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Abstract  

The current study objective was to find the impact of internal marketing (IM) on innovative 
work behavior (IWB) of employees with mediating role of job embeddedness (JE) and Social 
capital (SC) as a moderating variable. A non-probability sampling technique was used to 
collect data from employees of auto parts manufacturing sector from different cities of 
Pakistan. In order to test the hypothesis, regression analysis, mediation and moderation 
analysis were used in SPSS and in Hayes Bootstrap Method. For confirmatory factor analysis 
(CFA), AMOS was used. Regression results revealed that IM has a positive impact on IWB 
and JE. Similarly, JE, when used as an independent variable, has a positive impact on IWB. 
The mediation analysis showed that JE mediates between IM and IWB. Moderation analysis 
depicts that SC moderates between JE and IWB. At the end implications of this study, 
suggestions for future empirical exploration of the constructs have been proposed. 
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Introduction 

 Innovative work behavior (IWB) is imperative for innovation and one of the 
most widely studied construct. IWB is an intentional behavior of an individual to 
introduce and/or apply new ideas, products, processes, and procedures to his or 
her work role, unit, or organization (De Jong and den Hartog, 2007). In 
Organizational Behavior and Psychology studies, employees’ behavior is one of the 
most important factors that bring innovation (Van de Ven, 1986). That is why 
previous studies have tried to establish the link between different constructs and IWB 
such as self-concepts and identity (Rank, Nelson, Allen, and Xu, 2009), knowledge 
and abilities (Amabile, Conti, Coon, Lazenby, and Herron, 1996), psychological 
factors (Han & Yang, 2011), motivation (Yuan & Woodman, 2010). The research on 
IWB is scarce and needs to be studied further (Janssen, Van de Vliert, & West, 2004) 
and in the evolutionary stage as well (De Jong & Den Hartog, 2010). IWB is an 
attitudinal variable that varies according to situation and employee’s perception. A 
gap is still in literature to identify the construct that considers individual first. 
Contemporary research on IWB is also devoid of individual focus construct to predict 
IWB. The contemporary research antecedents of IWB are organizational culture 
(Stoffers, Neessen, & van Dorp, 2015; Sinha, Priyadarshi& Kumar,2016), 
cyberloafing (Derin & Gökçe, 2016); leadership (Masood & Afsar, 2017) and 
managerial support(Lukes, Lukes, Stephan, & Stephan, 2017). The behavior of 
individual varies according to values of societies and the values of societies have 
changed after 9/11(Murphy, Gordon, & Mullen, 2004). After 9/11, there is no big 
study on individual’s behavior in Pakistan, one of most affected country of terrorism 
(Javaid, 2011).Global competitive index (GCI) report 2016 revealed that Pakistan 
ranks 119th among 140 countries due to lack of innovation in process and product 
development (Schwab, 2016). However, Kemal (2006) alarmed that the 
manufacturing sector of Pakistan lacks in theprocess and product innovation domain. 
Unfortunately, the manufacturing sector remains a neglected aspect of research in 
Pakistan. Innovation is an individual’s behavior because innovative work behavior is 
all about the cognition of an individual (Wu, Parker, & De Jong, 2014).  

 Internal Marketing (IM) is a new concept of HR practices that considers 
employees as an internal customer and a new key determinant of organization’s 
innovativeness (Mieres, Sánchez, & Vijande, 2012). IM activities are focused on the 
employee as of external customer. It consists of strategic rewards, internal 
communication, training and development, leadership and empowerment. The studies 
of IWB with individual IM facets, rewards (Aarons, 2006), internal communication 
(De Bussy, Ewing, & Pitt, 2003), training and development (Ahmad, Jehanzeb, & 
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Alkelabi, 2012), leadership (Valle & Avella, 2003) and empowerment (Marane, 
2012) have been established the predictors of IWB. IM as a composite variable has 
never been tested as an antecedent of IWB. Research depicts that composite variable 
provides better results than individual facets (Luthans, Avolio, Avey, & Norman, 
2007). In this study, IM has been used as a composite variable. The committed 
employees with organization show more innovative work behavior due to gaining 
more experience and knowledge of work and the organization. 

 The other construct for this research is Job Embeddedness (JE) thatis an 
employee’s commitment and sticks employee with the organization due to 
organizational and social factors. More committed employees with the organization 
due to JE exhibit IWB (Ng & Feldman, 2010).JE has already been proved as a 
significant mediating variable between other variables (Karatepe, 2016; Ferreira et 
al., 2017). JE has been proved as a significant mediating variable between IM and 
turnover intention (Ibrahim, 2013). JE in this study is a new addition to literature as a 
mediating variable between independent variable IM and dependent variable IWB.  

 Research depicts that when individuals interact with each other, they form 
networking and share ideas, and bring innovation to the organization (Watson & 
Papamarcos, 2002). 

 Social capital (SC) is a social networking of employees at work place that 
helps them to establish networks and share ideas informally. In previous research, SC 
has significantly moderated between motivation and subjective well-being (Jin, 2015) 
andacquisition of resource and environment dynamism (Huang & Wang, 2013). After 
literature review and found the gap in the literature, SC has been taken as moderating 
variable in this research between JE and IWB. Internal marketing as a composite 
variable was missing in literature to determine IWB. The research was needed in 
Pakistani context to serve as the pre requisite for managers to improve innovative 
work behavior of employees. Research with internal marketing, job embeddedness, 
and social capital is first of its own kind to determine innovative work behavior in the 
manufacturing sector of Pakistan.  
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Theoretical Underpinning 

 Innovative work Behavior (IWB) is an intentional creation, introduction, and 
application of new ideas within a work role, group or organization, in order to benefit 
role performance, the group or the organization (Janssen, 2000). In early research, 
IWB was defined as a generalized willingness to change (Hurt, Joseph, & Cook, 
1977). 

