
	

	 	

Archives	of	Business	Research	–	Vol.	9,	No.	6	
Publication	Date:	June	25,	2021	
DOI:10.14738/abr.96.10391.	
Samanta, I., & Arfara, C. (2021). The Impact of Internal Marketing on “Green” Management of Intellectual Capital. Archives of 
Business Research, 9(6). 51-67. 

Services	for	Science	and	Education	–	United	Kingdom	

	

	

	 	

The	Impact	of	Internal	Marketing	on	“Green”	Management	of	
Intellectual	Capital	

	
Dr.	Irene	Samanta	
Associate	Professor	

University	of	West	Attica,	Department	of	Business	Administration	
	

Christina	Arfara	
University	of	West	Attica,	Department	of	Business	Administration	

	
ABSTRACT	

The	purpose	of	this	paper	is	to	explore	the	relationship	between	internal	marketing	
and	 “green”	management	 of	 intellectual	 capital	 by	 testing	 correlations	 between	
internal	marketing	and	knowledge	capital,	the	development	of	“green”	employees,	
“green”	 organisational	 culture	 and	 the	 “green”	 reputation	 of	 the	 organization.	 A	
questionnaire	of	20	items	was	sent	by	e-mail	via	Google	docs,	to	firms	that	employ	
more	 than	 250	 employees	 and	 have	 received	 awards	 for	 their	 working	
environment.	 	 Data	 collection	 lasted	 from	 July	 to	 November	 of	 2020	 and	 609	
questionnaires	 were	 collected.	 	 Results	 strongly	 confirmed	 the	 correlations	
between	 facilitation	 of	 flow	 information	 and	maintenance	 of	 knowledge	 capital,	
informal	communication	and	the	development	of	“green”	employees,	participatory	
and	supportive	character	of	internal	marketing	programmes	and	the	adoption	of	a	
“green”	 culture	 and	 internal	 customers’	 satisfaction	 and	 the	 development	 of	 the	
organization’s	 “green”	 reputation,	 thus	 indicating	a	new	perspective	 in	 a	macro-
level	 management.	 Managers	 need	 to	 adopt	 a	 contemporary	 perspective	 of	
managing	 the	 intangible	 assets	 of	 the	 organization.	 Integration	 of	 internal	
marketing	 practices	 can	 foster	 the	 maintenance	 of	 knowledge	 capital,	 the	
development	 of	 “green”	 employees	 and	 achieve	 the	 reinforcement	 of	 “green”	
organisational	culture	and	the	reputation	of	the	organization.	There	is	no	previous	
research	attempting	to	explore	how	the	“green”	management	of	specific	elements	
of	intellectual	capital	are	correlated	with	internal	marketing.	
	
Keywords:	 internal	marketing,	 “green”	 intellectual	 capital,	 knowledge	 capital,	 “green”	
employees,	“green”	organisational	culture,	“green”	reputation.	

	
INTRODUCTION	

Organisations,	in	their	efforts	to	address	external	challenges,	realize	that	the	answer	lies	within	
their	 internal	environment.	The	available	resources,	tangible	and	intangible,	 the	skills	of	the	
staff	and	the	way	they	are	used	by	 the	company,	are	 the	 factors	 that	make	the	organisation	
special	and	are	related	to	its	performance	since	they	form	the	basis	of	the	design	of	its	strategy.	
Companies	adopt	modern	approaches	regarding	the	management	of	their	intangibles	and	apply	
practices	 from	 different	 fields	 such	 as	 internal	 marketing,	 human	 capital	 management,	
organizational	behavior	and	organisational	reputation	management,	in	order	to	diversify	and	
improve	their	effectiveness.	While	there	is	an	extensive	literature	regarding	internal	[3,	24,	33,	
35,		61,	64,	74,	71,	78,	79,	80]	and	the	management	of	“green”	intellectual	capital	[15,	16,	49,	66,	
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86],	little	focus	has	been	given	in	exploring	the	relationship	between	internal	marketing	and	
intellectual	capital	by		integrating	them	at	the	same	time	with	the	environmental	mainstream.	
	
The	concept	of	internal	marketing	is	linked	to	the	concept	of	employee	welfare	and	the	creation	
of	a	working	environment	where	the	needs	and	desires	of	employees	are	met	and	guaranteed	
to	be	at	a	high	level	[64,	71,	78,	79,	80].		Ahmed	and	Rafiq	[3],	de	Farias	[24],	George	[33],	Greene	
et	 al.	 [35],	 Parkash	 et	 al.	 [61]	 and	 Sohl	 [74]	 have	 highlighted	 the	 importance	 of	 internal	
marketing	as	a	means	of	implementing		company's	strategy	as	the	implementation	of	relevant	
programmes	 reduces	 isolation	 and	 confrontations,	 bends	 resistance	 to	 change,	 resulting	 in	
motivated	employees.		It	therefore	contributes	to	the	achievement	of	the	organisation's	goals.	
“Green”	 management	 of	 intellectual	 capital	 consists	 a	 contemporary	 approach	 that	
concentrates	researchers’	interest	[15,	17,	18,	66,	84,	86]	as	it	reflects	the	"green"	conversion	
of	 organisations	 and	 the	 strengthening	 of	 their	 “green”	 consciousness	 by	 making	 the	 best	
possible	 use	 of	 their	 intangible	 assets.	 Firms	 realise	 that	 they	 are	 an	 integral	 part	 of	 the	
environment	 and	 therefore	 their	 sustainability	 is	 directly	 linked	 to	 it.	 Organisations	 are	
adopting	 new	 strategies	 that	 focus	 on	 their	 “green”	 character	 and	 try	 to	 find	 practices	 and	
procedures	to	reduce	their	ecological	 footprint	at	 the	same	time	as	ensuring	their	economic	
survival	[2].		
	
This	research	correlates	the	relationships	developed	between	internal	marketing	and	specific	
elements	 of	 intellectual	 capital.	 It	 explores	 the	 associations	 of	 internal	 marketing	 with	 the	
maintenance	of	knowledge	capital,	 the	development	of	"green"	employees,	 the	promotion	of	
"green"	 culture	 and	 the	 building	 of	 a	 "green"	 reputation	 for	 the	 organisation.	 The	 above	
elements	were	selected	in	such	a	way	as	to	cover	the	three	dimensions	of	intellectual	capital.	
The	development	of	employees	and	the	maintenance	of	knowledge	capital	are	examined	in	the	
context	 of	 the	 management	 of	 human	 capital	 and	 the	 organisational	 culture	 within	 the	
structural	 capital	 of	 the	 organisation.	 Furthermore,	 the	 dimension	 of	 relational	 capital	 is	
examined	with	regard	to	the	reputation	of	the	organisation.		
	
This	study	aims	to	provide	new	perspectives	regarding	the	dynamic	role	of	internal	marketing	
and	 highlights	 contemporary	 managerial	 directions	 by	 integrating	 issues	 that	 concern	
employees,	 organisation	 and	 society.	 By	 conducting	 quantitative	 research,	 the	 relationship	
among	 between	 internal	 marketing,	 maintenance	 of	 knowledge	 capital,	 development	 of	
“‘green”’	 employees,	 adoption	 of	 “‘green”’	 culture,	 and	 building	 a	 “‘green”’	 reputation	 is	
examined.			
	

