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Apstrakt 

Ispitivanje uticaja zelene orijentacije i drugih sličnih praksi u organizaciji na 
organizacionu identifikaciju zaposlenih postaje sve važnije. Istovremeno, interni 
zeleni marketing sve više privlači pažnju istraživača. Međutim, nedostaju studije u 
kojima je primarni cilj bio ispitivanje veze između internog zelenog marketinga, 
zadovoljstva zaposlenih u njegovom kontekstu, i organizacione identifikacije 
zaposlenih. Otuda je cilj ovog rada bio da se utvrdi da li postoji veza između svih 
dimenzija internog zelenog marketinga i organizacione identifikacije zaposlenih, 
kao i između zadovoljstva zaposlenih i organizacione identifikacije zaposlenih. 
Sprovedena je onlajn anketa među zaposlenima u različitim organizacijama u 
Republici Srbiji. Za proveru hipoteza korišćena je regresiona i korelaciona 
analiza. Dobijeni rezultati su pokazali statistički značajnu pozitivnu vezu između 
svake dimenzije internog zelenog marketinga i organizacione identifikacije 
zaposlenih, kao i između zadovoljstva zaposlenih i organizacione identifikacije. 
Za buduća istraživanja preporučuje se longitudinalna studija, testiranje odnosa 
između ovih varijabli na većem uzorku i testiranje na uzorku menadžera. 
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Uvod 

Raste interesovanje među istraživačima za ispitivanje efekata zelenih (ekoloških) 
strategija ili aktivnosti na rezultate i zaposlenih i organizacije. Istovremeno, 
ispituje se uloga organizacione identifikacije u odnosu između ekološke 
orijentacije organizacije, i napora i učešća zaposlenih (Gabler et al., 2014). 
Utvrđeno je da zaposleni, koji su identifikovani s organizacijom, mogu doprineti 
njenom suočavanju sa zelenim izazovima iz okruženja (prilagođeno prema Chen, 
2011). Shodno tome, organizacionu identifikaciju treba stalno poboljšavati.  

Neki od efekata organizacione identifikacije na individualnom nivou su efekti na 
radno angažovanje i zadovoljstvo zaposlenih poslom (Karanika-Murray et al., 
2015), organizacionu posvećenost (Hernández-Diaz et al., 2017), zadržavanje 
zaposlenih (Bharadwaj et al., 2021), ponašanje zaposlenih orijentisano na kupca 
(Ferdous, Polonsky, 2014). Osim toga, organizaciona identifikacija je jedan od 
načina da se zaposleni motivišu za postizanje boljih performansi (Bjerregaard et 
al., 2017; Miao et al., 2019; Wieseke et al., 2009). Stoga je važno da je zaposleni 
visoko identifikovan s njegovom/njenom organizacijom. 

Prethodne empirijske studije su potvrdile da se organizaciona identifikacija 
zaposlenih može poboljšati internim marketingom (Bailey et al., 2016; Boukis et 
al., 2015; Ferdous, Polonsky, 2014; Hernández-Díaz et al., 2017; Wieseke et al., 
2009), kao i zadovoljstvom zaposlenih (npr. Bailey et al., 2016). Međutim, 
nedostaju studije u kojima je primarni cilj bio ispitivanje veze između internog 
zelenog marketinga i organizacione identifikacije zaposlenih, za razliku od studija 
u kojima je primarni cilj bio ispitivanje veze između internog marketinga i 
organizacione identifikacije zaposlenih. Osim toga, nedostaju studije koje ispituju 
vezu između zadovoljstva zaposlenih i organizacijske identifikacije u kontekstu 
internog zelenog marketinga za razliku od konteksta internog marketinga. S 
obzirom da raste potreba za implementacijom zelenih strategija i za 
usklađivanjem zelene marketinške strategije organizacije „sa ponašanjem njenih 
zaposlenih od kojih se očekuje da joj služe i da je implementiraju“ (Papadas et al., 
2019, p. 636), postavlja se pitanje da li postoji veza između internog zelenog 
marketinga (strategije internog zelenog marketinga - Papadas et al., 2019), kao i 
zadovoljstva zaposlenih u kontekstu internog zelenog marketinga, i organizacione 
identifikacije zaposlenih. Prema gore navedenom, cilj ovog rada bio je da utvrdi 
da li postoji veza između svih dimenzija internog zelenog marketinga (zelena 
interna komunikacija, razvoj zelenih veština, zeleno nagrađivanje) i organizacione 
identifikacije zaposlenih, kao i između zadovoljstva zaposlenih i organizacione 
identifikacije zaposlenih. 

Nalazi ovog istraživanja mogu doprineti boljem razumevanju značaja internog 
zelenog marketinga u današnjem poslovnom okruženju. Takođe, rezultati mogu 
biti korisni istraživačima u oblasti internog zelenog marketinga i zelenog 
upravljanja ljudskim resursima. Budući da nedostaju empirijska istraživanja u 
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ovoj oblasti, nalazi mogu podstaći menadžment da primenjuje interni zeleni 
marketing i koristi njegov potencijal u smislu dizajniranja programa za 
poboljšanje organizacione identifikacije zaposlenih kroz dimenzije internog 
zelenog marketinga. Ovo posebno važi za menadžere organizacija u manje 
razvijenim zemljama kao što je Republika Srbija. 

Rad se sastoji iz nekoliko delova: konceptualni okvir istraživanja, metodološki 
okvir istraživanja, rezultati i diskusija, zaključak, teorijske i menadžerske 
implikacije, ograničenja i pravci budućih istraživanja. Slede zahvalnica i popis 
literature. 

Konceptualni okvir istraživanja 

Prema Kureši-u i Mehradž-u (Qureshy, Mehraj, 2021, p. 6 od 19), interni zeleni 
marketing je „mera u kojoj organizacija uključuje podržavanje ekoloških 
vrednosti i razvija širu korporativnu zelenu kulturu u celoj organizaciji“. Interni 
zeleni marketing (orijentacija) odražava meru u kojoj su zaposleni i drugi interni 
stejkholderi asimilirali ekološke vrednosti organizacije (Papadas et al., 2017). 
Zadovoljstvo zaposlenih u kontekstu internog marketinga postiže se 
zadovoljavanjem njihovih potreba, odnosno ponudom internih proizvoda – 
poslova (Berry, 1981). Iz perspektive teorije društvenog identiteta (Tajfel, Turner, 
1979), organizaciona identifikacija odražava stav zaposlenog prema 
njenoj/njegovoj organizaciji kao kolektivu. Veza između internog zelenog 
marketinga, zadovoljstva zaposlenih, i organizacione identifikacije je podržana 
teorijom društvenog identiteta. Ova teorija objašnjava da se pojedinci (zaposleni) 
pod uticajem programa internog (zelenog) marketinga identifikuju s njihovom 
organizacijom i posledično teže ostvarivanju (zelenih) organizacionih ciljeva. 