 The contemporary research is still investigating the antecedents of IWB such 
as employee’s job performance and feeling about fit for job (Afsar, Badir, & Khan, 
2015), managerial practices and leadership style (Odoardi, Montani, Boudrias, & 
Battistelli, 2015), proactive goal generation (Odoardi et al., 2015), positive mood and 
personality (Madrid, Patterson, Birdi, Leiva, & Kausel, 2014) and human resource 
practices (Prieto & Pérez, Santana, 2014). An antecedent is still missing to focus on 
the only individual is behavior. 

 Employees are the people who are responsible for innovation because they 
play an important role regarding the innovation performance of organizations since 
they expand, hold, act in response to and adapt ideas (Van de Ven, 1986).  

 Research with different individual and contextual factors of IWB, is still 
inconclusive, underdeveloped and needs more work (Shalley, Zhou, & Oldham, 2004; 
West & Farr, 1989).Internal Marketing (IM) is an emerging construct from HRM and 
has its own importance in the literature (Varey, 1995; Conduit & Mavondo, 2001; 
Ballantyne, 2000; Mudie, 2003). After Berry,(1981) work, IM concept got popularity 
due to considering employee as an internal customer. Gronroos, (1985) posited that 
organizational goal can be achieved by implementing IM practices.IM, in fact, is 
viewing workers as domestic customers, viewing their jobs as domestic products, and 
by addressing the needs of domestic customers, organizational objectives can easily 
be achieved (Berry & Parasuraman, 1991). Better implemented IM practices in an 
organization lead to more organizational success (Varun & Indu, 2015). Due to direct 
focus on employee, IM has a positive relationship with employee’s behavior (Ishaque 
& Shahzad, 2016).Whenever there is an innovativeness and flexibility or multi-
functionality as a job requirement, IM stimulates IWB (Yuan & Woodman, 2010). 
Several empirical studies strengthen this argument that the organizational factors, 
which are directed to employees, improve IWB (Monks et al., 2013; Ohly, 
Sonnentag, & Pluntke, 2006). 
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 Internal marketing (IM) practices have a positive relationship with 
employees’ job embeddedness. Job embeddedness is actually a ‘commitment’ to the 
organization and this commitment is further fostered due to IM practices in the 
organization (Caruana & Calleya, 1998). IM practices help employees to be 
embedded with the job by enhancing their motivation, organizational commitment, 
and satisfaction (Souchon & Lings, 2001).  

When employees feel privileged and cared by IM strategies of the organization, their 
satisfaction and commitment with the organization are obvious (Suleiman Awwad & 
Mohammad Agti, 2011). 

Job embeddedness (JE) is a distinct variable due to its relation with emotion, societal 
and monetary influences on the worker(Mitchell, Holtom, Lee, Sablynski, & Erez, 
2001; William Lee, Burch, & Mitchell, 2014). Job embeddedness is the reason of 
employee to remain in the organization due to social and organizational factors 
(William Lee et al., 2014). Organizational factors (IM practices) and social factors 
(relations with peers and community) affect employee’s behavior. JE improves 
employee’s social relationship due to organizational commitment and less intention to 
quit the job. 

  In previous research, JE has shown a significant mediating effect on 
leadership and relationships (Harris, Wheeler, & Kacmar, 2011), turnover intentions 
and job performance with the impact of work engagement (Karatepe & Ngeche, 
2012).  

 The interesting transition of research took place when Ng and Feldman 
(2010)linked Job Embeddedness with innovation. JE halts turnover of employees and 
more job-embedded employees exhibit more IWB. JE has a positive impact on IWB 
due to less intention to quit (Widianto, Abdullah, Kautsar, & Meiyanti, 2012). 

 Still we do not know about JE and needs to be studied further to understand it 
better (Ghosh & Gurunathan, 2015). 

Social Capital(SC) first time was discussed by Hanifan (1916). At that time the SC 
was linked with democracy and development of urban community (Alguezaui & 
Filieri, 2010) and was seen as social networks established among societies and 
improving the living conditions of communities. In contemporary research, SC is 
working networks of social relations that are bounded by common trust, 
understanding each other, supportive, and shared values and behaviors to enable 
effort for innovative collaboration of employees (Cohen & Prusak, 2001). 
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 SC is exercised in the organization by an opting set of informal principles and 
norms based on mutual obligations to improve organizational labor effectiveness 
(Nahapiet & Ghoshal, 1998). The man is a social animal and gregarious in nature. He 
develops relations and utilizes these relations to achieve his goals. SC improves trust 
among employees, communication, and focus on employee’s significant direct and 
indirect effect to increase commitment to the organization (Watson & Papamarcos, 
2002). SC moderates between motivations and subjective well-being (Jin, 2014). SC 
moderates between resource acquisition and environment dynamism (Huang & 
Wang, 2013). Yuanhui Li and Jin (2015) also tested the moderating effect of SC 
between top management characteristics and management capabilities. SC affects 
positively on commitment due to JE. When the commitment of employee is high due 
to job embeddedness there will be enhanced innovative work behavior. 

Research Objectives and Theoretical Frame Work 

 The objective of this research is to find the impact of internal marketing on 
innovative work behavior with mediating role of job embeddedness and moderating 
effect of social capital. In fig-1, the theoretical model presenting the internal 
marketing (IM) on Innovative work behavior (IWB) and Job Embeddedness (JE).This 
model shows the mediating role of JE between IM and IWB and JE impact on IWB. 
The model also shows the Social Capital (SC) as a moderating variable between JE 
and IWB. 

 



 
 
 

 
 
Mubarak & Aisha 297 
 
 

 
 
 
 
 
 
 

Hypotheses 

Following five hypotheses were formulated for this study; 

H1:  Internal marketing has a positive impact on innovative work behavior. 
H2:  Internal marketing has a positive impact on Job Embeddedness 
H3: Job embeddedness mediates between internal marketing and innovative work 

behavior 
H4:  Job embeddedness has positive impact on innovative work behavior 
H5: Social capital moderates between job embeddedness and innovative work 

behavior 

Method 

Population 

 All permanent employees of auto parts manufacturing firms in Islamabad, 
Rawalpindi, Lahore, and Gujranwala are treated as population for this study. In all 
manufacturing firms, there was not a single employee selected for research who was 
on probationary period or on at emporary basis in the organization. The research was 
on innovative work behavior, it was important to get data from employees working 
on a permanent basis. 