LITERATURE	REVIEW	
The	dynamic	role	of	internal	marketing	
Concept	of	internal	marketing	has	been	documented	through	research	its	relationship	with	the	
adoption	of	new	values	and	new	culture	[36,	40,	63]	,	knowledge	management	[9],	the	transition	
of	a	company	to	a	learning	organisation	[29],	reinforcing	employees	commitment	[10,	70],	value	
creation	 [13],	 organisational	 agility	 and	 reinforcing	 branding	 awareness	 [14,	 28,	 53].	 In	
addition,	 internal	marketing	 is	a	 tool	 to	detect	 the	personal	needs	of	employees	and	creates	
value	because	by	meeting	employees’	needs	they	feel	secure,	strengthen	their	dedication	and	
thus	ensure	the	alignment	of	their	values	with	the	objectives	of	the	organisation	[5,	15,	34,	38,	
39,	 45,	 47,	 68,	 71,	 77,	 85].	 Therefore,	 internal	 marketing	 proves	 its	 dynamic	 role	 in	 the	
corporate	environment.		
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The	 above	 concepts,	 organisational	 culture,	 employee	 satisfaction	 and	 loyalty,	 organisation	
learning,	value	creation	and	enhancing	brand	awareness	have	been	examined	in	the	context	of	
intellectual	capital	management	[20,	25,	27,	44,	50,	67]	and	the	importance	of	their	relationship	
has	been	highlighted.	Therefore,	the	relationship	of	internal	marketing	with	the	above	concepts	
leads	to	its	correlation	with	the	management	of	intellectual	capital.	
	
“Green”	Intellectual	Capital”	
The	sustainability	of	the	organisation	presupposes	the	integration	of		“green”	approaches	into	
the	organisation's	strategy	and	the	success	of	such	an	operation	lies	in	the	determination	of	the	
management	and	commitment	to	the	goals	[2].	
	
Chang	and	Chen	[15]	examined	the	relationship	between	corporate	social	responsibility	and	
“green”	 intellectual	 capital	 taking	 into	account	 the	 role	of	environmental	awareness	at	both	
individual	 and	 organisation	 level.	 At	 the	 individual	 level,	 the	 proper	 communication	 of	 the	
company's	 “green”	orientation	 to	employees	cultivates	and	strengthens	 their	environmental	
attitudes	and	thus	encourages	proactive	environmental	behaviors.	
	
Moreover,	 Chen	 [18]	 explored	 the	 relationship	 between	 “green”	 intellectual	 capital	
management	 and	 competitive	 advantage	 and	 concluded	 that	 all	 dimensions	 of	 “green”	
intellectual	 capital	 (“green”	 human	 capital,	 “green”	 organisational/structural	 and	 “green”	
relational	capital)	are	positively	correlated	with	competitive	advantage	and	the	more	effective	
the	management	of	“green”	intellectual	capital	the	more	powerful	the	competitive	advantage.	
	
“Green”	Human	Capital	–	Maintenance	of	Knowledge	Capital	and	Development		
Management	of	human	capital	is	one	of	the	three	dimensions	of			intellectual	capital.	Nerdrum	
and	Erikson	[54,	p.127]	define	it	as:	“individuals'	complementary	capacity	to	generate	added	
value	and	thus	create	wealth”.	
	
Yosoff	 et	 al.	 [84]	 focus	 on	 sustainable	 resource	 exploitation	 and	 promoting	 environmental	
awareness	by	encouraging	initiatives	that	promote	“green”	culture	and	the	achievement	of	the	
organisation's	 “green”	 objectives.	 Relevant	 studies	 confirm	 the	 inextricable	 link	 between	
“green”	human	resource	management	practices	and	environmental	management	[60,	66,	69].		
	
Ahmad	[2]	argues	that	“green”	human	resource	management	is	being	developed	in	two	pillars:	
environmentally	 friendly	 practices	 and	 the	 maintenance	 of	 knowledge	 capital.	 “Green”	
practices	 aim	 to	 identify	 and	 activate	 “green”	 common	 denominators	 and	 seek	 to	 raise	
awareness	 and	 commitment	 among	 employees	 as	 well	 as	 increased	 responsibility	 in	
environmental	matters	 it	 is	hoped	that	employees	adopt	 this	attitude	 in	 their	personal	 lives	
thus	 creating	 “green”	 knowledge	 capital.	 “Green”	 human	 capital	 management	 practices	
motivate	 employees,	 contribute	 to	 a	 better	 understanding	 of	 the	 effort	 to	 create	 a	 “green”	
culture,	become	more	productive	as	they	find	meaning	in	carrying	out	their	tasks,	enrich	their	
skills	and	reinforce	the	trend	towards	innovation	[26].	
	
An	organisation	that	adopts	"green"	human	resource	management	and	development	policies	
ensures	the	free	flow	of	 information	and	ensures	that	employees	have	unhindered	access	to	
databases.	Employees	are	able	 to	have	a	 complete	picture	of	 the	organisation,	develop	new	
skills,	become	more	creative	 in	 recognising	and	appreciating	 the	working	environment	 that	
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provides	them	with	these	opportunities	and	for	this	reason	low	turnover	rates	are	recorded	
[32,	 52,	 57].	 Through	 internal	 marketing	 practices,	 the	 organisation	 highlights	 actions,	
enhancing	information	sharing	and	transparency.	In	this	way	it	contributes	to	the	maintenance	
of	knowledge	capital	as	the	organization’s	actions		facilitate	the	smooth	flow	of	information	in	
order	to	maintain	its	knowledge	capital,	the	following	hypothesis	H1	is	formed	:	
Η1:	The	facilitation	of	information		flow	impacts	the	maintenance	of	knowledge	capital	

	
Mampra	 [49]	 correlates	 "green"	 intellectual	 capital	 management	 with	 all	 human	 resource	
management	 practices	 that	 encourage	 the	 sustainable	 use	 of	 a	 company's	 resources	 and	
promote	 the	 environmental	 awareness	 of	 employees,	 which	 in	 turn	 enhances	 employees’	
satisfaction.	
	
Zoogah	[86]	describes	"green"	intellectual	capital	management	as	all	practices,	philosophy	and	
policies	 designed	 to	 promote	 the	 rational	 use	 of	 the	 organisation's	 resources	 and	 prevent	
behaviors/actions	 that	 harm	 the	 environment.	 Renwick	 et	 al.	 [66]	 argue	 that	 “green”	
intellectual	capital	management	is	aimed	at	enhancing	“green”	behavior,	motivating	employees	
to	 think	 “green”	 and	 creating	 opportunities	 for	 employees	 to	 acquire	 knowledge	 and	 skills	
related	to	environmental	sustainability.	The	achievement	of	the	above	dictates	the	integration	
of	 the	environmental	objectives	of	 the	organisation	 into	 the	processes	of	 intellectual	 capital	
management.	 Essentially	 reference	 has	 been	made	 to	 “green”	 functions	 of	 human	 resource	
management	 (“green”	 attraction	 and	 retention	 of	 personnel,	 “green”	 training,	 “green”	
evaluation	and	so	on	[56],	which	in	turn	will	lead	to	resource	savings,	attract	the	most	talented	
people,	enhance	the	reputation	of	the	organisation	and	create	a	competitive	advantage	[1].			
	