Prethodne empirijske studije o internom marketingu potvrdile su: indirektan 
efekat internog marketinga na organizacionu identifikaciju zaposlenih kroz 
zadovoljstvo poslom (Bailey et al., 2016); indirektan efekat iskustva zaposlenih na 
prvoj liniji sa programima internog marketinga na organizacionu identifikaciju 
zaposlenih kroz njihovu percepciju interne marketinške orijentacije (Ferdous, 
Polonsky, 2014); direktan uticaj internih marketinških inicijativa na organizacionu 
identifikaciju zaposlenih koji su u direktnom kontaktu s kupcima (Hernández-
Díaz et al., 2017); pozitivan efekat individualnih percepcija internog marketinga 
na organizacionu identifikaciju zaposlenih (Boukis et al., 2015). 

U oskudnim empirijskim studijama o internom zelenom marketingu kao što je 
studija Papadasa i saradnika (Papadas et al., 2019), ispitan je njegov uticaj, u 
interakciji sa strateškom zelenom marketinškom orijentacijom, na konkurentsku 
prednost. Interni zeleni marketing je posmatran kroz nekoliko pitanja (Papadas et 
al., 2017, Tabela 7, p. 241). Prema Kureši-u i Mehradž-u (Qureshi, Mehraj, 2021, 
Tabela 3), interni zeleni marketing uključuje zelenu internu komunikaciju, razvoj 
zelenih veština, i zelene nagrade. Ove dimenzije internog zelenog marketinga 
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prihvaćene su i u ovom radu. Međutim, u ovom radu, zelena interna 
komunikacija, razvoj zelenih veština i zelene nagrade se ispituju pojedinačno, a ne 
iz perspektive globalne mere internog zelenog marketinga. Ovim dimenzijama je 
dodata dimenzija – zadovoljstvo zaposlenih na osnovu nalaza da zadovoljstvo 
zaposlenih poslom u kontekstu internog marketinga utiče na organizacionu 
identifikaciju zaposlenih (Bailey et al., 2016).  

Svrha zelene interne komunikacije je informisanje zaposlenih o zelenim 
vrednostima organizacije, kako bi se ove vrednosti proširile među zaposlenima 
(Wells et al. 2015); promovisanje ekološke svesti u organizaciji (Papadas et al., 
2019; Qureshi, Mehraj, 2021), i razvoj ekološke dimenzije korporativne kulture 
(McDonagh, Prothero, 2014; Qureshi, Mehraj, 2021), odnosno širenje zelene 
kulture u organizaciji (Chaudhary, 2020). U ovom radu zelena interna 
komunikacija je posmatrana kao komunikacija čija je svrha promocija zelene 
svesti u organizaciji i širenje zelenih vrednosti i kulture. 

Razvoj zelenih veština uključuje aktivnosti kao što su zeleno obrazovanje i zelena 
obuka u organizaciji kako bi se podigla ekološka svest svih zaposlenih 
(McDonagh, Prothero, 2014; Qureshi, Mehraj, 2021). U ovom radu, razvoj 
zelenih veština posmatran je na ovaj način, jer „ugrađivanje znanja o okolini i 
zelene organizacione kulture podstiče zaposlene da razviju veštine i sposobnosti 
za implementaciju uspešnih ekoloških strategija“ (Qureshi, Mehraj, 2021, p 6 od 
19).  

Kao komponenta internog zelenog marketinga – zelene nagrade uključuju nagrade 
za zaposlene koje doprinose zaštiti okoline (Chen et al., 2015; Fraj et al., 2015; 
Menguc et al., 2010 citirano u Qureshi, Mehraj, 2021).  

Budući da su zadovoljni zaposleni jedan od ciljeva internog marketinga, 
zadovoljstvo zaposlenih je rezultat brige o njima i njihovim potrebama koje se 
zadovoljavaju ponudom internih proizvoda (Berry, 1981). U vezi s tim, 
zadovoljstvo zaposlenih je u ovom radu posmatrano u kontekstu internog zelenog 
marketinga, što ne isključuje činjenicu da je ono njegov cilj. 

Organizaciona identifikacija zaposlenih je „percipirano jedinstvo s organizacijom 
i iskustvo uspeha i neuspeha organizacije kao sopstvenih” (Mael, Ashforth, 1992, 
p. 103). U prethodnim studijama, organizaciona identifikacija je posmatrana 
prema Mael-u i Ešfort-u (Mael, Ashworth, 1992). Posmatranje organizacione 
identifikacije prema Mael-u i Ešfort-u (1992) prihvaćeno je u ovom radu. 

Prema saznanjima autora, nijedno prethodno istraživanje o internom (zelenom) 
marketingu ili organizacionoj identifikaciji nije ispitivalo vezu između dimenzija 
internog zelenog marketinga i organizacione identifikacije zaposlenih. Imajući u 
vidu značaj organizacione identifikacije zaposlenih u odgovoru organizacije na 
izazove okoline, s jedne strane, i potrebu da se brine o zaposlenima i okolini, s 
druge, u ovom radu je testirana veza između dimenzija internog zelenog 
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marketinga, zadovoljstva zaposlenih, i organizacione identifikacije zaposlenih 
koja je zasnovana na rezultatima studija o organizacionoj identifikaciji u 
kontekstu internog marketinga (Bailey et al., 2016), u kontekstu internih 
komunikacija (Milanović i Radosavljević Njegić, 2019), i u kontekstu zelenog 
upravljanja ljudskim resursima (Chaudhary, 2020). Sva ova istraživanja potvrdila 
su pozitivan uticaj dimenzija, programa ili aktivnosti internog marketinga, 
zadovoljstva zaposlenih i dimenzija zelenog upravljanja ljudskim resursima (koje 
se preklapaju sa dimenzijama internog zelenog marketinga) na organizacionu 
identifikaciju zaposlenih.  

Prema svemu navedenom, pretpostavljeno je da: 
H1: Postoji značajna pozitivna veza između zelene interne komunikacije i 
organizacione identifikacije zaposlenih 
H2: Postoji značajna pozitivna veza između razvoja zelenih veština i 
organizacione identifikacije zaposlenih  
H3: Postoji značajna pozitivna veza između zelenih nagrada i organizacione 
identifikacije zaposlenih 
H4: Postoji značajna pozitivna veza između zadovoljstva zaposlenih i 
organizacione identifikacije zaposlenih. 

