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Abstract: To reduce the spread of the virus, authorities have imposed restrictive measures, such as
limiting movement of individuals, shutting down non-essential stores, imposing a general or local
quarantine, along with physical distancing and isolation of vulnerable people. Remote working has
become the ‘new normal’ for many organizations, engendering further challenges for employees,
who have started experiencing anxiety, technostress caused by digitalization and lack of social
interaction, frustration, occupational burden, counterproductive work behavior, exhaustion, burnout,
depersonalization, and increased turnover intention. All these factors, corroborated by prolonged
restrictions, have contributed to a decrease in employee satisfaction, diminishing performance
and generating a counterproductive behavior. Based on Social Exchange Theory, this research
plans to investigate the influence of internal marketing on job satisfaction, task performance, and
counterproductive work behavior in the context of the COVID-19 pandemic in an emerging market,
namely Romania. Based on a quantitative research study among 850 employees, we show that
internal marketing strongly and significantly impacts job satisfaction, while insignificantly impacting
task performance and counterproductive work behavior. Job satisfaction actuates task performance
in a significant and positive manner, contributing to a reduction in counterproductive work behaviors.
This paper highlights the effects of internal marketing orientation on job satisfaction, and the effects
of job satisfaction on job performance and counterproductive work behaviors.

Keywords: internal marketing; job satisfaction; job performance; task performance; counterproduc-
tive work behavior; COVID-19

1. Introduction

The COVID-19 global pandemic has become a reality in managing the processes of
organizational health, and in the recent management of human resources [1–3], with direct
implications on employee satisfaction and performance [4], together with the effects and
vast repercussions on employee wellbeing. Managers [5] and authorities [6] are not always
fully aware of these effects. To remain in the market, organizations from various industries
have devoted considerable effort to adapt to the turbulent conditions in their dynamics,
and to identify solutions and proper strategies [6,7].

For well over a year, the new socio-economic context, especially in sanitation [8–11],
has affected the way employees perform their tasks and duties. The spread of the COVID-
19 pandemic [12–14] has demanded decision-making in terms of isolation and physical
distancing of individuals, and employees in particular [15]. The restrictive measures have
imposed a reorganization of internal processes and procedures regarding subsequent
economic activities [16]. If at first employees’ work was suspended for various time peri-
ods [17,18], thereafter, teleworking has become the new reality [1,2,19,20]. In the context of
the COVID-19 pandemic, human resources managers are facing challenges in maintaining
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a proper level of job satisfaction among employees, in coordinating them, and in encour-
aging efficiency in the performance and implementation of assumed tasks [4]. Therefore,
internal marketing assumes a major role in maintaining and increasing employees’ job
satisfaction [21,22], boosting organizational engagement [23,24], and increasing perfor-
mance under unfamiliar conditions in the performance of tasks and duties according to job
descriptions [23].

This paper plans to fill a research gap regarding the extent to which, in the context of
the pandemic, internal marketing may provide a solution to increase employee satisfaction,
to diminish counterproductive work behavior, and to increase task performance within an
organization. Based on the Social Exchange Theory, the authors have implemented a quan-
titative study in an emerging market heavily impacted by the COVID-19 pandemic [13],
identifying the degree to which the internal marketing orientation of organizations influ-
ences job satisfaction, the accomplishment and fulfilment of tasks, and the diminishing of
unproductive work behavior among employees.

The paper is structured as follows: the following section is comprised of a literature
review regarding the approach of internal marketing within organizations and its role
in managing human resources in the context of the COVID-19 pandemic. Within this
framework, the role of employees’ job satisfaction and performance in accomplishing
tasks with regards to organizational health and stability are highlighted. The third section
covers the context and research methodology, the conceptual framework, and analysis
process, followed by the discussion and results in comparison with existing data from the
literature. The final section consists of the theoretical contributions of the paper to the
advancement of Social Exchange Theory, the managerial implications, and the limitations
and research prospects.

2. Literature Review and Conceptual Model Development

The socio-economic crisis engendered by the COVID-19 pandemic has imposed a
change in the operating strategy of all organizations, and a re-thinking of activities per-
formed by employees [1,2,18]: the wearing of masks, constant disinfecting [25], switching
from working in an office to working remotely—namely teleworking, etc. These changes
have led to the use of multiple technologies and digital tools [26] to perform ordinary
tasks: attending and/or organizing meetings through video conferencing, collaborating
with team-mates regarding task fulfillment, preparing reports and/or presentations, using
electronic registers, etc. [27]. Teleworking is not a new phenomenon and has been used
to a certain extent in the past [28]. However, it has now become the preferred means of
work for many organizations, especially in the service industries, for they must abide
by the social distancing norms [20] and have had to reduce employee traffic [2]. This
has been strongly favored by recent developments in digital technologies [29] and virtual
communication [17,30]. Teleworking has been met by employers and employees with
understanding and acceptance, as it is deemed an essential lever for the continuation of or-
ganizational activities in close-to-normal conditions [1,31]. Nonetheless, teleworking poses
great challenges due to the lack of face-to-face social interaction [20,30], stress [3,32], and
employee exhaustion [33], affecting their mental health [33,34]. During the COVID-19 pan-
demic, organizations must maintain an acceptable level of job satisfaction [35], increasing
employee productivity [36]. In this new working environment, it is hence important for hu-
man resource management to adopt procedures and work policies capable of maintaining
employee motivation [37].