Khan	and	Khan	[43]	and	Jia	et	al.	[46]	focus	on	the	flexible,	friendly	and	informal	communication	
style.		A	communication	style	that	respects	the	needs	and	interests	of	employees	is	what	will	
speed	 up	 the	 processes	 and	 lead	 to	 the	 desired	 results	 as	 through	 the	 "green"	 practices	 of	
human	resource	management,	the	"green"	passion	of	employees	is	reinforced.	In	this	context,	
the	hypothesis	H2	follows:	
H2:	Informal	communication	affects	the	development	of	“green”	employees	

	
“Green”	organisational/structural	capital	–	Organisational	culture		
Organisational/structural	capital	is	the	second	dimension	of	intellectual	capital	and	includes	all	
the	intangible	elements	that	characterize	an	organisation	and	concern	culture-values,	“green”	
innovation,	information	systems	and	the	working	environment	[62].		
	
Organisational	culture	is	an	important	asset	in	the	organisation's	toolbox	and	a	strong	culture	
can	lead	to	positive	results	at	both	employee	and	organisational	level.	Research	[22,	23,	29,	63,	
87]	 has	 underlined	 the	 important	 role	 of	 organisational	 culture	 in	 the	 adoption	 of	
environmental	values	and	practices.	The	success	of	the	environmental	project	is	directly	linked	
to	both	the	value	system	of	the	employees	and	the	open,	supportive	culture,	which	facilitates	
the	dissemination	of	information	and	encourages	communication	and	the	exchange	of	views.	
	
Harris	 and	 Crane	 [40]	 and	Wang	 [81]	 refer	 to	 “green”	 organisational	 culture	 which	 raises	
challenges	 and	 new	 data	 for	 employees	 and	 managers	 (adopting	 new	 values,	 gaining	
competitive	advantage)	while	stressing	the	supporting	role	that	the	organisation's	policies	and	
activities	should	have.	In	addition,	internal	marketing	programmes	contribute	to	the	change	of	
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organisational	culture	and	the	adoption	of	new	values	[36,	40].	Therefore,	internal	marketing	
programmes	 that	 are	 in	 line	 with	 the	 support	 of	 employees,	 contribute	 to	 the	 adoption	 of	
environmental	values.	H3	is	formed	within	this	context:	
Η3:	 The	 supportive	 character	 of	 internal	 marketing	 programmes	 is	 correlated	 with	 the	
adoption	of	“green”	culture	

	
“Green”	Relational	Capital	–	The	reputation	of	organisation		
Relational	capital,	the	third	dimension	of	intellectual	capital	is	not		limited	to	relationships	with	
customers	and	suppliers.		Initially,		Bontis	(1998)	referred	only	to	the	organisation's	relations	
with	customers	but	very	soon	other	dimensions	such	as	strategic	alliances,	partnerships,	the	
supply	 chain	and	 reputation	of	 the	 company	were	examined	 	 and	were	even	 studied	 in	 the	
context	of	environmental	awareness	[7,	16,	17,	18,	19,	50,	73,	75,	76,	82,	83].	
	
Environmental	 trends	 have	 affected	 consumers’	 behavior	 and	 have	 changed	 the	 criteria	 on	
which	they	base	their	purchase	intention.	Armitage	et	al.	[6]	link	the	identity	and	reputation	of	
the	 company	 to	 economic	 and	 environmental	 performance	 [17,	 18,	 19,	 21,	 48,	 55,	 59,	 65].	
Corporate	 identity	gives	particular	 impetus	to	the	organisation	as	 long	as	 it	meets	 the	ever-
increasing	demands	of	consumers	which	is	a	priority	in	their	minds.	
	
The	organisation's	commitment	to	new	values,	enhances	the	corporate	reputation	and	identity	
of	the	organization,	which	is	the	vehicle	to	enter	new	markets	and	attract	new	customers	[17,	
18,	50,	56].		
	
According	 to	 Tortosa	 et	 al.	 [78]	 communication,	 and	 in	 particular	 informal	 information	
gathering,	is	an	important	factor	in	the	relationship	between	internal	marketing	and	consumer	
satisfaction.		This	is	because	informal	information	collection	is	based	on	emotion	since	in	order	
to	express	an	opinion	freely,	one	must	feel	safe	and	feel	that	one's	opinion	really	matters.	This	
enhances	employees’	satisfaction	as	they	feel	that	they	enjoy	consumer	confidence	and	their	
behavior	is	intending	to	meet	customers'	needs	[71,	77].	Organisation’s	reputation	is	positively	
correlated	 with	 job	 satisfaction	 [4]	 and	 consequently	 attract	 talented	 and	 committed	
employees,	 who	 in	 turn	 confirm	 and	 reinforce	 the	 existing	 organisation’s	 reputation.		
Therefore,	 the	 extent	 to	which	 organisations	 intend	 to	 build	 a	 “green”	 reputation,	 they	 can	
achieve	it	through	employees’	satisfaction.	In	this	context	hypothesis	H4	is	developed:	
Η4:	The	satisfaction	of	internal	customers	affects	the	building	of	a	“green”	reputation	for	the	
organisation	

	
METHODOLOGY	

The	 research	was	 carried	 out	 in	 the	 context	 of	 the	 ethical	 principles	 of	 conducting	 studies.	
Participation	was	voluntary,	all	participants	were	informed	of	the	purpose	of	the	survey	and	
every	effort	was	made	to	protect	the	privacy	and	personal	data	of	the	participants.	
	
Data	collection	
Τhe	 sampling	 frame	 derived	 from	 companies	 operating	 in	 Greece	 with	 more	 than	 250	
employees	 These	 companies	 have	 been	 distinguished	 and	 awarded	 for	 their	 working	
environment	 and	 have	 established	 themselves	 among	 the	 best	 companies	 according	 to	 the	
institution	Great	 Place	 to	Work	 [37].	 The	 evaluation	 of	 the	working	 environment	 of	 these	
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companies	reflects	their	organisational	culture	from	the	point	of	view	of	the	employees	and	it	
was	considered	that	their	selection	best	serves	the	research	objectives	of	this	research.	
		
The	 sample	 of	 participants	 was	 based	 on	 random	 sampling	 as	 all	 units	 constituting	 the	
population	 have	 the	 same	 probability	 of	 selection	 as	 no	 specific	 criteria	 or	 conditions	 for	
participation	have	been	set.	
	
Completion	of	the	questionnaire	during	the	pilot	test	lasted		15-20	minutes.	The	questionnaire	
was	sent	electronically	via	the	Google	docs	application	to	16	companies	that	employ	around	
5600	employees.	Overall	609	questionnaires	were	electronically	submitted	recording	a	10.87%	
response	rate.		The	collection	of	questionnaires	lasted	five	(5)	months	from	July	to	November	
2020.	
	
Questionnaire			
A	structured	questionnaire	of	20	closed,	classified	items	(a	Likert	scale	of	5	points	:	I	disagree	–	
I	probably	disagree	–	 I	neither	agree	nor	disagree	–	 I	probably	agree	–	 I	agree).	The	second	
section	 includes	 questions	 relating	 to	 demographic	 characteristics	 (gender,	 age,	 level	 of	
education,	job,	work	experience.	
	