Metodološki okvir istraživanja 

Prikupljanje podataka za testiranje hipoteza obavljeno je kroz strukturirani 
upitnik. Sprovedena je anketa (gugl forma) u različitim organizacijama koje 
posluju u Republici Srbiji u periodu mart – jun 2022. Od 695 distribuiranih 
upitnika metodom slučajnog uzorka, vraćena su 173 popunjena upitnika (stopa 
odgovora 24,8%). Upitnike su popunjavali zaposleni. 

Što se tiče demografije uzorka: 66% ispitanika su bile žene, dok su 34% bili 
muškarci. Starosna distribucija ispitanika je sledeća: 18% ispitanika je u dobi 
ispod 31 godine, 30% ispitanika je u dobi od 31 do 40 godina, 28% ispitanika je u 
dobi od 41 do 50 godina, 14% ispitanika je u dobi od 51 do 60 godina, a 10% 
ispitanika ima više od 60 godina. Obrazovna distribucija ispitanika je sledeća: 
14% ispitanika ima srednju stručnu spremu, 83% ispitanika ima visoko 
obrazovanje, a 3% je u kategoriji „ostalo“. Što se tiče radnog iskustva ispitanika, 
njih 35% ima <10 godina radnog iskustva, 35% ima 11-20 godina radnog 
iskustva, 20% ima 21-30 godina, 7% ima 31-40 godina, a 3% >40 godina radnog 
iskustva. Od ukupnog broja ispitanika, 39% je na rukovodećim pozicijama, a 61% 
na nerukovodećim pozicijama. Većina ispitanika je zaposlena u organizacijama 
uslužnog sektora (90%). 

Zelena interna komunikacija, razvoj zelenih veština i zelene nagrade, kao 
dimenzije internog zelenog marketinga, opisani su sa po 5 pitanja (skala: Qureshi, 
Mehraj, 2021). Zadovoljstvo zaposlenih je opisano sa 5 pitanja (skala: Huang et 
al., 2019). Organizaciona identifikacija zaposlenih opisana je sa 7 pitanja. Za 
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merenje organizacijske identifikacije korišćena je skala koju su razvili Mael i 
Ešfort (Mael, Ashforth, 1992). Ovoj skali je dodata izjava o nivou svesti 
zaposlenih o pripadnosti organizaciji (kognitivni aspekt organizacione 
identifikacije). Ispitanici su ocenjivali u kojoj meri se slažu sa ponuđenim 
izjavama u anketi (skala od 1 do 5; 1 - ne slažu se uopšte ili u vrlo maloj meri; 5 - 
potpuno se slažu ili u velikoj meri). 

Podaci su analizirani korišćenjem korelacione i regresione analize. Statistička 
obrada podataka obavljena je korišćenjem softvera IBM SPSS (verzija 25). 

Rezultati i diskusija  

Pouzdanost skala testirana je korišćenjem Kronbah alfa koeficijenta (Tabela 1). 

Tabela 1. Deskriptivna statistika; Kronbah alfa koeficijent (α) 

Varijable  min max srednja 
vrednost 

std. 
devijacija 

α 

Organizaciona identifikacija  7 35 25.37 6.09 0.909 
Zelena interna komunikacija  5 25 15.49 6.19 0.958 
Razvoj zelenih veština 5 25 13.93 5.78 0.961 
Zelene nagrade  5 25 11.76 4.92 0.948 
Zadovoljstvo zaposlenih  5 25 18.60 6.78 0.897 

Izvor: Izračunavanje autora 

Budući da su se sve skale pokazale pouzdanim (Tabela 1; vidi: α), ovim 
rezultatom je opravdano dalje ispitivanje. Kako bi se testirale hipoteze, 
kompozitne mere svih varijabli su izračunate zbrajanjem rezultata za svaki 
indikator koji se odnosi na varijablu. U prvom koraku je korišćena korelaciona 
analiza za otkrivanje veze između posmatranih varijabli. Određivanje veza između 
organizacione identifikacije i drugih posmatranih varijabli podržano je 
Pirsonovom korelacijom. Rezultat ove analize prikazan je u Tabeli 2. 

Tabela 2. Korelacije između posmatranih varijabli – koeficijent Pirsonove 
korelacije  

 Organizational identification 
Zadovoljstvo zaposlenih 0.606** 
Zelena interna komunikacija  0.534** 
Razvoj zelenih veština 0.541** 
Zelene nagrade  0.471** 

Izvor: Izračunavanje autora  

Beleška: ** Korelacija na nivou značajnosti od 0.01 (dvostrani test) 

Dobijeni rezultati su pokazali da je organizaciona identifikacija zaposlenih u jakoj 
vezi sa svakom dimenzijom internog zelenog marketinga (p=0,01). Postoji snažna 
i pozitivna korelacija: između organizacione identifikacije zaposlenih i 
zadovoljstva zaposlenih, između organizacione identifikacije zaposlenih i zelene 
interne komunikacije, između organizacione identifikacije zaposlenih i razvoja 
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zelenih veština, i između organizacione identifikacije zaposlenih i zelenih 
nagrada. Pozitivni koeficijenti korelacije (Tabela 2) ukazuju da bi poboljšanja 
zelene interne komunikacije, razvoja zelenih veština, zelenih nagrada i 
zadovoljstva zaposlenih odgovarala povećanju organizacione identifikacije 
zaposlenih. 

Nakon što je potvrđeno da postoji korelacija između posmatranih varijabli, 
sprovedena je serija jednostavnih bivarijantnih regresionih analiza kako bi se 
testirale hipoteze. Nezavisne varijable bile su: zelena interna komunikacija, razvoj 
zelenih veština, zelene nagrade i zadovoljstvo zaposlenih. Organizaciona 
identifikacija je bila zavisna varijabla u svim regresijama. Veza između 
nezavisnih varijabli i organizacione identifikacije kao zavisne varijable je testirana 
odvojeno. Rezultati serije bivarijantnih regresija sumirani su u Tabeli 3. 

Tabela 3. Statistički parametri regresione analize  

 Standardizovani 
koeficijent β 

T-vrednost  p-vrednost  

Zelena interna komunikacija 0.534 8.360 0.000 
Razvoj zelenih veština  0.541 8.513 0.000 
Zelene nagrade  0.471 7.071 0.000 
Zadovoljstvo zaposlenih  0.606 10.081 0.000 

Izvor: Izračunavanje autora 

Dobijeni rezultati pokazuju da je u predviđanju organizacione identifikacije 
zaposlenih doprinos svakog posmatranog prediktora statistički značajan. 