Sample 

 The permanent employees selected from the population are samples for this 
research. The non-probability sampling technique was used for this research. Total 
1500 questionnaires were distributed bylead person, courier and followed through 
emails, phone, WhatsApp and personal visits. Total questionnaire received back were 
1336 and 220 questionnaires were rejected due to double ticks, missing data or 
incomplete filling. For research purpose, the valid questionnaires were 1116. 

 The gender of respondents was male 78% (n = 870), 22 % being female (n = 
246) and most respondents were between the ages of 21 and 25 years (28.5%), 
followed by the 26 to 30 years’ age group (22.4%), respondents between the ages of 
31 and 35 accounted for 21.5% and those above the age of 45 were 1%. The marital 
status was unmarried 71.2% (n=795) and married 28.8 % (n=321). The education 
level attained for the majority of respondents was matriculation/O’Level: 39.8% (n = 
444), followed by intermediate/A-level: 18.6% (n = 208), diploma holders 6.4% 
(n=71), bachelor degree holders 15% (n=167), master degree holders 14.3% (n=160), 
engineers 4.3% (n=48) and PhDs 1.6% (n=18). The managerial job participants were 
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26% (n=290) and non-managerial 74% (n=826). The income level less than 20,000 
remained 40.5% (n=452) and second highest number of participation of respondents 
was from income level 20,000 to 30,000 with percentage of 33.81%, (n=377). Other 
participant’s salary range was from 31,000 to 40,000 3.4% (n=38), 41,000 to 50,000 
12.5% (n=140), 51,000 to 60,000 7.8% (n=87), 61,000 to 80,000 0.9% (n=10), 
81,000 to 100,000 0.4% (n=4), and above 100,000 0.7%, n=8). The working 
experience was from less than one year 45.6 % (n=509), from 1 to 5 years 39.9% 
(n=445), from 6 to 10 years 6.8% (n=76) and above 11 years’ experience 7.7% 
(n=86).  

Measures of the Study 

 All constructs were developed on the5-pointLikert scale as1= Strongly 
Disagree, 2= Disagree, 3= Neutral, 4= Agree, 5= Strongly Agree.  

 Innovative work behavior (IWB) 12 item scale was used for research, 
originally developed by Janssen (2000) and used by different researchers (Mukherjee 
& Ray, 2009; Kheng, June & Mahmood, 2013). Over the last decade, there has been a 
concomitant increase in the use of independent or observer ratings, such as 
supervisory ratings (Yuan & Woodman, 2010; Zhang & Bartol, 2010). The second 
part of a questionnaire developed for IWB was for supervisor rating. Internal 
Marketing (IM) 24 items scale opted from Ahmed, Rafiq, and Saad, (2003).The same 
scale of IM was by Kaur & Sharma, (2015) and Fernando, (2012).JE 18 items scale 
was taken fromHoltom, Mitchell, & Lee, (2006). Social capital (SC)15 items scale 
used in this research was adopted fromNahapiet and Ghoshal, (1998). 

Procedure 

 To collect primary data from auto parts manufacturing firms, all scales were 
developed intheEnglish language because most of the workers understand English 
due to reading English as a compulsory subject in all Pakistani schools, colleges, and 
universities. There are many words when translated intothe Urdu language, become 
ambiguous. The English language has given desirable results in different researches 
conducted in past (Butt & Choi, 2006).Researcher got anappointment on phone, email, 
and courier mail from owners or managers of the organization. A trained lead person 
was hired to distribute and explain questionnaires to permanent workers of auto parts 
manufacturing companies. Questionnaires were also distributed by researcher himself 
and sent through couriers, emails, and WhatsAppwhere alead person was unable to 
reach. 
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Results 

Psychometric Properties of Scale 

Amos software was used for Confirmatory Factor Analysis (CFA). CFA 
shows a good fit of model; χ2 (252, N=655); χ2/df =2.59, p=0.00; SRMR= .047, 
TLI=.90; CFI=.91; RMSEA=.038. The CFA result provides further support for the 
distinctiveness of the five dimensions of internal marketing as an independent 
composite variable. 

Table-1 shows that chi-square value is statistically significant at 95% 
confidence level, Eigen value (EV) was above 1.0 and Kaiser-Meyer-Olkin (KMO) 
measure of sampling adequacy is > 0.60. This clearly depicts that the measures 
inherent construct validity due to an acceptable range of values. The principal 
component analysis (PCA) was applied for each construct as shown in Table-1. 
Factor loading of twelve items shows KMO (0.87) that falls within acceptable range 
whereas EV is > 1 with 47% variance in IWB construct. The KMO value is 0.73 for 
internal marketing (IM) that is also acceptable. For IM 24 item scale construct the 
value of EV >1 with a variation of 56% in IM construct. Eighteen items of Job 
Embeddedness (JE) show KMO value .78 that is an acceptable value. The EV for JE 
construct is >1 and explained variation 49% in JE construct. Similarly, the KMO 
value is .61 of 15 items scale of Social Capital (SC), which is > .5 and is in an 
acceptable range. The value of EV for SC construct is again >1 and explained a 
variation of 74% in SC construct. 