A	pilot	test	was	also	carried	out	on	a	26-person	convenience	sample	to	ensure	that	all	questions	
were	 understandable	 and	 to	 record	 any	 comments	 concerning	 either	 a	 rewording	 of	 the	
question	 or	 some	 improvements	 regarding	 syntax.	 The	 pilot	 test	 identified	 a	 double-entry	
question,	which	was	deleted	immediately	as	improvements	were	made	to	the	two	questions’	
syntax.	
	
Sample	Design	
In	 terms	of	 the	demographics	characteristics	of	 the	participants,	 	44%	of	 respondents	were	
female	while	50%	were	male.	Regarding	age	distribution,	the	majority	of	respondents	(38.7%)	
ranged	from	41	to	54	years	old,	29.0%	belong	to	the	age	group	31-40,	while	16.1	%	were	up	to	
30	years	old	and	6.5%	were	over	55	years	old.	The	 level	of	education	was	high	as	40.9%	of	
respondents	 held	 a	master's	 degree,	 47.3%	 had	 a	 university	 education	 and	 5.4%	 had	 only	
received	secondary	education.	Survey	participants	also	had	many	years	of	experience	as	49%	
had	 worked	 more	 than	 15	 years.	 Finally,	 regarding	 the	 position	 of	 responsibility	 of	 the	
respondents,	 56%	 were	 employees,	 31%	 were	 heads	 of	 department	 and	 7%	 were	 senior	
managers.	
	
In	summary,	the	sample	consisted	of	people	who	are	at	the	most	productive	age,	with	a	high	
educational	level	and	who	have	many	years	of	work	experience.	
	
Measures	
The	design	of	the	questionnaire	used	in	this	survey	concerning	 internal	marketing	practices	
and	 management	 of	 green	 intellectual	 capital	 was	 based	 on	 the	 following	 questionnaires	
already	used	in	similar	surveys;		their	validity	has	been	confirmed:	

1. Joung	[39]	-	(internal	marketing,	item	No	8,14)	
2. Bailey	et	al.	[8]	-	(internal	marketing,	item	No	1,2)	
3. Tortoza	et	al.	[78]	-	(internal	marketing	orientation,	item	No	6,7)	
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4. Seleim	and	Khalil	[72]	-	(knowledge	management	–	intellectual	capital,	 item	No	
4,5)	

5. Chang	and	Chen	[15]	-	(green	intellectual	capital,	item	No	6,13)	
6. Wang	[81]	-	(organisational	green	culture,	item	No	3,17,18,20)	
7. Huang	and	Kung		[42]	-	(green	intellectual	capital,	item	No	9,10,11,12,15,16,19)	

	
RESULTS	

Reliability	and	validity		
The	reliability	of	all	items	ranges	from	>0.70	and	the	overall	reliability	of	internal	consistency	
is	0.957.	Therefore,	the	questionnaire	becomes	reliable	by	allowing	for	safe	conclusions	to	be	
drawn	(Table	1).	
	

Table	1:	Reliability	Statistics	
Cronbach’s	
Alpha	

N	of	
Items	

				,957	 20	
	
The	degree	of	validity	(MMO)	of	the	survey	is	0.839	and	p=0.000.	The	condition	to	be	met	is	
p<0,05,	so	the	sample	is	sufficient	and	the	variables	show	a	high	degree	of	correlation	(Table	2)	
	

Table	2	:	KMO	and	Bartlett's	Test	
Kaiser-Meyer-Olkin	Measure	of	Sampling	
Adequacy.	

,839	

Bartlett's	Test	of	Sphericity	 Approx.	
Chi-
Square	

28459,106	

df	 990	
Sig.	 ,000	

	
Hypotheses	testing	
The	SPSS	statistical	programme	was	used	to	process	the	quantitative	data	and	the	examination	
of	the	hypotheses	was	carried	out	through	the	Crosstabs	process,	which	produces	correlation	
tables	 and	with	 x2	 factor	 (Pearson	 Chi-square)	 we	will	 examine	whether	 the	 variables	 are	
independent.	
	
Η1:	The	facilitation	of		information	flow	impacts	the	maintenance	of	knowledge	capital	

	
Data	processing	confirms	the	first	hypothesis	and	highlights	the	importance	of	the	following	
items	in	maintaining		knowledge	capital	(Table	3).	
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Table	3:		Facilitating	information	flow	and	maintenance	of	knowledge	capital		

Items	
Pearson	
Chi-
SquareTests	

Asymp.	 Sig.	
(2-sided)	

1.	 The	 internal	 communication	 channels	 are	 very	
important	to	me.	 696.460	 .001	

2.	The	organisation	reinforces	learning	processes.	 392.322	 .000	

3.	I	am	particularly	pleased	that	it	is	very	difficult	for		the	
competitors	to	imitate	us.	 228.233	 .002	

4.	 I	 sincerely	appreciate	 that	 there	 is	 information	about	
the	company's	position	and	objectives.	 472.782	 .000	

	
Very	strong	correlations	were	found	regarding	the	attitudes	of	the	employees	who	consider	it	
very	important	to	be	informed		about	the	goals	and	the	current	situation	of	the	organisation.	
Their	willingness	 to	 keep	 learning	 and	 develop	 new	 skills	 is	 facilitated	 by	 the	 organisation	
offering	 a	 supportive	 learning	 environment.	 Special	 attention	 is	 also	 given	 to	 the	 internal	
communication	channels	and	to	 the	 fact	 that	 it	 is	difficult	 for	 the	competitors	 to	 imitate	 the	
organisation.	All	of	the	above	confirm	the	important	role	of	the	facilitation	of	information	flow		
on	preserving	knowledge	capital.		
	
Η2:	Informal	communication	affects	the	development	of	“green”	employees	

	
Statistically	 significant	 correlations	 were	 observed	 in	 the	 following	 items,	 confirming	 the	
important	role	of	informal	communication	in	developing	“green”	employees	(Table	4).			
	

Table	4	:	Informal	communication	and	development	of	“green”	employees	

Items	
Pearson	
Chi-Square	
Tests	

Df.	 Sig.	
(2-
sided)	

5.	The	briefing	of	new	recruits	regarding	their	desired	
"green"	 behavior	 is	 done	 by	 specific	 individuals	 –	
mentors.	

121.605	 .000	

6.	 	 Managers	 support	 employees	 to	 achieve	 the	
company's	environmental	goals.	 275.442	 .000	

7.	Managers	 try	 to	discover	employees'	views	on	 the	
“green”	way	they	work.	 85.770	 .000	

8.	The	company	has	adopted	a	reward	system	in	the	
context	 of	 achieving	 environmental	 objectives	based	
on	the	recognition	of	their	contribution.	

87.379	 .000	

	
Communication	that	is	not	limited	in	a	specific	formal	context,	is	more	likely	to	result	in	desired	
outcomes.	 A	 flexible	 way	 of	 communicating,	 sincere	 interest	 in	 employees’	 feelings	 and	 a	
supportive	style	of	management	have	a	strong	impact	on	influencing	the	employees		in	raising	
environmental	awareness.			
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Η3:	 The	 supportive	 character	 of	 internal	 marketing	 programmes	 is	 correlated	 with	 the	
adoption	of	“green”	culture	

	
Based	on	the	results,	the	following	items		appear	to	have	strong	statistical	correlations	between	
the	supportive	character	of	the	internal	marketing		programmes	and	the	adoption	of		“green”	
culture	(Table	5).		
	