Prva hipoteza je potvrđena: postoji značajna pozitivna veza između zelene interne 
komunikacije i organizacione identifikacije zaposlenih. Ova veza je jaka. To znači 
da bi poboljšanje interne zelene komunikacije koja promoviše ekološku svest u 
organizaciji, te širi zelene vrednosti i zelenu kulturu odgovaralo povećanju nivoa 
organizacione identifikacije zaposlenih – osećaja njihove pripadnosti organizaciji, 
nivoa pozitivne empatije prema organizaciji kao i ponosa. Kada je zelena interna 
komunikacija stalan proces, koji jasno i nedvosmisleno komunicira zelenu viziju 
organizacije, zaposleni je lako percipiraju i ispravno razumeju. Mogućnosti za 
usvajanje zelene vizije organizacije od strane zaposlenih su veće kao i 
identifikacija zaposlenih sa njom. Tada zaposleni veruju u zelenu viziju 
organizacije i njene zelene (ekološke) vrednosti. Ovaj nalaz delom prati nalaz 
Milanović i Radosavljević Njegić (2019, str. 227) da interna komunikacija utiče 
na „identifikaciju zaposlenih sa ciljevima, misijom i vizijom i kulturom 
organizacije“. Ovaj nalaz delom prati nalaz Čauderi-a (Chaudhary, 2020) koji je 
potvrdio da neki elementi zelene interne komunikacije (formalni ili neformalni 
kanali komunikacije za širenje zelene kulture u organizaciji) utiču na 
organizacionu identifikaciju zaposlenih. Kada zaposleni veruju u zelenu viziju 
njihove organizacije, kada prepoznaju njene zelene vrednosti i identifikuju 
sopstvenu kulturu sa zelenom kulturom organizacije, biće više identifikovani s 
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organizacijom. Tada se zaposleni osećaju poštovanim od strane organizacije, 
postaju svesni važnosti svoje uloge u organizaciji – u postizanju njenih zelenih 
ciljeva kao i implementaciji njene zelene strategije. U ovom procesu, zaposleni 
jačaju zeleni organizacioni identitet i najzad zelenu organizacionu identifikaciju. 
Osećaj pripadnosti zaposlenih zelenoj organizaciji raste, kao i emocionalni 
doživljaj zaposlenih uspeha i neuspeha organizacije. Zaposleni brinu o mišljenju 
drugih o svojoj organizaciji i identifikuju se s njom kao kolektivom. Otuda i 
poboljšana organizaciona identifikacija zaposlenih u kontekstu internog zelenog 
marketinga. 

Druga i treća hipoteza su potvrđene: Postoji značajna pozitivna veza između 
razvoja zelenih veština i organizacione identifikacije zaposlenih, te između 
zelenih nagrada i organizacione identifikacije zaposlenih. Ove veze su takođe 
jake. Ovi rezultati su u skladu s rezultatima Čauderi-a (Chaudharyja, 2020) iako 
su u ovom radu razvoj zelenih veština i zelene nagrade posmatrani kao dimenzije 
internog zelenog marketinga, a u studiji koju je sproveo Čauderi kao dimenzije 
zelenog upravljanja ljudskim resursima. Dimenzije ova dva koncepta se u 
literature preklapaju. Pružanjem zelene obuke i zelene edukacije zaposlenima, kao 
i prepoznavanjem njihovih zelenih doprinosa i nagrađivanjem, organizacije 
podstiču razvoj zelenih veština zaposlenih koje im omogućavaju da učestvuju u 
zelenim inicijativama organizacije i kreiraju zelene strategije. To zaposlene čini 
„psihološki dostupnijim“, i „njihov rad smislenijim, što će zauzvrat poboljšati 
njihovu organizacionu identifikaciju“ (Chaudhary, 2020, p. 632). Shodno tome, 
zaposleni koji se identifikuju s organizacijom biće odgovorniji prema okolini.  

Četvrta hipoteza je potvrđena: Postoji značajna pozitivna veza između 
zadovoljstva zaposlenih i organizacione identifikacije zaposlenih. Ova veza je 
jaka. Nalaz delom prati nalaz Bejlija i saradnika (Bailey et al., 2016). Ako 
zaposleni imaju dovoljno slobode da rade šta žele u svom poslu, ako su zaposleni 
zadovoljni kako raznolikošću svojih radnih aktivnosti, tako i mogućnostima koje 
njihov rad pruža za interakciju s drugima, kao i svojim poslom, onda njihovo 
zadovoljstvo utiče na njihovu organizacionu identifikaciju. Kada su zaposleni 
zadovoljni svojim poslom i organizacijom u celini, oni se identifikuju s 
organizacijom. Potom, zadovoljni zaposleni „rade na postizanju održivih ciljeva 
organizacije...“ (Chaudhary, 2020, str. 632). 

Zaključak  

S obzirom na važnost organizacione identifikacije zaposlenih u odgovoru 
organizacije na promene i izazove okoline, potrebu brige o zaposlenima i okolini, 
te nedostatak istraživanja o odnosu između dimenzija internog zelenog 
marketinga, zadovoljstva zaposlenih, i organizacione identifikacije, u ovom radu 
je sprovedeno istraživanje o vezi između dimenzija internog zelenog marketinga, 
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zadovoljstva zaposlenih, i organizacione identifikacije na uzorku zaposlenih u 
različitim organizacijama u Republici Srbiji (uslužni sektor).  

Rezultati ovog istraživanja potvrdili su hipoteze: postoji značajna pozitivna veza 
između svih dimenzija internog zelenog marketinga – zelene interne 
komunikacije, razvoja zelenih veština, zelenih nagrada, i organizacione 
identifikacije zaposlenih. Takođe, postoji značajna pozitivna veza između 
zadovoljstva zaposlenih i organizacione identifikacije zaposlenih. Osim toga, u 
predviđanju organizacione identifikacije zaposlenih doprinos svakog posmatranog 
prediktora je statistički značajan. Značaj rezultata u ovom radu je u tome što u 
dosadašnjim istraživanjima veza između ovih varijabli nije ispitivana. 