 The factor loading of twelve items of IWB was consistent with 
(Janssen,2000) and IM 24 items scale with the study of Ahmed et al. (2003). Table -1 
shows all the values of all constructs are within acceptable range. The Cronbach’s 
alpha values of all constructs are >.6 which is acceptable (Podsakoff et al., 1996). For 
exploratory research, the composite reliability value .6 to.7 is satisfactory (Nunally& 
Bernstein, 1994). In this research, all variables are composite variables. 
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Table 2  
Correlations among Variables 

No. Variables M S.D IWB IM JE SC 
1 IWB 3.65 .62 1    
2 IM 3.66 .33 .181** 1   
3 JE 3.62 .41 .118** .084** 1  
4 SC 3.77 .29 -.049 -.097** .092** 1 

**Correlation is significant at the 0.01 level (2-tailed),  
*. Correlation is significant at the 0.05 level (2-tailed) 
IWB=Innovative Work Behavior, IM=Internal Marketing, JE=Job Embeddedness, SC=Social 
Capital 

 Results in Table-2 reported that predictor variable Internal marketing (IM) 
had a significant (p< .01) correlation with dependent variable IWB. The detail of 
correlation results shows that independent variable IM has a positive and significant 
relationship with outcome variable IWB (r =.181, p< 0.01) and job embeddedness 
(JE) (r =.084, p< 0.01). IM has a strong relationship with IWB and JE. JE also has a 
positive and significant relationship with IWB (r = .118, p < 0.01). Social capital (SC) 
has a strong relationship with job embeddedness (r=.092, p<.01).  

Regression Analysis 

Table 3 
Regression analysis for Internal Marketing and Innovative Work Behavior 

Dependent Variable: Innovative Work Behavior (IWB) 
Main Effect: Internal Marketing (IM) 

 β R2 t F Sig 
Internal Marketing (IM) as (IV) 0.333*** 0.033 6.13 37.5 0.000 

*** p<.001, **p<.005, *p<.01 

 Results in Table -3, reported a significant regression model, F= 37.534, 
P<.001. Regression analysis shows the significant impact of Internal Marketing (IM) 
on innovative work behavior (IWB). The β-value (β=.333) is significant when IM is 
independent variable and IWB is the dependent variable. There is also a significant 
change in R2 (R2=.033). Results show that one unit of IM increased (β = 0.333, p 
<.001) IWB of employees by 0.333 units. The hypothesis that IM has a positive 
impact on innovative work behavior is accepted. 

 

 

 



 
 
 

 
 
Mubarak & Aisha 301 
 
 

 
 
 
 
 
 
 

Table 4 
Regression analysis for Internal Marketing and Job Embeddedness 

Dependent Variable: Job Embeddedness 
Main Effect: Internal Marketing (IM) 

 β R2 t F Sig 

Internal Marketing (IM) as (IV) 0.103** 0.007 2.81. 7.94 0.000 

*** p<.001, **p<.005, *p<.01 

 In Table-4, a significant regression model was found, F= 7.940, P<.001. 
Results show a significant value (β =.103) and positiveR2 value (R2=.007) that is due 
to the positive impact of Internal Marketing (IM) on Job Embeddedness (JE). For 
mediation model, the assumption of the relationship of the independent variable with 
mediating variable must meet when mediating variables is used as a dependent 
variable (Preacher and Hayes.,2008). The regression was run with JE as an outcome 
variable and IM as an independent variable to fulfill the assumption for mediation 
model. This assumption was fulfilled when a unit of internal marketing increased  
(β =.103) job embedded .103 units. The hypothesis that internal marketing has a 
positive impact on Job embeddedness is accepted. 

Table 5 
Regression analysis for Job Embeddedness and Innovative Work Behavior 

Dependent Variable: Innovative Work Behavior (IWB) 
Main Effect: Job Embeddedness (JE) 

 β R2 t F Sig 
Job Embeddedness (JE) as IV 0.177*** 0.014 3.95 15.65 0.000 

* * * p<.001, **p<.005, *p<.01 

In Table-5, significant regression model created, F=15.653, P<.001. The β-
value (β=.177) is significant with a significant R2 value (R2=.014). Results depict a 
significant impact of Job Embeddedness (JE) on innovative work behavior (IWB). A 
unit of JE increased (β=.177) IWB .177 units. The model fulfills the assumption of 
mediating variable when it has a relationship with outcome variable when used as an 
independent variable (Baron & Kenny, 1986). The hypothesis that JE has a positive 
impact on IWB is accepted. 
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Mediation Analysis 

Table 6 
Mediating effect of JE between IM and IWB 
Path Total Effect Direct Effect Indirect Effect 95% CI 

 Low Level Upper level 
IM → JE → IWB .334 (0.00) .3174 (0.00) .O160 (0.004) .0044 .0035 

IM=Internal Marketing, JE=JOB Embeddedness, IWB= Innovative work behavior 

Hayes Bootstrap Technique (Preacher and Hayes., 2008) is the most 
authentic technique used in psychology research paradigm. Hayes Bootstrap 
Technique is a most appropriate technique used mediation and moderation analysis in 
contemporary research. In the present study, the bootstrapping procedure with 1000 
samples was repeated. The mediator is considered significant if the 95 % confidence 
interval (CI) for the estimate of the ‘indirect effect’ does not include zero between 
low-level confidence interval (LLCI) and Upper-level confidence interval (ULCI) 
(Preacher & Hayes, 2008).A path analysis was conducted to test the mediating effect 
of job embeddedness (JE). Results based on 1,000 bootstrapped samples indicated in 
Table-6 that whilst the total effect and indirect effect were significant (total effect = 
0.334, p = 0.000; direct effect = 0.317., p = 0.000), and the indirect effect =.016, 
p=0.004).The results indicate that the direct effect of IM on IWB was reduced due to 
JE indirect effect. It is because of the mediating effect of JE between IM and IWB. 
There is no zero between lower 95 % CI = 0.004, upper 95 % CI = .0035. Result 
clearly depicts that due to JE mediation, the innovative work behavior was increased. 
The hypothesis that JE mediates the relationship of IM and IWB is accepted. 