Table	5	:		Supportive	character	of	internal	marketing	programmes	and	adoption	of	“green”	

culture		

Items	
Pearson	
Chi-
SquareTests	

Asymp.	 Sig.	
(2-sided)	

9.	There	is	as	specific	team	that		monitors	progress	
on	key	environmental	protection	issues.	 311.862	 .000	

10.	My	company	actively	supports	environmental				
practices.	 443.011	 .000	

11.	 The	 environmental	 management	 system	 is	
clear	and	understandable	to	all	employees.	 193.529	 .000	

12.	 The	 environmental	 protection	 team	 is	 active	
and	show	the	work	that	has	been	done.	 179.103	 .000	

	
It	 is	 clear	 that	 a	 firmly	 supportive	 environment,	 a	 fully	 understandable	 environmental	
management	 system	and	 the	environmental	 commitment	of	 the	management	have	a	 strong	
impact	in	adopting	“green”	organisational	culture.		
	
Η4:	The	satisfaction	of	internal	customers	affects	the	building	of	a	“green”	reputation	by	the	
organisation		

	
The	 processing	 of	 the	 data	 confirmed	 hypothesis	 4,	 highlighting	 the	 relationship	 between	
employee	satisfaction	and	the	building	of	a	'green'	reputation	by	the	organisation	(Table	6).	
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Table	6:	Satisfaction	of	internal	customers	and		building	of	a	“green”	reputation	by	the	
organisation	

Items	
Pearson	
Chi-
SquareTests	

Asymp.	 Sig.	
(2-sided)	

	 	 	
13.	 My	 company	 offers	 	 an	 appropriate	 working	
environment	 and	 ensures	 the	 well-being	 of	
employees	and	their	families.	

143.701	 .000	

14.	 I'm	 satisfied	 with	 	 company's	 environmental	
policy.	 298.233	 .000	

15.	 My	 	 company	 designs	 its	 processes/products	
taking	 into	 account	 the	 suggestions	 of	 the	
employees.	

20.,874	 .000	

16.	 I	 feel	 like	my	 company	 really	 cares	 about	 the	
environment.	 319.103	 .000	

17.	 	 My	 company	 implements	 educational	
programmes	 in	 order	 to	 enhance	 environmental	
behavior.	

268.172	 .000	

18.	My	company	invests	in	the	development	of	new	
employee	skills.	 264.860	 .000	

19.	 My	 company	 continuously	 improves	
environmentally	friendly	products/services.	 245.885	 .000	

20.	My	 company	 redesigns	 products	 or	 services	 in	
order	to	meet	environmental	criteria.	 404.391	 .000	

	
Very	strong	correlations	were	 found	by	examining	H4.	Employees’	 satisfaction	 is	 correlated	
with	the	“green”	reputation	of	the	organisation.		Employees’	feeling	that	the	organisation	listens	
to	 their	 ideas,	 invests	 in	 developing	 new	 skills,	 promotes	 work-life	 balance	 and	wellbeing,	
sincerely	 cares	 about	 the	 environment,	 are	 the	 same	 individuals	who	will	 advertise	 	 these	
features	 and	 characteristics	 of	 the	 organisation,	 thus	 contributing	 to	 building	 its	 “green”	
reputation.	
	

DISCUSSION	
The	purpose	of	this	paper	is	to	explore	the	relationship	between	internal	marketing	and	“green”	
management	of	specific	elements	of	intellectual	capital.			
	
This	 research	highlights	 the	 importance	of	 internal	 communication	channels	 for	employees.	
Managers	 try	 to	 provide	 employees	 with	 information	 regarding	 the	 current	 situation	 and	
objectives	of	the	company	while	strengthening	the	learning	process	and	achieving	employee	
satisfaction	and	commitment.	The	results	confirm	the	relationship	between	facilitating	the	flow	
of	information	and	maintaining	knowledge	capital	and	are	in	line	with	the	research	results	of	
Ahmad	[2]	and	Devi	[26],	who	state	that	the	challenge	of	internal	marketing	and	“green”	human	
capital	management	practices	lies	in	maintaining	the	knowledge	capital	by	balancing	the	needs	
of	the	organisation	and	employees.	



	
	

	
	

61	

Samanta, I., & Arfara, C. (2021). The Impact of Internal Marketing on “Green” Management of Intellectual Capital. Archives of Business Research, 9(6). 
51-67. 

URL:	http://dx.doi.org/10.14738/abr.96.10391	

As	 regards	 the	 role	 of	 informal	 communication,	 its	 influence	on	 the	development	 of	 'green'	
employees	 is	 confirmed.	 The	 adoption	 of	 "green"	 behaviors	 is	 related	 to	 the	 guidance	 of	
employees,	 specifically	 the	 support	 they	 receive	 from	 managers	 and	 their	 colleagues	 in	 a	
voluntary	context.	The	results	of	this	study	reinforce	the	results	of	the	surveys	of	Aazhvaar	[1],	
Khan	and	Khan	[43],	Mampra	[49],	Opatha	and	Arulrajah	[58],	Renwick	[66]	and	Zoogah	[86],	
which	 converge	 on	 the	 observation	 that	 the	 “green”	 behavior	 of	 employees	 is	 reinforced	
through	interpersonal	relationships	aimed	at	informing	other	colleagues	and	encouraging	them	
to	adopt	“green”	behavior.		
	
Internal	 marketing	 programmes	 reflecting	 the	 stability,	 continuity	 and	 competence	 of	
management	also	reinforcing	the	adoption	of	a	"green"	culture.	This	confirms	surveys	[22,	23,	
29,	63,	81,	87],	which	argue	that	there	must	be	coherence	and	commitment	to	environmental	
values	so	that	there	is	no	room	for	questioning	or	opposing	views.	
	
The	relationship	between	the	satisfaction	of	internal	customers	and	the	building	of	a	"green"	
reputation	by	the	organisation	is	documented.	Employees	who	are	satisfied	with	the	company's	
environmental	policy,	the	working	environment	and	the	fact	that	they	believe	that	the	company	
is	 really	 interested	 in	 the	 environment,	 themselves	 become	 communicators	 as	members	 of	
society	 and	 contribute	 to	 the	 building	 and	 strengthening	 of	 the	 "green"	 reputation	 of	 the	
organisation.	These	findings	are	also	confirmed	by	the	studies	of		Chen	Y.S.	[17],	Chen	Y.S.	[18],	
Chen	Y.S.	[19],	Martin	De	Castro	et	al	[50]	and	Ngniatedema	and	Li	[56].	
	
Although	there	is	an	extensive	literature	exploring	internal	marketing	[5,	9,	10,	13,	14,	15,	28,	
30,	34,	36,	38,	39,	45,	47,	53,	63,	68,	70,	71,	77,	85]	and	“green”	intellectual	capital	[15,	18,	49,	
66,	 86]	 there	 has	 never	 been	 research	 investigating	 the	 relationship	 between	 internal	
marketing	and	“green”	intellectual	capital.	The	strong	relationship	between	these	two	concepts	
is	 highlighted	 and	 therefore	 managers	 should	 help	 to	 decode	 and	 (re)shape	 the	 internal	
environment	in	order	to	effectively		manage	the	“green”		intellectual	capital		of	the	organisation.	
	

MANAGERIAL	IMPLICATIONS	
The	results	of	the	research	form	a	basis	 for	organisations	which	have	set	similar	or	 familiar	
strategic	goals	and	want	to	stand	out		for	their	working	environment	and	effectiveness.		
	