Da bi zaposleni bili identifikovani s organizacijom, potrebno je intenzivirati 
napore u svim dimenzijama internog zelenog marketinga i zadovoljstvo 
zaposlenih. Širenje zelenih vrednosti i zelene kulture organizacije među 
zaposlenima, kao i promocija ekološke svesti, pozitivno i značajno su povezani s 
organizacionom identifikacijom zaposlenih. Istovremeno, podizanje ekološke 
svesti za sve zaposlene i zelena obuka za razvoj veština i sposobnosti za 
implementaciju zelenih (ekoloških) strategija doprinose identifikaciji zaposlenih s 
organizacijom. Nagrade za zaposlene (koje doprinose poboljšanju životne sredine 
i zelene organizacije) mogu dovesti do poboljšane identifikacije zaposlenih s 
organizacijom. Osim toga, zadovoljstvo zaposlenih u kontekstu internog zelenog 
marketinga i njegove prakse mogu dovesti do poboljšane identifikacije zaposlenih 
s organizacijom. 

Teorijske i menadžerske implikacije  

Nalazi ovog istraživanja mogu doprineti boljem razumevanju značaja internog 
zelenog marketinga za zaposlene i organizacije. Takođe, rezultati mogu biti 
korisni istraživačima u oblasti internog zelenog marketinga i zelenog upravljanja 
ljudskim resursima. Budući da nedostaju empirijska istraživanja u ovoj oblasti, 
nalazi mogu podstaći menadžment organizacija da primeni interni zeleni 
marketing i koristi njegov potencijal u smislu dizajniranja programa za 
poboljšanje organizacijske identifikacije zaposlenih kroz internu zelenu 
komunikaciju, razvoj zelenih veština, zelene nagrade kao i kroz zadovoljstvo 
zaposlenih. 

Menadžment organizacija koje posluju u sektoru usluga u kontekstima sličnim 
kontekstu Republike Srbije treba da bude svestan da su individualne percepcije 
zaposlenih o dimenzijama internog zelenog marketinga pozitivno i značajno 
povezane s nivoom organizacione identifikacije zaposlenih. Takođe, individualna 
percepcija zadovoljstva poslom i organizacijom u celini pozitivno je i značajno 
povezana s nivoom njegove/njene organizacione identifikacije. 

Indikatori dimenzija internog zelenog marketinga u ovom radu reflektuju 
percepciju zelene interne komunikacije koja je bazirana na zelenoj viziji u koju 
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zaposleni veruju, nivo promocije ekološke svesti i vrednosti u organizaciji, i nivo 
zelene kulture u organizaciji. Osim toga, ovi indikatori reflektuju zelene nagrade 
koje su bazirane na motivaciji za ekološki prihvatljivo ponašanje zaposlenih, 
razvoj zelenih veština kroz zelenu obuku koja je povezana sa podizanjem 
ekološke svesti svih zaposlenih, poboljšanjem njihovih veština, kao i znanja o 
ekološkom (zelenom) upravljanju. Menadžment treba da neguje okruženje 
internog zelenog marketinga u kojem zaposleni imaju visok nivo ekološke svesti i 
visok nivo identifikacije s organizacijom. Osim toga, zaposleni su zadovoljniji u 
ovakvom okruženju. 

Menadžment treba da kreira efikasne programe internog zelenog marketinga, jer 
ovi programi dovode do većeg zadovoljstva zaposlenih slično kao i programi 
internog marketinga. Istovremeno, može se očekivati da ovi programi doprinesu 
organizacionoj identifikaciji zapsolenih. Najzad, organizaciona identifikacija 
zaposlenih može ubrzati implementaciju ekoloških strategija ili internih zelenih 
marketinških strategija u organizaciji. 

Ograničenja i pravci budućih istraživanja 

Rezultati istraživanja u ovom radu odnose se na skroman uzorak organizacija koje 
posluju u Republici Srbiji u sektoru usluga, tako da, iako ovo istraživanje pruža 
značajan uvid u vezu između internih dimenzija zelenog marketinga, zadovoljstva 
zaposlenih, i organizacione identifikacije zaposlenih, interpretaciji rezultata treba 
pristupiti s rezervom.  

Za buduća istraživanja preporučuje se testiranje veze između ovih varijabli kao i 
uticaja internih dimenzija zelenog marketinga na organizacionu identifikaciju 
zaposlenih uzimajući u obzir ograničenja uzorka. Pored toga, preporučuje se da se 
u istraživanje uključe i stavovi menadžera, posebno o dimenzijama internog 
zelenog marketinga, kao i njihova procena nivoa implementacije internog zelenog 
marketinga u organizaciji i njegovih efekata na zaposlene i organizaciju. Najzad, 
glavni pravac budućih istraživanja je sprovođenje longitudinalne studije kako bi 
se procenili efekti primene programa internog zelenog marketinga na 
organizacionu identifikaciju zaposlenih i druge rezultate na nivou zaposlenih i 
organizacije. 
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Abstract 

Examining the impact of green orientation and other similar practices in an 
organization on employees’ organizational identification is becoming 
increasingly important. At the same time, internal green marketing is increasingly 
attracting the attention of researchers. However, there is a lack of studies in 
which the primary goal was to examine the relationship between internal green 
marketing, employee satisfaction in its context, and employees’organizational 
identification. Hence, the aim of this paper was to determine whether there is a 
relationship between all dimensions of internal green marketing and 
organizational identification of employees, as well as between employees’ 
satisfaction and organizational identification. The online survey was conducted 
among employees of different organizations in the Republic of Serbia. The 
regression and correlation analysis was used to test the hypotheses. The obtained 
results showed a statistically significant positive relationship between each 
dimension of internal green marketing and employees’ organizational 
identification as well as between employees’ satisfaction and organizational 
identification. For future research, a longitudinal study is recommended, testing 
the relationships between these variables on a larger sample, and testing on a 
sample of managers. 

Key words: internal green marketing, employees’ satisfaction, employees’ 
organizational identification 

JEL: M31, M12 

Introduction 

There is a growing interest among researchers in examining the effects of green 
(environmental) strategies or activities on the outcomes of both employees and an 
organization. At the same time, the role of organizational identification in the 
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relationship between organizational environmental orientation, and the efforts and 
participation of employees is examined (Gabler et al., 2014). It was found that 
employees identified with the organization can contribute to its facing green 
challenges from the environment (adapted from Chen, 2011). Consequently, 
organizational identification needs to be constantly improved.  

Some of the effects of organizational identification at the individual level are the 
effects on work engagement and employees’ job satisfaction (Karanika-Murray et 
al., 2015), organizational commitment (Hernández-Díaz et al., 2017), employees’ 
retention (Bharadwaj et al., 2021), employees’ customer-oriented behaviour 
(Ferdous, Polonsky, 2014). Besides, organizational identification is one way to 
motivate employees to achieve better performance (Bjerregaard et al., 2017; Miao 
et al., 2019; Wieseke et al., 2009). Therefore, it is important that an employee is 
highly identified with his/her organization.  

