salvado et al.,
2021; Chen, 2008a; Lu & Ramamurthy, 2011).

Based on the literature review (Bailey et al., 2016;
Mainardes et al., 2019; Joung et al., 2015), the

: Pearson chi- : Asymp. sig.

Items ‘squared tests: (2-sided)
H1: Internal marketing practices related to the management
of “green” human capital affect employees’ commitment
13. Managers are |nteres“t'§~‘d n dlscqy“ermg emp'l"(‘)'yees envﬂyrpnmental pgeds """""" 174,276 ~_.0oo
4. The company has adopted a reward system in the context of achieving environmental objectives based :
on the recognition of their contribution. :. ] 95’425 i OOO )
,,,,,,,,,,,,,,,,,, 601,023 1 000
“16‘The continuous process of developing new skills is critical to me. ' 717 907””‘” .OO.OH
H2: Internal marketing practices affect “green” customer commitment
17. My company encourages me to take the initiative to improve the service level in an environmental- 344,046 000

friendly way

21. My company redesigns products or services to meet environmental criteria.

404,391

H3: Internal marketing practices are related to long-term “green” key partnership relationships

~22. My company has stable relationships with strategic partners who meet environmental standards. 324,736 000
23. The company invests in long-term relationships with its suppliers who demonstrate environmental 314,276 : 000
e e
24. The company invests in long-term relationships with its strategic partners who demonstrate 249 395 000
environmental consciousness. : !
H4: Internal marketing practices affect the environmental capability
of the organization through “green” management systems
~25. Operational processes related to the protection of the environment operate regularly. i 284506 000
~26.The company’s knowledge management system facilitates the flow of environmental knowledge 166,353 : .000
27. Information on the positive experiences of employees is constantly exchanged. 115,540 .000
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items that referred to a company’s internal mar-
keting practices were examined by level per below,
using MRA:

o  Strategic level items included the following:
“The briefing of recruits regarding their de-
sired ‘green’ behavior is done by specific indi-
viduals - mentors.” “The company has adopt-
ed a reward system in the context of achiev-
ing environmental objectives based on the
recognition of their contribution.” “I am par-
ticularly pleased that it is complicated for the
competitors to imitate us.” And “I feel like my
company cares about the environment.”

o Operational level items included the following:
“The organization reinforces learning process-
es.” “My company communicates the impor-
tance of the service level in every way.” “My
company invests in the development of envi-
ronmental employee skills.” And “My compa-
ny offers an appropriate working environment
and ensures the well-being of employees and

their families.”

o Implementation level items included the fol-
lowing: “Managers support employees to
achieve the company’s environmental goals.”
“Managers try to discover employees’ views on

Table 3. Multiple regression model fit

» <«

the ‘green’ way they work.” “The internal com-

munication channels are critical to me.” And
“Isincerely appreciate that there is information

about the company’s position and objectives.”

The testing of the proposed model resulted in the
finding of a significantly high impact of internal
marketing practices (90.5%, R*= 0.905) on the
commitment to “green” intellectual capital. Table
3 indicates the well-fitting multiple regression
model (Sig. = 0.00, F = 1721,878), and combined
with the R? value, reliable results were obtainable.
B values of coeflicients® (Table 4) classify the inde-
pendent variables, while t values and significance
(“Sig.”) record statically strong relationships be-
tween the dependent and independent variables.

Internal marketing practices implemented at the
operational level (17.87) significantly influence
the commitment of intellectual capital, followed
by practices implemented at the strategic level
(15.747). Internal marketing practices at the imple-
mentation level do not make a significant practical
contribution (3.668). These findings are in align-
ment with Madhavaram and Hunt (2017), Penalba-
Aguirrezabalaga et al. (2020), and Samanta and
Arfara (2021), who specify a relationship between
internal marketing practices and organizational
commitment.

Model Summary

Model R R Square Adsj::t;: R Std.Eli:::‘ra::the
1 .951° 905 905 127635
Model : Sum of Squares df Mean Square F : Sig.
‘Regression ‘ 394,497 ‘ 3 ‘ 131,499 © 1721,878 ©  .000?
. T 41392 e o et A B A
TOtaI SN S, 435890 e
Note: a: predictors.
Table 4. Statistical significance of the independent variables
Coefficients®
Unstandardized coefficients Standardized coefficients P
Model t  Sig.
B Std. Error Beta i
 (constant) -177 061 ©.004
| Stategiclevel 54 O35 80 000
perational level .609 .035 .594 : .000
Implementation level -101 028 _098 000

Note: a: dependent variable.
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4. DISCUSSION