Τhe	 findings	 consist	 of	 the	 best	 practices	 for	 organizations	 that	 are	 determined	 to	 address	
external	challenges	by	taking	full	advantage	of	their	internal	environment	and	offer	a	unique	
context	to	implementing	policies	by	integrating	new	approaches	of	existing	concepts.		
	
After	an	organization	has	decided	its	managerial	shift	to	“green”	management	of	its	intangible	
assets,	it	is	important	to	align	the	internal	organisational	environment	with	its	strategic	goals.	
Management	 should	 facilitate	 the	 flow	 of	 information	 by	 encouraging	 internal	 channels	 of	
communication	and	by	fostering	learning	processes,	team	working	and	the	exchange	of	ideas.	
Moreover	it	 is	crucial	 	to	realise	the	important	role	of	informal	communication	and	to	try	to	
draw	on	 information	 about	 employees’	 feelings,	 perceptions	 and	 ideas	 in	 order	 to	 promote	
“green”	values	and	“green”	reputation.	
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LIMITATIONS	
The	examination	of	specific	elements	of	intellectual	capital	such	as	the	development	of	"green"	
employees,	 the	 adoption	 of	 "green"	 culture,	 the	maintenance	 of	 knowledge	 capital	 and	 the	
building	of	 a	 "green"	 reputation,	 constitute	 a	 first	 limitation	 for	 the	 research.	Exploring	 the	
relationships	 of	 internal	 marketing	 with	 more	 elements	 of	 intellectual	 capital	 such	 as	 the	
internal	 processes	 of	 the	 organisation,	 the	 functions	 of	 human	 capital	 management,	 the	
relationship	with	stakeholders	and	social	corporate	responsibility	would	extend	the	existing	
knowledge.		
	
The	 survey	 also	 involves	 companies	 that	 have	 been	 distinguished	 for	 their	 working	
environment	without	taking	 into	account	their	categorisation	by	sector	(construction,	 trade,	
services,	industry).	However,	firms	in	different	sectors	differ	in	terms	of	the	business	risks	they	
face,	growth	rates	and	the	degree	of	flexibility	and	adaptation.	Therefore	not	examining	these	
criteria	is	another	limitation	of	the	study.	
	

FUTURE	RESEARCH	
Exploring	the	relationship	of	internal	marketing	with	more	elements	of	intellectual	capital	(the	
functions	 of	 human	 capital	 management,	 the	 relationship	 with	 stakeholders	 and	 social	
corporate	responsibility)	would	provide	more	evidence	to	better	understand	the	relationship	
between	internal	marketing	and	intellectual	capital	and	provide	organisations	with	important	
administrative	 tools.	 Also	 conducting	 research	 in	 companies	 from	 different	 sectors	 and	
comparing	their	results	would	help	to	extract	targeted	and	tailored	results.	Since	the	survey	
was	 carried	out	 in	 companies	 based	 in	Greece,	 the	participation	of	 European/multinational	
firms	would	provide	an	expanded	comparative	framework	to	enable	different	administrative	
approaches,	organisational	culture	and	the	emergence	of	best	practices.	
	
References	
[1]. Aazhvaar, V. A study on green HRM practices in an organization’. America International Conference Proceedings. 

2018 [online] available from : 
<http://www.researchgate.net/publication/327671842_7_A_Study_On_Green_HRM_Practices_In_An_Organiz
ation > [accessed 15/3/2019]. 

[2]. Ahmad, S. Green Human resource management: policies and practices. Cogent Business & Management. 2015  
[online] available from https://doi.org/10.1080/23311975.2015.1030817). 

[3]. Ahmed, P., & Rafiq, M. (2003). Internal marketing issues and challenges. European Journal of Marketing, 37(9),  
1177-1186. 

[4]. Alniacik, U., Cigerim, E., Akcin, K., & Bayram, O. (2011). Independent and joint effects of perceived corporate 
reputation, affective commitment and job satisfaction on turnover intentions. Procedia-Social and Behavioral 
Sciences, 24, 1177-1189. 

[5]. Al-Weshah, G. A. (2019). Towards internal marketing practices in enhancing job engagement, Practical evidence 
from Jordanian Hospitals. International Journal of Pharmaceutical and Healthcare Marketing, [online] available 
from http://doi.org/10.1108/IJPHM-11-2017-0063. 

[6]. Armitage, L., Murugan, A., & Kato, H. (2011). Green offices in Australia: a user perception survey. Journal of 
Corporate Real Estate, 13(3),  169-180. 



	
	

	
	

63	

Samanta, I., & Arfara, C. (2021). The Impact of Internal Marketing on “Green” Management of Intellectual Capital. Archives of Business Research, 9(6). 
51-67. 

URL:	http://dx.doi.org/10.14738/abr.96.10391	

[7]. Athanasopoulou, P. (2009). Relational quality: a critical literature review and research agenda. European Journal 
of Marketing, 43(5/6), 583-610. 

[8]. Bailey, A. A., Albassami, F., & Al-Meshal, S. (2016). The roles of employee job satisfaction and organizational 
commitment in the internal marketing-employee bank identification relationship. International Journal of Bank 
Marketing. 

[9]. Ballantyne, D. (2003). A relationship-mediated theory of internal marketing. European Journal of Marketing, 
37(9), 1242-1260. 

[10]. Bermudez-Gonzalez, G., Sasaki, I., & Tous-Zamora, D. (2016). Understanding the impact of internal Marketing  
practices on both employees' and  managers' organizational commitment in elderly care homes. Journal of 
Services Theory and Practice, [online] available from https://dx.doi.org/10.1108/JSTP-09-2014-0216. 

[11]. Berry, L., Hensel, J., & Burke, M. (1976). Improving retailer capability for effective consumerism response. Journal 
of Retailing, 52(3),  3-14. 

[12]. Bontis, N. (1998). Intellectual capital: an exploratory study that develops measures and models.  Management 
decision, 36(2), 63-76. 

[13]. Boukis, A. (2019). Internal market orientation as a value creation  mechanism. Journal of Services Marketing, 
[online] available from https://doi.org/10.1108/JSM-10-2017-0336. 

[14]. Boukis, A., Gounaris, S., & Lings, I. (2017). Internal Marketing orientations determinants of employee brand 
enactment. Journal of Services Marketing,  [online] available from : https://doi.org/10.1108/JSM-07-2016-0272. 

[15]. Chang, C.-H., & Chen, Y.-S. (2012). The Determinants of green intellectual capital. Management Decision, 50(1),  
74-94. 

[16]. Chang, N., & Fong, C. (2010). Green Product Quality, green corporate image, green customer satisfaction and 
green customer loyalty. African Journal of Business Management, 4(13), 2836-2844. 

[17]. Chen, Y. (2011). Green Organizational identity: sources and consequence. Management Decision, 49(3),  384-
404. 

[18]. Chen, Y.S. (2008). The Driver of Green Innovation and Green Image - Green Core Competence. Journal of Business 
Ethics, 81, 531-543. 

[19]. Chen, Y.S. (2010). The Drivers of Green Brand Equity: Green Brand Image, Green Satisfaction, and Green Trust. 
Journal of Business Ethics, 93, 307-319. 