Previous empirical studies confirmed that employees’ organizational 
identification can be improved by internal marketing (Bailey et al., 2016; Boukis 
et al., 2015; Ferdous, Polonsky, 2014; Hernández-Díaz et al., 2017; Wieseke et 
al., 2009) as well as by job satisfaction (e.g. Bailey et al., 2016). However, there is 
a lack of studies in which the primary goal was to examine the relationship 
between internal green marketing and employees’ organizational identification as 
opposed to studies in which the primary goal was to examine the relationship 
between internal marketing and employees’ organizational identification. Besides, 
there is a lack of studies examining the relationship between employees’ 
satisfaction and organizational identification in the internal green marketing 
context as opposed to the internal marketing context. Given the growing need to 
implement green strategies, and to align the organizations’ green marketing 
strategy “with the behavior of their employees who are expected to serve and 
implement it” (Papadas et al., 2019, p. 636), the question arises whether there is 
the relationship between internal green marketing (internal green marketing 
strategy - Papadas et al., 2019) as well as employees’ satisfaction in the context of 
internal green marketing, and employees’ organizational identification. According 
to the above, the aim of this paper was to determine whether there is a relationship 
between all dimensions of internal green marketing (green internal 
communication, green skill development, green rewards) and employees’ 
organizational identification as well as between employees’ satisfaction and 
employees’ organizational identification.  

The findings of this research can contribute to a better understanding of the 
importance of internal green marketing in today’s business environment. Also, the 
results can be useful to researchers in the field of internal green marketing and 
green human resource management. Since there is a lack of empirical research in 
this area, the findings can encourage management to apply internal green 
marketing and use its potential in terms of designing programs to improve 
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employees’ organizational identification through internal green marketing 
dimensions. This is especially true for managers of organizations in less 
developed countries such as the Republic of Serbia. 

The paper consists of several parts: conceptual research framework, the 
methodological framework of research, results and discussion, conclusion, 
theoretical and managerial implications, limitations and future research directions. 
Acknowledgment and the list of literature follow. 

Conceptual research framework 

According to Qureshi and Mehraj (2021, p. 6 of 19), internal green marketing is 
“the extent to which an organization involves endorsing environmental values and 
develops a wider corporate green culture across the organization”. Internal green 
marketing (orientation) reflects the extent to which employees and other internal 
stakeholders assimilated of environmental values of organization (Papadas et al., 
2017). Employees’ satisfaction in the context of internal marketing is achieved by 
meeting their needs, i.e. by offering internal products - jobs (Berry, 1981). From 
the social identity theory perspective (Tajfel, Turner, 1979), organizational 
identification reflects the attitude of an employee towards her/his organization as 
a collective. The relationship between internal green marketing, employees’ 
satisfaction, and organizational identification is supported by social identity 
theory. This explains that individuals (employees) under the influence of internal 
(green) marketing programs identify with their organization and consequently 
strive to achieve (green) organizational goals. 

Previous empirical studies on internal marketing confirmed: the indirect effect of 
internal marketing on employees’ organizational identification through job 
satisfaction (Bailey et al., 2016); the indirect effect of front-line employees’ 
experience of internal marketing programs on employees’ organizational 
identification through their perception of internal marketing orientation (Ferdous, 
Polonsky, 2014); the direct impact of internal marketing initiatives on 
organizational identification of customers-contact employees (Hernández-Díaz et 
al., 2017); positive effect of individual perceptions of internal marketing on 
organizational identification of employees (Boukis et al., 2015).  

In scarce empirical studies on internal green marketing such as the study of 
Papadas et al. (2019), its impact in interplaying with strategic green marketing 
orientation on competitive advantage was examined. Internal green marketing was 
observed through a few items (Papadas et al., 2017, Table 7, p. 241). According to 
Qureshi and Mehraj (2021, Table 3), internal green marketing includes green 
internal communication, green skill development, and green rewards. These 
dimensions of internal green marketing are accepted in this paper as well. 
However, in this paper green internal communication, green skill development, 
and green rewards are examined individually, not from the perspective of the 
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global measure of internal green marketing. To these dimensions a dimension was 
added – employees’ satisfaction based on the findings that employees’ job 
satisfaction in the context of internal marketing affects the organizational 
identification of employees (Bailey et al., 2016). 

The purpose of green internal communication is to inform employees about the 
green values of the organization, in order to spread these values among employees 
(Wells et al. 2015); to promote environmental awareness in the organization 
(Papadas et al., 2019; Qureshi, Mehraj, 2021), and the development of 
environmental dimensions of corporate culture (McDonagh, Prothero, 2014; 
Qureshi, Mehraj, 2021), i.e. to spread green culture in the organization 
(Chaudhary, 2020). In this paper, green internal communication was observed as 
the communication whose purpose is to promote green awareness in the 
organization and spread green values and culture. 

Green skill development includes activities such as green education and green 
training in the organization in order to raise environmental awareness for all 
employees (McDonagh, Prothero, 2014; Qureshi, Mehraj, 2021). In this paper, 
green skill development was observed in this way, because „embedding 
environmental knowledge and green organization culture encourages employees 
to develop skills and abilities to implement successful environmental strategies“ 
(Qureshi, Mehraj, 2021, p. 6 of 19). 

As the component of internal green marketing – green rewards include rewards 
for employees who contribute to environmental protection (Chen et al., 2015; Fraj 
et al., 2015; Menguc et al., 2010 as cited in Qureshi, Mehraj, 2021). 

Since satisfied employees are one of the goals of internal marketing, employees’ 
satisfaction is the result of caring for them and their needs, which are met by 
offering internal products (Berry, 1981). In this paper employees’ satisfaction was 
observed in the context of internal green marketing, which does not exclude the 
fact that it is its goal. 

Organizational identification of employees is the “perceived oneness with an 
organization and experience of the organization’s successes and failures as one’s 
own” (Mael, Ashforth, 1992, p. 103). In previous studies, organizational 
identification was observed according to Mael and Ashworth (1992). The 
observation of organizational identification by Mael and Ashforth (1992) was 
accepted in this paper. 