Moderation Analysis 

Table 7 
Main Effects and Moderated Regression Analysis of SC relation to JE, and IWB 

Outcome variable Innovative work Behavior 
  ß t P LLCI ULCI 
Step1:      
IV (JE ) -1.050 -1.77 .076 -2.213 .1121 
Moderator (SC) -1.328 -2.29 .021 -2.462 -.1943 
Step 2:      
IV x Moderator (JE X SC) .3292*** 2.09 .036 .0205 .6380 

Note. N= 1116, JE= Job Embeddedness, SC=Social Capital, IV= Independent variable, 
Bootstrap sample size = 1,000,, p*< .005, ** p< .01, *** p< .001, LL = lower limit, 
CI=confidence interval; UL = upper limit. 
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 In Hayes Bootstrap method the moderation analysis of social capital (SC) 
was performed. The result in Table-7 clearly depicts that the ß-value (ß=.3292, 
p=.036) increased with interaction effect of Social capital (SC) and Job 
embeddedness (JE). There is no zero between the value of lower level confidence 
interval (LLCI=.0205) and upper-level confidence interval (ULCI=.6380) at 95% 
confidence interval. The results indicate that SC moderates the relationship of JE and 
IWB. The hypothesis that SC moderates between JE and IWB are accepted. 

Discussion 

 The result shows that when organizational internal marketing (IM) practices 
are implemented, they positively influence innovative work behavior of the auto parts 
manufacturing engineering sector of Pakistan. Similarly, the correlation result shows 
a significant relationship of IM with innovative work behavior (IWB). It clearly 
shows that when organizational activities are directed towards employees, they 
improve IWB(Monks et al., 2013; Ohly et al., 2006).  

When employees are considered as an internal customer, it affects their 
behavior to exhibit IWB. Studies have shown that for innovation, the employee's 
innovative work behavior is mandatory who actually bring innovation (De Jong & 
Den Hartog, 2007). This study provides a new horizon of research in management 
discipline by focusing on the employee’s behavior for innovation. In another 
regression result with IM effect on job embeddedness has shown that IM significantly 
impacts JE. JE is also an individual commitment to an organization based on the 
factors associated with on and off the job factors. While other studies on organization 
commitment of the employee give only individual’s on the job commitment and 
ignore off the job factors that ad here him with the organization. Similar kind of 
research in different parts of the world on IM with organizational commitment 
provide the similar results (Choi & Price, 2005; Widianto et al., 2012). 

 The contribution of this research is that JEhas been used first time as 
mediating variable with IM and IWB. JE mediates the relationship of IM and IWB 
that shows that with the mediation of JE, the IWB would be enhanced. JE has a 
significant impact on IWB as well. Similar kind of research also established the link 
of JE with IWB due to less turnover (Halbesleben & Wheeler, 2008). In Pakistani 
manufacturing sector, organizations should focus on JE. of the employees related to 
on the job and off the job factors to enhance the IWB of employees that will help 
them to bring innovation in products and process. This gap in research was filled by 
establishing the link between independent variable IM with dependent variable IWB 
and mediating variable JE that well explains the relation of IM and IWB. 
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The moderated regression result shows that social capital (SC) moderates the 
relation of JE and IWB. Pakistani society is collectivistic and gregarious in nature 
(Hofstede, 1984; Bashir, Jianqiao, Abrar, & Ghazanfar, 2012). The moderation of SC 
tells that social networking of employees keeps them embedded with the job. In 
management literature, it is another contribution of SC moderation between JE and 
IWB. SC strengthens the relationship of JE and IWB. Social capital has already been 
proved as a significant moderator in different studies (Watson & Papamarcos, 2002; 
Adler & Kwon, 2002). 

Theoretical and Practical Implications 

The study on IWB in the engineering manufacturing sector of the private 
sector is of paramount importance and provides a comprehensive integrated model to 
address the contemporary issues of innovation that Pakistani manufacturing sector is 
facing. IWB related study with IM and JE in engineering manufacturing sector was a 
missing link in literature. The study provides a comprehensive understanding of the 
new concept related to the individual, organizational and social factors. This model to 
find innovative work behavior is totally based on the relevant constructs needed to 
explore and is not on a contingency basis only. 

While conducting research on innovative work behavior, it is important to 
consider individual, social and organizational factors. In past research, one or two 
factors remained missing in innovative work behavior studies. 

Managers must focus on IM activities that will ultimately enhance IWB. IM 
also improves JE that is employee’s commitment. Improved JE will reduce turnover 
that will improve IWB. Managers should also enhance social networking by 
enhancing SC. SC keeps employees embedded with the job and due to more 
embedded with the job, the employees become more experienced and exhibit IWB. In 
nutshell, the research model will serve as a pre-requisite for Pakistani Auto Parts 
Manufacturing Companies to apply the IM practices with JE and SC to enhance IWB 
of employees. 
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Limitations and Future Research Directions 

Despite the important theoretical and practical implications, there were few 
limitations of this study that must be considered for future studies. The first limitation 
was the size of the sample taken from the population for this study. The total auto 
parts manufacturing firms are 450 in Pakistan and the data collected were from only 
26 firms. It was obviously a big constraint to collect data from all firms. The research 
result can’t be generalized until a comprehensive research is done in the complete 
sector. Secondly, the cross sectional data was used for this study that is obtained one 
time for research but behavioral researchshows that employees behavior changes with 
the passage of time due to different circumstances. A longitudinal research is needed 
by taking data in different times to analyze the innovative work behavior more in 
depth. 

For future perspective, a comprehensive research is proposed on internal 
marketing with types of personality on innovative work behavior. It will give a true 
analysis that what type of personality is more influenced by internal marketing 
practices or strengthen the relation of other internal marketing with other constructs 
to improve innovative work behavior. Types of personalities (Big Five) may be used 
as mediating or moderating variable. 

The other study on innovative work behavior is needed with demographic 
variables. In demographic variables, especially gender, marital status and urban or 
rural background should also be investigated as predicting variables. There is no such 
study that could see the impact of demographic variables on innovative work 
behavior in Pakistani manufacturing sector. 

References 

Aarons, G. A. (2006). Transformational and transactional leadership: Association 
 with attitudes toward evidence-based practice. Psychiatric services, 57(8), 
 1162-1169.  

Adler, P. S., & Kwon, S.-W. (2002). Social capital: Prospects for a new concept. 
 Academy of Management Review, 27(1), 17-40.  