[20]. Chen, M. Y. C., Wang, Y. S., & Sun, V. (2012). Intellectual capital and organizational commitment. Personnel 
Review, 41(3), 321-339. 

[21]. Clemens-Groome, D. (2000). Creating the Productive . London: 2nd ed., E& FN Spon . 

[22]. Collier, J., & Esteban, R. (2007). Corporate social responsibility and employee commitment. Business Ethics: A 
European review, 16(1), 19-33. 

[23]. Cruz, L., & Pedrozo, E. (2009). Corporate social responsibility and green management. Management Decision, 
47(7), 1174-1199. 

[24]. de Farias, S. A. (2010). Internal Marketing (IM): a literature review and research propositions for service 
excellence. Brazilian Business Review, 7(2), 99-115. 



	
	

	
	

64	

Vol.	9,	Issue	6,	June-2021	Archives	of	Business	Research	(ABR)	

Services	for	Science	and	Education	–	United	Kingdom	

[25]. do Rosário Cabrita, M., & Vaz, J. L. (2005). Intellectual capital and value creation: Evidence from the por-tuguese 
banking industry. Electronic Journal of Knowledge Management, 4(1), 11-20. 

[26]. Devi, K. J. (2018). Influence of Green HRM Practices on Employees Performance Level - A study with reference to 
literature review. International Journal of Research and Analytical Reviews, 5(3),  329-333. 

[27]. Díez, J. M., Ochoa, M. L., Prieto, M. B., & Santidrian, A. (2010). Intellectual capital and value creation in Spanish 
firms. Journal of intellectual capital, 11(3), 348-367. 

[28]. Du Preez, R., Bendixen, M., & Abratt, R. (2017). The behavioral consequences of internal brand management 
among frontline employees. Journal of Product & Brand Management, 26(2), [online] available from : 
http://dx.doi.org/10.1108/JPMB-09-2016-1325. 

[29]. Egri, C., & Herman, S. (2000). Leadership in the North American environmental sector: Values, leadership styles, 
and contexts of environmental leaders and their organizations. Academy of Management Journal, 43(4), 571-
604. 

[30]. Fang, S.-R., Chang, E., Ou, C.-C., & Chou, C.-H. (2014). Internal market orientation, market capabilities and 
learning orientation. European Journal of Marketing, 48(1/2), 170-192. 

[31]. Foreman, S. K., & Money, A. H. (1995). Internal Marketing: Concepts, measurement and application. Journal of 
Marketing Management, 11(8),  755-768. 

[32]. Garzella, S., & Fiorentino, R. (2014). A synergy measurement model to support the pre-deal decision making in 
mergers and acquisitions. Management Decision, 52(6), 1194-1216. 

[33]. George, W. (1990). Internal Marketing and Organizational Behavior: a partnership in developing customer-
conscious employees at every level. Journal of Business Research, 20,  63-70. 

[34]. Grace, D., & Lo Iacono, J. (2015). Value creation: an internal customers' perspective. Journal of Services Marketing, 
29(6/7),  560-570. 

[35]. Greene, W. E., Walls, G. D., & Schrest, L. J. (1994). Internal Marketing: the key to external Marketing success. The 
Journal of Services Marketing, 8(4), 5-13. 

[36]. Gummesson, E. (1987). Using Internal Marketing to Develop a new culture - The case of Ericsson Quality. Journal 
of Business & Industrial Marketing, 2(3),  23-28. 

[37]. https://www.greatplacetowork.gr/ 

[38]. Johansson, J. (2007). Sell-side analysts' creation of value - key roles and relational capital. Journal of Human 
Resource Costing & Accounting, 11(1), 30-52. 

[39]. Joung, H.-W., Goh, B. K., Huffman, L., Yuan, J. J., & Surles, J. (2015). Investigating relationships between internal 
Marketing practices and employee organizational commitment in the foodservice industry. International Journal 
of Contemporary Hospitality Management, 27(7),  1618-1640. 

[40]. Harris, L. C., & Crane, A. (2002). The greening of organizational culture: Management views on the depth, degree 
and diffusion of change. Journal of organizational change management, 15(3), 214-234. 

[41]. Hogg, G., Carter, S., & Dunne, A. (1998). Investing in people: internal marketing and corporate culture. Journal of 
marketing management, 14(8), 879-895. 



	
	

	
	

65	

Samanta, I., & Arfara, C. (2021). The Impact of Internal Marketing on “Green” Management of Intellectual Capital. Archives of Business Research, 9(6). 
51-67. 

URL:	http://dx.doi.org/10.14738/abr.96.10391	

[42]. Huang, C. L., & Kung, F. H. (2011). Environmental consciousness and intellectual capital management. 
Management decision. 

[43]. Khan, A., & Khan, R. (2011). Informal communication styles benefit McDonald's and Ford. Human Resource 
Management International Digest, 19(7), 27-29. 

[44]. Kwantes, C. T. (2007). Organizational Commitment, Intellectual Capital and Organizational Competitiveness. 
South Asian Journal of Management, 14(3), 28-43. 

[45]. Lings, I. N., & Greenley, G. E. (2010). Internal market orientation and market - oriented behaviors. Journal of 
Service Management, 21(3),  321-343. 

[46]. Jia, J., Liu, H., Chin, T., & Hu, D. (2018). The continuous mediating effects of GHRM on employees’ green passion 
via transformational leadership and green creativity. Sustainability, 10(9), 3237. 

[47]. Mainardes, E. W., Rodrigues, L. S., & Teixeira, A. (2019). Effects of internal Marketing on job satisfaction in the 
banking sector. International Journal of Bank Marketing,  [online] available from :  https://doi.org/10.1108-IJBM-
07-2018-0190. 

[48]. Mallawaarachchi, H., & De Siliva, L. (2017). Modeling the relationship between green built environment and 
occupants' productivity. Facilities, 35(3/4),  170-187. 

[49]. Mampra, M. (2013, January 6–9). Green HRM: Does it help to build a competitive service sector? A study. In 
Proceedings of tenth AIMS International Conference on Management (pp. 1273–1281). Retrieved from 
http://www.scribd.com/doc/126544005/green-HRM-competitive-service-sector-pdf). 

[50]. Martin De Castro, G., Saez, P. L., & Lopez, J. E. (2004). The role of corporate reputation in developing relational 
capital. Journal of Intellectual Capital, 5(4),  575-585. 

[51]. Martin, G., Beaumont, P., Doig, R., & Pate, J. (2005). Branding:: A New Performance Discourse for HR?. European 
Management Journal, 23(1), 76-88. 

[52]. Meibodi, L. A., & Monavvarian, A. (2010). Recognizing critical success factors (CSF) to achieve the strategic goals 
of SAIPA Press. Business Strategy Series, 11(2), 124-133. 

[53]. Mitchell, C. (2002). Selling the Brand Inside.  [online] available from : https://hbr.org/2002/01/selling-the-brand-
inside. 

[54]. Nerdrum, L., & Erikson, T. (2001). Intellectual capital: a human capital perspective. Journal of intellectual capital, 
2(2) 127-135. 

[55]. Newell, G., MacFarlane, J., & Walker, R. (2014). Assessing energy rating premiums in the performance of green 
office buildings in Australia. Journal of Property Investment & Finance, 32(4), 352-370. 

[56]. Ngniatedema, T., & Li, S. (2014). Green operations and organizational performance. International Journal of 
Business and Social Science, 5(3), 50-58. 