To authors’ knowledge, no previous research on internal (green) marketing or 
organizational identification has examined the relationship between internal green 
marketing dimensions and employees’ organizational identification. Having in 
mind the importance of employees’ organizational identification in the 
organization’s response to environmental challenges, on the one hand, and the 
need to care for employees and the environment, on the other, this paper tested the 
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relationship between internal green marketing dimensions, employees’ 
satisfaction, and employees’ organizational identification based on the results of 
studies on organizational identification in the context of internal marketing 
(Bailey et al., 2016), in the context of internal communications (Milanović, 
Radosavljević Njegić, 2019), and in the context of green human resource 
management (Chaudhary, 2020). All this research confirmed the positive 
influence of the dimensions, programs, or activities of internal marketing, 
employees’ satisfaction, and the dimensions of green human resources 
management (which overlap with the dimensions of internal green marketing) on 
the organizational identification of employees.  

According to all the above, it was assumed that:  
H1: There is a significant positive relationship between green internal 
communication and employees’ organizational identification  
H2: There is a significant positive relationship between green skill development 
and employees’ organizational identification  
H3: There is a significant positive relationship between green rewards and 
employees’ organizational identification  
H4: There is a significant positive relationship between employees’ satisfaction 
and organizational identification of employees. 

Methodological framework of research 

Data collection for hypotheses testing was done through a structured 
questionnaire. The survey (Google Form) was conducted in various organizations 
operating in the Republic of Serbia in the period March – June 2022. From 695 
distributed questionnaires by a random sampling method, 173 completed 
questionnaires were returned (the response rate was 24.8%). Questionnaires were 
filled out by employees.  

Regarding sample demographics: 66% of respondents were females, whereas 34% 
were males. The age distribution of respondents is following: 18% of respondents 
range in age <31, 30% of respondents range in age from 31 to 40, 28% of 
respondents range in age from 41 to 50, 14% of respondents range in age from 51 
to 60, and 10% of respondents range in age >60. The educational distribution of 
respondents is following: 14% of respondents have secondary education, 83% of 
respondents have higher education, and 3% are in the category “rest”. Regarding 
the working experience of the respondents, 35% of them have <10 years of work 
experience, 35% have 11-20 years of work experience, 20% have 21-30 years, 7% 
have 31-40 years, and 3% >40 years of work experience. Of the total number of 
respondents, 39% are in managerial positions and 61% are in non-managerial 
positions. The majority of respondents are employed in service sector 
organizations (90%). 



64 

Green internal communication, green skill development, and green rewards as the 
dimensions of internal green marketing were described with 5 questions each (the 
scale: Qureshi, Mehraj, 2021). Employees’ satisfaction was described with 5 
questions (the scale: Huang et al., 2019). Organizational identification of 
employees was described with 7 questions. To measure organizational 
identification, the scale developed by Mael and Ashforth (1992) was used. The 
statement of the employees’ level of awareness of belonging to their organization 
(a cognitive aspect of organizational identification) was added to this scale. 
Respondents rated the extent to which they agree with the offered statements in 
the survey (a scale from 1 to 5; 1 - do not agree at all or to a very small extent; 5 - 
completely agree or to a very large extent).  

The data were analyzed using correlation and regression analysis. Statistical data 
processing was done using the IBM SPSS (version 25) software. 

Results and discussion 

The reliability of the scales was tested by using the Cronbach’s alpha coefficient 
(Table 1). 

Table 1. Descriptive statistics; Cronbach’s alpha coefficient (α) 

The variables min max mean Std. dev. α 
Organizational identification 7 35 25.37 6.09 0.909 
Green internal communication  5 25 15.49 6.19 0.958 
Green skill development 5 25 13.93 5.78 0.961 
Green rewards  5 25 11.76 4.92 0.948 
Employees’ satisfaction  5 25 18.60 6.78 0.897 

Source: Authors’ calculation 

Since all scales were shown to be reliable (Table 1; see: α), further examination 
was justified by this result. In order to test the hypotheses, composite measures of 
all variables were computed by summarizing the scores for each indicator relating 
to the variable. In the first step, correlation analysis was used to detect the 
relationship between the observed variables. Determining the relationships 
between organizational identification and other observed variables was supported 
by Pearson’s correlation. The result of this analysis is presented in Table 2. 

Table 2. Correlations between observed variables – the Pearson’s correlation 
coefficients 

 Organizational identification 
Employees’ satisfaction 0.606** 
Green internal communication  0.534** 
Green skill development 0.541** 
Green rewards  0.471** 

Source: Authors’ calculation 

Note: ** Correlation is significant at the 0.01 level (2-tailed) 
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The obtained results showed that employees’ organizational identification 
correlates strongly with each dimension of internal green marketing (p=0.01). 
There is a strong and positive correlation: between employees’ organizational 
identification and employees’ satisfaction, between employees’ organizational 
identification and green internal communication, between employees’ 
organizational identification and green skill development, and between 
employees’ organizational identification and green rewards. The positive 
coefficients of correlation (Table 2) indicate that improvements in green internal 
communication, green skill development, green rewards, and employees’ 
satisfaction would correspond to an increase in employees’ organizational 
identification. 

After it was confirmed that the correlation between the observed variables exists, 
a series of simple bivariate regression analyses were conducted in order to test the 
hypotheses. The independent variables were: green internal communication, green 
skill development, green rewards, and employees’ satisfaction. Organizational 
identification was the dependent variable in all regressions. It was tested 
separately if there is a relationship between independent variables and 
organizational identification as a dependent variable. The results of the series of 
bivariate regressions are summarized in Table 3.  

Table 3. Statistical parameters of regression analysis 

 Standardized coefficient β T-value p-value 
Green internal communication  0.534 8.360 0.000 
Green skill development 0.541 8.513 0.000 
Green rewards  0.471 7.071 0.000 
Employees’ satisfaction  0.606 10.081 0.000 

Source: Authors’ calculation 

The obtained results show that in predicting employees’ organizational 
identification the contribution of each observed predictor is statistically 
significant. 