Afsar, B., Badir, Y., & Khan, M. M. (2015). Person–job fit, person–organization fit 
 and innovative work behavior: The mediating role of innovation trust. The 
 Journal of High Technology Management Research, 26(2), 105-116.  



 
 
 
 
 

IM and EIWB: The Mediating Role of Job Embeddedness 306 
   
 
Ahmad, A., Jehanzeb, K., & Alkelabi, S. A. H. (2012). Role of Learning Theories in 
 Training While Training the Trainers. International Journal of Academic 
 Research in Business and Social Sciences, 2(11), 181.  

Ahmed, P. K., Rafiq, M., & Saad, N. M. (2003). Internal marketing and the mediating 
 role of organisational competencies. European Journal of Marketing, 37(9), 
 1221-1241.  

Alguezaui, S., & Filieri, R. (2010). Investigating the role of social capital in 
 innovation: sparse versus dense network. Journal of knowledge management, 
 14(6), 891-909.  

Amabile, T. M., Conti, R., Coon, H., Lazenby, J., & Herron, M. (1996). Assessing the 
 work environment for creativity. Academy of Management Journal, 39(5), 
 1154-1184.  

Ballantyne, D. (2000). Internal relationship marketing: a strategy for knowledge 
 renewal. International Journal of Bank Marketing, 18(6), 274-286.  

Baron, R. M., & Kenny, D. A. (1986). The moderator–mediator variable distinction 
 in social psychological research: Conceptual, strategic, and statistical 
 considerations. Journal of Personality and social Psychology, 51(6), 1173.  

Bashir, M., Jianqiao, L., Abrar, M., & Ghazanfar, F. (2012). The organization's 
 cultural values: A study of public sector universities in Pakistan. African 
 Journal of Business Management, 6(10), 3686.  

Berry, L. L. (1981). The employee as customer. Journal of retail banking, 3(1), 33-40.  

Berry, L. L., & Parasuraman, A. (1991). Marketing service. Competing through 
 Quality, New York.  

Butt, A. N., & Choi, J. N. (2006). The effects of cognitive appraisal and emotion on 
 social motive and negotiation behavior: The critical role of agency of 
 negotiator emotion. Human Performance, 19(4), 305-325.  

Caruana, A., & Calleya, P. (1998). The effect of internal marketing on organisational 
 commitment among retail bank managers. International Journal of Bank 
 Marketing, 16(3), 108-116.  



 
 
 

 
 
Mubarak & Aisha 307 
 
 

 
 
 
 
 
 
 

Choi, J. N., & Price, R. H. (2005). The effects of person–innovation fit on individual 
 responses to innovation. Journal of Occupational and organizational 
 psychology, 78(1), 83-96.  

Cohen, D., & Prusak, L. (2001). In good company: How social capital makes 
 organizations work: Harvard Business Press. 

Conduit, J., & Mavondo, F. T. (2001). How critical is internal customer orientation to 
 market orientation? Journal of Business Research, 51(1), 11-24.  

De Bussy, N. M., Ewing, M. T., & Pitt, L. F. (2003). Stakeholder theory and internal 
 marketing communications: a framework for analysing the influence of new 
 media. Journal of Marketing Communications, 9(3), 147-161.  

De Jong, J., & Den Hartog, D. (2010). Measuring innovative work behaviour. 
 Creativity and Innovation Management, 19(1), 23-36.  

De Jong, J. P., & Den Hartog, D. N. (2007). How leaders influence employees' 
 innovative behaviour. European Journal of innovation management, 10(1), 
 41-64.  

Derin, N., & Gökçe, S. G. (2016). Are Cyberloafers Also Innovators?: A Study on the 
 Relationship between Cyberloafing and Innovative Work Behavior. Procedia-
 Social and Behavioral Sciences, 235, 694-700.  

Farr, J., & Ford, C. (1990). Individual innovation In West M., Farr J (Ed.) Managing 
 Innovation: Sage, London. 

Fernando, Y. (2012). Impact of Internal Marketing on Operational Performance: An 
 Empirical Study in Low Cost Carrier Industry. Procedia-Social and 
 Behavioral Sciences, 65, 913-918.  

Ferreira, A. I., Ferreira, A. I., Martinez, L. F., Martinez, L. F., Lamelas, J. P., 
 Lamelas, J. P., . . . Rodrigues, R. I. (2017). Mediation of job embeddedness 
 and satisfaction in the relationship between task characteristics and turnover: 
 A multilevel study in Portuguese hotels. International Journal of 
 Contemporary Hospitality Management, 29(1), 248-267.  

 Ghosh, D., & Gurunathan, L. (2015). Job Embeddedness: A Ten-year 
 Literature Review and Proposed Guidelines. Global Business Review, 16(5), 
 856-866.  



 
 
 
 
 

IM and EIWB: The Mediating Role of Job Embeddedness 308 
   
 
Gronroos, C. (1985). Internal marketing-theory and practice. Services Marketing in a 
 Changing Environment, American Marketing Association, Chicago, IL, 41-
 47.  

Halbesleben, J. R., & Wheeler, A. R. (2008). The relative roles of engagement and 
 embeddedness in predicting job performance and intention to leave. Work & 
 Stress, 22(3), 242-256.  

Han, Y., & Yang, B. (2011). Authentic Leadership, Psychological Capital and 
 Employee Innovative Behavior: The Moderating Role of Exchange of 
 Leaders Member. Management World, 12, 78-86.  

Hanifan, L. J. (1916). The rural school community center. The Annals of the 
 American Academy of Political and Social Science, 67, 130-138.  

Harris, K. J., Wheeler, A. R., & Kacmar, K. M. (2011). The mediating role of 
 organizational job embeddedness in the LMX–outcomes relationships. The 
 Leadership Quarterly, 22(2), 271-281.  

Hofstede, G. (1984). Culture's consequences: International differences in work-
 related values (Vol. 5): sage. 

Holtom, B. C., Mitchell, T. R., & Lee, T. W. (2006). Increasing human and social 
 capital by applying job embeddedness theory. Organizational Dynamics, 
 35(4), 316-331.  