[57]. Olson, E. G. (2008). Creating an enterprise-level “green” strategy. Journal of business strategy, 29(2), 22-30. 

[58]. Opatha, H., & Arulrajah, A. (2014). Green Human Resource Management: Simplified general reflections. 
International Business Research, 7,  101-112. 

[59]. Oyedokum, T., Jones, C., & Dunse, N. (2015). The growth of the green office market in the UK. Journal of European 
Real Estate, 8(3), 267-284. 



	
	

	
	

66	

Vol.	9,	Issue	6,	June-2021	Archives	of	Business	Research	(ABR)	

Services	for	Science	and	Education	–	United	Kingdom	

[60]. Paauwe, J., & Boselie, P. (2005). HRM and Performance: what next? Human Resource Management Journal, 15,  
68-83. 

[61]. Parkash, V., Aakash, S., Sunita, M., & Vijay, P. (2018). International Marketing in a higher education context 
towards an enriched framework. International Journal of Educational Management,  [online] available from : 
https://doi.org/10.1108/IJEM-20-2018-0043. 

[62]. Pedro, E., Leitao, J., & Alves, H. (2018). Back to the future of intellectual capital research: a systematic literature 
review. Management Decision,  [online] available from : https://doi.org/10.1108/MD-08-2017-0807. 

[63]. Porter, T. H., Gallagher, V., & Lawong, D. (2016). The greening of organizational culture: revisited fifteen years 
later. American Journal of Business, 31(4),  [online] available from : http://dx.doi.org/10.1108/AJB-04-2016-0011. 

[64]. Rafiq, M., & Ahmed, P. (2000). Advances in the internal Marketing concept: definition, synthesis and extension. 
Journal of Services Marketing, 14(6),  449-463. 

[65]. Rashid, M., Spreckelmeyer, K., & Angrisano, N. J. (2012). Green Buldings, environmental awareness, and 
organizational image. Journal of Corporate Real Estate, 14(1), 21-49. 

[66]. Renwick, D., Redman, T., & Maguire, S. (2013). Green Human Resource Management: A review and research 
agenda. International Journal of Management Reviews, 15(1),  1-14. 

[67]. Sánchez-Cañizares, S. M., Munoz, M. A. A., & López-Guzmán, T. (2007). Organizational culture and intellectual 
capital: a new model. Journal of intellectual capital, 8(3), 409-430. 

[68]. Sanchez-Hernandez, I., & Grayson, D. (2012). Internal Marketing for engaging employees on the corporate 
responsibility journey. Intagible Capital,   [online] available from : httpl://dx.doi.org/10.3926/ic.305. 

[69]. Schuler, R., & Jackson, S. (2014). Human Resource Management and Organizational effectiveness: yesterday and 
today. Journal of Organizational Effectiveness: People and Performance, 1, 35-55. 

[70]. Schulz, S. A., Martin, T., & Meyer, H. M. (2016). Factors influencing organization commitment: internal Marketing 
orientation, external Marketing orientation, and subjective well-being. Journal of Management Development, 
[online] available from : https://doi.org/10.1108/JMD-12-2016-0334. 

[71]. Shiu, Y.-M., & Yu, T.-W. (2010). Internal Marketing, organizational culture, job satisfaction, and organizational 
performance in non-life insurance. (809, Επιμ.) The Services Industries Journal, 30(6), 793. 

[72]. Seleim, A. A., & Khalil, O. E. (2011). Understanding the knowledge management-intellectual capital relationship: 
a two-way analysis. Journal of Intellectual Capital, 12(4), 586-614. 

[73]. Singh, A. (2015). Sustainable green supply chain management: Trends and current practices. Competitiveness 
Review: An international Business Journal, [online] available from : [70]. http://dx/doi.org/10.1108/CR-05-2015-
0034. 

[74]. Sohl, E. (2012). Internal Marketing and Human Resource Management: a potentially fruitful cooperation in the 
service industry. Bachelor Thesis, [online] available from :  https://edepot.wur.nl/218486. 

[75]. Sveiby, K. (1997). The New Organizational Wealth: Managing and Measuring Knowledge. San Francisco C.A.: 
Based Assets, Berrett Koehler Publisher. 

[76]. Syahchari, D. H., B.Yahya, M., & Sahban, M. A. (2016). The significance of Relational Capital on Alliance 
Performance in Indonesia Construction Companies. Journal of Applied Sciences Research, 12(5), 35-40. 



	
	

	
	

67	

Samanta, I., & Arfara, C. (2021). The Impact of Internal Marketing on “Green” Management of Intellectual Capital. Archives of Business Research, 9(6). 
51-67. 

URL:	http://dx.doi.org/10.14738/abr.96.10391	

[77]. Tortosa, V., Llorens-Monzonis, J., Moliner-Tena, M. A., & Sanchez-Garcia, J. (2015). The influence of internal 
market orientation on external outcomes, the mediating role of employees' attitudes. Journal of Service Theory 
and Practice, 25(4),  486-523. 

[78]. Tortosa, V., Moliner, M. A., & Sanchez, J. (2009). Internal market orientation and its influence on organizational 
performance. European Journal of Marketing, 43(11), 1435-1456. 

[79]. Varey, R. J. (1995). Internal marketing: a review and some interdisciplinary research challenges.    International 
Journal of Service Industry Management. Vol. 6 No. 1, pp. 40-63. https://doi.org/10.1108/09564239510078849. 

[80]. Vasconcelos, A. F. (2008). Broadening even more the internal Marketing concept. European Journal of Marketing, 
42(11/12),  1246-1264. 

[81]. Wang, C.-H. (2019). How organizational green culture influences green performance and competitive advantage, 
The mediating role of green innovation. Journal of Manufacturing Technology Management,  [online] available 
from : https://doi.org/10.1108/JMTM-09-2018-0314. 

[82]. Wu, H.-C., Cheng, C.-C., Chen, Y.-C., & Hong, W. (2016). Towards green experiential loyalty: driving from 
experiential quality, green relationship quality, environmental friendliness, green support and green desire. 
International of Contemporary Hospitality Management,   [online] available from : 
https://doi.org/10.1108/IJCHM-10-2016-0596. 

[83]. Yadiati, W., Nissa, Paulus, S., Suharman, H., & Meiryani. (2019). The role of Green Intellectual Capital and 
Organizational Reputation in Influencing Environmental Performance. International Journal of Energy Economics 
and Policy, 9(3),  261-268. 

[84]. Yosoff, Y. M., Nejati, M., Kee, D. M., & Amran, A. (2018). Linking Green Human Resource Management Practices 
to Environmental Performances in Hotel Industry. Global Business Review, 21(3), 1-18. 

[85]. Zebal, M., Ferdous, A., & Chambers, C. (2019). An integrated model of Marketing knowledge -a tacit knowledge 
perspective. Journal of Research in Marketing and Entrepreneurship,  [online] available from : 
https://doi.org/10.1108.JRME-03-2018-0018. 

[86]. Zoogah, D. (2011). The dynamics of Green HRM behaviors: A cognitive social information processing approach. 
Zeitschrift fuer Personalforschung, 25, 117-139. 

[87]. Zsóka, Á. N. (2007). The role of organisational culture in the environmental awareness of companies. Journal for 
east European  management  studies, 12(2), 109-131. 

	
	
	