The first hypothesis was confirmed: There is a significant positive relationship 
between green internal communication and employees’ organizational 
identification. This relationship is strong. This means that an improvement in 
internal green communication that promotes environmental awareness in the 
organization, and spreads green values and green culture would correspond to an 
increase in the level of organizational identification of employees - a sense of their 
belonging to the organization, a level of positive empathy for the organization as 
well as pride. When green internal communication is a constant process, which 
clearly and unambiguously communicates the green vision of the organization, 
employees easily perceive and understand it correctly. The possibilities for the 
adoption of the green vision of the organization by the employees are greater as 
well as the identification of employees with it. Then the employees believe in the 
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green vision of the organization and its green values. This finding partly follows 
the finding of Milanović and Radosavljević Njegić (2019, p. 227) that internal 
communication affects „the identification of the employees with goals, mission 
and vision, and the culture of the organization“. This finding partly follows the 
finding of Chaudhary (2020) who confirmed that some elements of green internal 
communication (formal or informal channels of communication to spread green 
culture in the organization) affect the organizational identification of employees. 
When employees believe in the green vision of their organization, when they 
recognize its green values and identify their own culture with the green culture of 
the organization, they will be more identified with the organization. Then the 
employees feel respected by the organization, they are becoming aware of the 
importance of their role in the organization - in achieving its green goals as well 
as implementing its green strategy. In this process, employees strengthen green 
organizational identity and finally green organizational identification. The sense 
of belonging of employees to green organization is growing as well as the 
employees’ emotional experience of the organization successes and failures. 
Employees care about the opinion of others about their organization and identify 
with it as a collective. Hence the improved organizational identification of 
employees in the context of internal green marketing.  

The second and the third hypotheses were confirmed: There is a significant 
positive relationship between green skill development and employees’ 
organizational identification, and between green rewards and employees’ 
organizational identification. These relationships are also strong. These results are 
consistent with the results of Chaudhary (2020) although, in this paper, green skill 
development and green rewards were observed as the dimensions of internal green 
marketing, and in the study conducted by Chaudhary as the dimensions of green 
human resource management. In the literature, the dimensions of these two 
concepts overlap. By providing green training and green education to employees, 
as well as recognizing their green contributions and rewarding them, 
organizations encourage the development of green skills of employees that enable 
them to participate in green initiatives of the organization and create green 
strategies. This makes employees “more psychologically available“, and “their 
work more meaningful, which in turn will enhance their organizational 
identification” (Chaudhary, 2020, p. 632). Consequently, the employees that are 
identified with the organization will be more responsible toward the environment. 

The fourth hypothesis was confirmed: There is a significant positive relationship 
between employees’ satisfaction and organizational identification of employees. 
This relationship is strong. The finding partly follows the finding of Bailey et al. 
(2016). If the employees have enough freedom to do what they want in their work, 
if the employees are satisfied with both the variety of their work activities and the 
opportunities that their work provides for interaction with others, as well as with 
their job, then their satisfaction affects their organizational identification. When 
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employees are satisfied with their job and organization as a whole, they are 
identified with the organization. Then, satisfied employees „work toward the 
attainment of sustainable goals of the organization...” (Chaudhary, 2020, p. 632). 

Conclusion 

Given the importance of organizational identification of employees in the 
organization’s response to changes and environmental challenges, the need to care 
for employees and the environment, and the lack of the research on the 
relationship between internal green marketing dimensions, employees’ 
satisfaction, and organizational identification, this paper conducted research on 
the relationship between the dimensions of internal green marketing, employees’ 
satisfaction, and organizational identification of employees on the sample of 
employees of different organizations in the Republic of Serbia (service sector). 

The results of this research confirmed the hypotheses: there is a significant 
positive relationship between all dimensions of internal green marketing - green 
internal communication, green skill development, green rewards, and employees’ 
organizational identification. Also, there is a significant positive relationship 
between employees’ satisfaction and employees’ organizational identification. 
Besides, in predicting employees’ organizational identification the contribution of 
each observed predictor is statistically significant. The significance of the results 
in this paper is that in previous studies the relationship between these variables 
has not been examined.  

In order for employees to be identified with organization, it is necessary to 
intensify efforts in all dimensions of internal green marketing and employees’ 
satisfaction. Spreading the green values and green culture of the organization 
among employees, as well as the promotion of environmental awareness, are 
positively and significantly related to the organizational identification of 
employees. At the same time, rising environmental awareness for all employees 
and green training to develop skills and abilities to implement green 
(environmental) strategies contribute to the identification of employees with the 
organization. Awards for employees (which contribute to the improvement of the 
environment and the green organization) can lead to improved identification of 
employees with the organization. Besides, employees’ satisfaction in the context 
of internal green marketing can lead to improved identification of employees with 
their organization. 

Theoretical and managerial implications 

The findings of this research can contribute to a better understanding of the 
importance of internal green marketing for employees and organizations. Also, the 
results can be useful to researchers in the field of internal green marketing and 
green human resource management. Since there is a lack of empirical research in 
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this field, the findings can encourage management of the organizations to apply 
internal green marketing and use its potential in terms of designing programs to 
improve employees’ organizational identification through internal green 
communication, green skill development, green rewards, as well as through 
employees’ satisfaction.  

Management of the organizations operating in the service sector in the contexts 
similar to the Republic Serbia context should be aware that individual perceptions 
of employees on internal green marketing dimensions are positively and 
significantly related to the level of employees’ organizational identification. Also, 
the individual perception of job satisfaction and the organization as a whole is 
positively and significantly related to the level of his/her identification with 
organization. 

The indicators of the dimensions of internal green marketing in this paper reflect 
the perceptions of green internal communication based on the green vision that 
employees believe in, the level of the promotion of environmental awareness and 
values in the organization, and the level of the green culture in the organization. In 
addition, these indicators reflect green rewards based on motivation to eco-
friendly behavior of employees, green skill development through green training 
related to the raising of environmental awareness for all employees, improvement 
of their skills, as well as know-how about environmental (green) management. 
Management should be to foster an environment of internal green marketing 
where employees have a high level of environmental awareness and a high level 
of identification with the organization. In addition, employees are more satisfied 
in this environment. 

Management should create effective programs of internal green marketing 
because these programs lead to greater employees’ satisfaction similar to internal 
marketing programs. At the same time, these programs can be expected to 
contribute to employees’ organizational identification. Finally, organizational 
identification of employees can accelerate the implementation of environmental 
strategies or internal green marketing strategies in the organization. 

Limitations and future research directions 

The results of the research in this paper refer to a modest sample of organizations 
operating in the Republic of Serbia in the service sector, so that, although this 
research provides significant insight into the relationship between internal green 
marketing dimensions, employees’ satisfaction, and organizational identification 
of employees, interpretation of results should be approached with reservations.  

For future research, it is recommended to test the relationship between these 
variables as well as the impact of internal green marketing dimensions on 
employees’ organizational identification taking into account the limitations of the 
sample. In addition, it is recommended to include in the research the attitudes of 
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managers, especially about the dimensions of internal green marketing as well as 
their assessment of the level of implementation of internal green marketing in the 
organization and its effects on employees and the organization. Finally, the main 
direction of future research is to conduct a longitudinal study in order to assess the 
effects of application of internal marketing programs on organizational 
identification of employees and other outcomes at the level of both employees and 
organization.  
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