Huang, K.-P., & Wang, K. Y. (2013). The moderating effect of social capital and 
 environmental dynamism on the link between entrepreneurial orientation and 
 resource acquisition. Quality & Quantity, 47(3), 1617-1628.  

Hurt, H. T., Joseph, K., & Cook, C. D. (1977). Scales for the measurement of 
 innovativeness. Human Communication Research, 4(1), 58-65.  

Ibrahim, M. M. S. (2013). The Mediating Role of Job Embeddedness between 
 Internal Marketing and Turnover Intention Managing Customer Trust, 
 Satisfaction, and Loyalty through Information Communication Technologies 
 (pp. 310-327): IGI Global. 

Ishaque, A., & Shahzad, K. (2016). Impact of Internal Marketing on Employee 
 Behaviors: Mediating Role of Employee Job Satisfaction. Abasyn University 
 Journal of Social Sciences, 9(1).  



 
 
 

 
 
Mubarak & Aisha 309 
 
 

 
 
 
 
 
 
 

Janssen, O. (2000). Job demands, perceptions of effort‐ reward fairness and 
 innovative work behaviour. Journal of Occupational and organizational 
 psychology, 73(3), 287-302.  

Janssen, O., Van de Vliert, E., & West, M. (2004). The bright and dark sides of 
 individual and group innovation: A special issue introduction. Journal of 
 Organizational Behavior, 25(2), 129-145. 

Javaid, U. (2011). War on Terror: Pakistan's apprehensions. African Journal of 
 Political Science and International Relations, 5(3), 125. 

Jin, C.-H. (2014). The role of users’ motivations in generating social capital building 
 and subjective well-being: The case of social network games. Computers in 
 Human Behavior, 39, 29-38.  

Karatepe, O. M. (2016). Does job embeddedness mediate the effects of coworker and 
 family support on creative performance? An empirical study in the hotel 
 industry. Journal of Human Resources in Hospitality & Tourism, 15(2), 119-
 132.  

Karatepe, O. M., & Ngeche, R. N. (2012). Does job embeddedness mediate the effect 
 of work engagement on job outcomes? A study of hotel employees in 
 Cameroon. Journal of Hospitality Marketing & Management, 21(4), 440-461.  

Kaur, J., & Sharma, S. K. (2015). Internal Marketing: Scale Development and 
 Validation. Vision, 19(3), 236-247.  

Kemal, A. R. (2006). Key issues in industrial growth in Pakistan. Lahore Journal of 
 Economics, 11(Special Edition), 49-74.  

Kheng, Y. K., June, S., & Mahmood, R. (2013). The determinants of innovative work 
 behavior in the knowledge intensive business services sector in Malaysia. 
 Asian Social Science, 9(15), 47.  

Lukes, M., Lukes, M., Stephan, U., & Stephan, U. (2017). Measuring employee 
 innovation: a review of existing scales and the development of the innovative 
 behavior and innovation support inventories across cultures. International 
 Journal of Entrepreneurial Behavior & Research, 23(1), 136-158.  



 
 
 
 
 

IM and EIWB: The Mediating Role of Job Embeddedness 310 
   
 
Luthans, F., Avolio, B. J., Avey, J. B., & Norman, S. M. (2007). Positive 
 psychological capital: Measurement and relationship with performance and 
 satisfaction. Personnel Psychology, 60(3), 541-572.  

Ma Prieto, I., & Pilar Perez-Santana, M. (2014). Managing innovative work behavior: 
 the role of human resource practices. Personnel Review, 43(2), 184-208.  

Madrid, H. P., Patterson, M. G., Birdi, K. S., Leiva, P. I., & Kausel, E. E. (2014). The 
 role of weekly high‐ activated positive mood, context, and personality in 
 innovative work behavior: A multilevel and interactional model. Journal of 
 Organizational Behavior, 35(2), 234-256.  

Marane, B. (2012). The mediating role of trust in organization on the influence of 
 psychological empowerment on innovation behavior. European Journal of 
 Social Sciences, 33(1), 39-51.  

Masood, M., & Afsar, B. (2017). Transformational leadership and innovative work 
 behavior among nursing staff. Nursing Inquiry.  

Mieres, C. G., Sánchez, J. Á. L., & Vijande, M. L. S. (2012). Internal marketing, 
 innovation and performance in business services firms: the role of 
 organizational unlearning. International Journal of Management, 29(4), 403.  

Mitchell, T. R., Holtom, B. C., Lee, T. W., Sablynski, C. J., & Erez, M. (2001). Why 
 people stay: Using job embeddedness to predict voluntary turnover. Academy 
 of Management Journal, 44(6), 1102-1121.  

Monks, K., Kelly, G., Conway, E., Flood, P., Truss, K., & Hannon, E. (2013). 
 Understanding how HR systems work: the role of HR philosophy and HR 
 processes. Human Resource Management Journal, 23(4), 379-395.  

Mudie, P. (2003). Internal customer: by design or by default. European Journal of 
 Marketing, 37(9), 1261-1276.  

Mukherjee, S. B., & Ray, A. (2009). Innovative work behavior of managers: 
 Implications regarding stressful challenges of modernized public-and private-
 sector organizations. Industrial psychiatry journal, 18(2), 101.  

 

 



 
 
 

 
 
Mubarak & Aisha 311 
 
 

 
 
 
 
 
 
 

Murphy Jr, E. F., Gordon, J. D., & Mullen, A. (2004). A preliminary study exploring 
 the value changes taking place in the United States since the September 11, 
 2001 terrorist attack on the World Trade Center in New York. Journal of 
 Business Ethics, 50(1), 81-96. 

Nahapiet, J., & Ghoshal, S. (1998). Social capital, intellectual capital, and the 
 organizational advantage. Academy of Management Review, 23(2), 242-266.  

Ng, T. W., & Feldman, D. C. (2010). The impact of job embeddedness on 
 innovation-related behaviors. Human Resource Management, 49(6), 1067-
 1087.  