The research findings document a strong relation-
ship between internal marketing practices and the
three dimensions of “green” intellectual capital
commitment. Internal marketing practices that
focus on an employee’s environmental knowledge,
development of relevant skills, and reward sys-
tem for achieving corporate environmental goals
enhance the bond between a company’s “green”
human capital and the organizational and there-
fore the capital commitment. These findings align
with AI-Weshah (2019), Bermuadez-Gonzélez et al.
(2016), Davis and Rothstein (2006), Hassan et al.
(2014), Joung et al. (2015), Mainardes et al. (2019),
Sanchez-Hernandez and Grayson (2012), Schulz
et al. (2017), and Tortosa-Edo et al. (2015) that
underline the relationship between internal mar-
keting practices and organizational commitment
through job satisfaction. In addition, these results
support the findings of Hamadamin and Atan
(2019), Hilal (2020), Samanta and Arfara (2021),
and Shoaib et al. (2021), who documented a rela-
tionship between “green” strategic HRM and em-
ployees’ commitment.

The relationship between internal marketing prac-
tices and “green” relational capital referring to
customers and strategic partners was also docu-
mented in this study with a strong association. By
strengthening the environmental awareness of
employees through training programs via inter-
nal marketing and the redesign or improvement
of products and processes, customers experience
positive emotions (Shiu & Yu, 2010; Tortosa-
Edo et al, 2015; van Hagen & Bron, 2014) that
embedded “green” choices. The results confirm
Athanasopoulou (2009), Brunner et al. (2008),
Chen (2008a, 2010), and Wu et al. (2018), who link
the intention to purchase “green” products with
the positive environmental behavior of organiza-
tions. The perception of stable values establishes a
relationship of trust between businesses and cus-
tomers. Strategic partners are also a key factor for
organizations, as their selection is based on a com-
pany’s environmental values that meet the “green”
criteria set by the organization, thus facilitating
the implementation of strategic goals (Arfara &
Samanta, 2020).

http://dx.doi.org/10.21511/im.19(2).2023.16
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Referring to the effects of internal marketing
practices on structural capital, the developed
model highlights the significance of “green”
management systems and their impact on an
organization’s environmental adaptability.
Environmental knowledge management sys-
tems facilitate the accumulation and sharing of
knowledge and perceptions consistently, such
that employees are aware of the positive experi-
ences of their colleagues. Moreover, important
information is extracted from these systems re-
garding the outcome and operation of the rele-
vant practices, thus enabling early interventions
for improvement and clearly demonstrating
an organization’s agility. The findings support
Amores-Salvado et al. (2021), Chen (2008a), and
Lu and Ramamurthy (2011), who found correla-
tions between the adoption of new suitable tech-
nologies with organizational agility since new
suitable technologies facilitate fast and reliable
ways to complete tasks. In particular, the pro-
posed model enriches the existing theory and
strongly supports the predominant character of
internal marketing practices.

The theoretical value of this study lies in the
extension of the existing theory of internal
marketing, focusing on the categorization of
its practices at three levels: strategic, organiza-
tional, and implementation (Arfara & Samanta,
2022). These findings introduce a significant
new angle on the topic, namely, that internal
marketing practices should be considered by
implementation level, whether strategic, op-
erational, or implementation since it is docu-
mented that not all practices affect the strategic
goals of the organizations in the same way and
with the same intensity. Organizations defining
their goals should pay special attention to those
practices of internal marketing that deliver the
greatest impact.

From a managerial perspective, executives are
aware of how and to what extent internal mar-
keting practices developed at strategic, opera-
tional, and implementation levels can affect the
achievement of objectives. Managers can devel-
op aligned critical practices and monitor their
implementation progress.
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CONCLUSION

This study examines the relationship between internal marketing practices and “green” intellectual
capital by introducing the concept of “green” intellectual capital commitment. The findings indi-
cate that internal marketing practices significantly affect the three dimensions of “green” intellec-
tual capital. When organizations integrate environmental initiatives in HRM strategies, the com-
mitment to “green” human capital is enhanced. It was also found that long-term key partnership
relationships and the continuous effort to satisfy customers’ environmental needs are integral to
achieving the commitment to “green” relational capital. The results also highlight “green” manage-
ment systems as a critical driver since they contribute to the increased environmental capability of
a company.

The paper provides a theoretical and managerial contribution. It is documented that internal market-
ing practices, applied at different implementation levels, affect the commitment of “green” intellectual
capital in different ways and intensities. Internal marketing practices implemented at the operational
level strongly influence the commitment to “green” intellectual capital, closely followed by practices
implemented at the strategic level. This finding is critical for managers since it provides effective combi-
nations of internal marketing practices to determine the most appropriate.

The presented framework advances the comprehension of how internal marketing practices can act as a
strategic tool in achieving “green” intellectual capital commitment, and it responds to the growing need
for a company to increase the commitment to its “green” intellectual capital.
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