Nunnally, J. C., & Bernstein, I. H. (1994). Psychological theory. New York, NY: 
 MacGraw-Hill. 

Odoardi, C., Montani, F., Boudrias, J.-S., & Battistelli, A. (2015). Linking managerial 
 practices and leadership style to innovative work behavior: The role of group 
 and psychological processes. Leadership & Organization Development 
 Journal, 36(5), 545-569.  

Ohly, S., Sonnentag, S., & Pluntke, F. (2006). Routinization, work characteristics and 
 their relationships with creative and proactive behaviors. Journal of 
 Organizational Behavior, 27(3), 257-279.  

Podsakoff, P. M., MacKenzie, S. B., & Bommer, W. H. (1996). Transformational 
 leader behaviors and substitutes for leadership as determinants of employee 
 satisfaction, commitment, trust, and organizational citizenship behaviors. 
 Journal of Management, 22(2), 259-298.  

Preacher, K. J., & Hayes, A. F. (2008). Asymptotic and resampling strategies for 
 assessing and comparing indirect effects in multiple mediator models. 
 Behavior research methods, 40(3), 879-891.  

Rank, J., Nelson, N. E., Allen, T. D., & Xu, X. (2009). Leadership predictors of 
 innovation and task performance: Subordinates' self‐ esteem and 
 self-presentation as moderators. Journal of Occupational and organizational 
 psychology, 82(3), 465-489.  

Schwab, K. (2016). The Global Competitiveness Report. World Economic Forum 
 (pp. 400). 



 
 
 
 
 

IM and EIWB: The Mediating Role of Job Embeddedness 312 
   
 
Shalley, C. E., Zhou, J., & Oldham, G. R. (2004). The effects of personal and 
 contextual characteristics on creativity: where should we go from here? 
 Journal of Management, 30(6), 933-958.  

Shi, J. (2012). Influence of passion on innovative behavior: An empirical examination 
 in Peoples Republic of China. African Journal of Business Management, 
 6(30), 8889.  

Sinha, S., Priyadarshi, P.& Kumar, P. (2016). Organizational culture, innovative 
 behaviour and work related attitude: Role of psychological empowerment. 
 Journal of Workplace Learning, 28(8), 519-535.  

Souchon, A., & Lings, I. (2001). Adopting internal marketing practices across 
 national borders: key propositions and implications. Paper presented at the 
 Proceedings of the Annual Conference of the Australia New Zealand 
 Marketing Academy, Massey University, NZ. 

Stoffers, J., Neessen, P., & van Dorp, P. (2015). Organizational Culture and 
 Innovative Work Behavior: A Case Study of a Manufacturer of Packaging 
 Machines. American Journal of Industrial and Business Management, 5(04), 
 198.  

Suleiman Awwad, M., & Mohammad Agti, D. A. (2011). The impact of internal 
 marketing on commercial banks' market orientation. International Journal of 
 Bank Marketing, 29(4), 308-332.  

Valle, S., & Avella, L. (2003). Cross-functionality and leadership of the new product 
 development teams. European Journal of innovation management, 6(1), 32-
 47.  

Van de Ven, A. H. (1986). Central problems in the management of innovation. 
 Management science, 32(5), 590-607.  

Varey, R. J. (1995). Internal marketing: a review and some interdisciplinary research 
 challenges. International Journal of Service Industry Management, 6(1), 40-
 63.  

Varun, K., & Indu, B. (2015). Internal marketing: A tool for success of Hotel 
 Industry. Advances in Management, 8(4), 1.  



 
 
 

 
 
Mubarak & Aisha 313 
 
 

 
 
 
 
 
 
 

Wang, P., & Rode, J. C. (2010). Transformational leadership and follower creativity: 
 The moderating effects of identification with leader and organizational 
 climate. Human Relations, 63(8), 1105-1128.  

Watson, G. W., & Papamarcos, S. D. (2002). Social capital and organizational 
 commitment. Journal of business and psychology, 16(4), 537-552.  

West, M. A., & Farr, J. L. (1989). Innovation at work: Psychological perspectives. 
 Social behaviour.  

Widianto, S., Abdullah, R., Kautsar, A. P., & Meiyanti, S. (2012). The effect of job 
 embeddedness on work engagement and innovative behavior. Available at 
 SSRN 2180736.  

William Lee, T., Burch, T. C., & Mitchell, T. R. (2014). The story of why we stay: A 
 review of job embeddedness. Annu. Rev. Organ. Psychol. Organ. Behav., 
 1(1), 199-216.  

Wu, C.-H., Parker, S. K., & De Jong, J. P. (2014). Need for cognition as an 
 antecedent of individual innovation behavior. Journal of Management, 40(6), 
 1511-1534. 

Yuan, F., & Woodman, R. W. (2010). Innovative behavior in the workplace: The role 
 of performance and image outcome expectations. Academy of Management 
 Journal, 53(2), 323-342.  

Jin, C. H. (2015). The moderating effect of social capital and cosmopolitanism on 
 marketing capabilities: A comparison of Chinese and Korean 
 companies. Chinese Management Studies, 9(3), 441-466. 

Zhang, X., & Bartol, K. M. (2010). Linking empowering leadership and employee 
 creativity: The influence of psychological empowerment, intrinsic 
 motivation, and creative process engagement. Academy of Management 
 Journal, 53(1), 107-128.  

 


	Theoretical Underpinning
	Hypotheses
	Method
	Population
	Measures of the Study
	Procedure
	Results
	Psychometric Properties of Scale
	Regression Analysis
	Moderation Analysis
	Discussion
	The result shows that when organizational internal marketing (IM) practices are implemented, they positively influence innovative work behavior of the auto parts manufacturing engineering sector of Pakistan. Similarly, the correlation result shows a ...
	When employees are considered as an internal customer, it affects their behavior to exhibit IWB. Studies have shown that for innovation, the employee's innovative work behavior is mandatory who actually bring innovation (De Jong & Den Hartog, 2007). T...
	Theoretical and Practical Implications