The complexities of the phenomena and social implications generated by the COVID-
19 pandemic—namely stress, exhaustion, anxiety, burnout, counterproductive work behav-
iors, along with motivation, performance, health, wellbeing, development, and employee
satisfaction—can be explained with the help of the Social Exchange Theory [38]. Social
exchange is founded on specific conditions, such as interdependence, social relations,
and obligations between parties [39]. One of the Social Exchange Theory assumptions
is that within organizational relationships, the exchange of two parties is based on reci-
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procity [40,41]: when employees feel supported and rewarded, they manifest positive and
proactive attitudes and behaviors regarding their work, thus supporting desirable prac-
tices [42]. Essentially, the employee-employer relationship takes shape and is strengthened
based on these conditions. In an organizational context, employees tend to understand
employee-employer reciprocity, and are prone to manifest positive attitudes and obtain
results for the benefit of the organization when the latter helps and/or supports them [38].
In internal marketing research, Social Exchange Theory shows a theoretical worth in
evaluating the exchange between organization management that offers support through
communication, development and rewards, and employees’ performance [43–47].

Such an organizational endeavor contributes not only to the physical wellbeing and
mental health of employees, but also to a balancing of the climate within the organization.
Under conditions of organizational stress, along with the technostress caused by excessive
use of modern communication technologies, and due to teleworking, employees can
feel support through better internal communication with their employer [42]. Internal
communication as a component of internal marketing [21] has developed a new edge and
an increased importance. Moreover, well-designed, and consistent internal marketing may
contribute hugely to the reversal of the damaging effects engendered by the COVID-19
pandemic [48].

Social changes and behaviors generated by this pandemic are perceived differently by
employees—to some people they seem beneficial, allowing them to spend more time with
their families and to easily manage their household activities [30], but to other people, the
exposure to online communication technology, increased mobile device usage, learning
of new procedures and the necessity of online platforms combined with the lack of social
interactions and limiting of social gatherings has fostered discomfort, generating anxiety,
stress, and exhaustion [1,20,34].

2.1. Internal Marketing

Internal marketing represents the human resource management of an organization,
wherein the employee is considered its internal client [49]. This approach was considered a
possible solution to the delivery of high-quality services by satisfying employee needs in the
1970s [50]. According to this philosophy [51], employees pose as internal clients, whose jobs
are assimilated with the internal products of the organization. These must be comprised
of tasks and duties that satisfy the needs of the internal clients. In this manner, the
organization, along with its internal clients, can achieve their set objectives and strategies.
Thereafter, this concept was developed, experiencing three stages of evolution [52]: the
first one was aimed at employee satisfaction and motivation [51,53]; the second was aimed
towards the consumer (external client), internal marketing becoming a form of integration
of various vital functions enhancing customer relations [54]; whereas the third stage
transformed internal marketing in a mechanism for the implementation of organizational
strategies [55].

Internal marketing has been approached oftentimes in the organizational context [23],
having been analyzed through communication of the organization’s vision, and the de-
velopment and rewarding of employees [56]. Internal communication with employees is
deemed the relational component of internal marketing, bearing a significant influence
on the increase in job satisfaction and organizational engagement [57]. Through internal
marketing, an organization ensures that the promise of a satisfying result for clients can
be met with success [55], fostering positive implications in boosting employee satisfac-
tion [21,22], subsequent organizational engagement [24,57], and in improving performance
of the provided service [58]. Internal marketing orientation on an organizational level has
been studied in all sectors: in the productive sector [59], in the tertiary sector [24,55,58,60],
in public institutions [61], and in nonprofit organizations [29,62,63]. In stressful situations,
especially the technostress engendered by the necessity or mandatory use of technological
devices [64], internal marketing orientation constitutes a mode propitious for increasing
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performance and employee satisfaction, along with the reduction of subsequent negative
results [24,58,60,65].

In internal marketing theory, there are various dimensions to this construct. One of the
largely accepted models of internal marketing is comprised of the following dimensions:
communicating vision, and the development and rewarding of personnel [56,66,67]. From
an internal marketing perspective, communicating vision is defined as how an organization
conveys its purpose, objectives, and strategies to every employee [56,68,69]. Organizations
that constantly communicate their objectives and vision to their employees manage to
mobilize them towards increased performance, boosting their satisfaction owing to the
sense of belonging to a successful organization, along with an increased engagement
towards that organization [69]. Developing personnel is a central element of internal
marketing orientation [56]. It consists of all modes through which an organization facilitates
the professional development of its employees, via training, materials, courses, supervisors,
etc. [29,63,67]. Developing personnel as a dimension of internal marketing significantly
increases job satisfaction and individual performance [70,71]. However, the impact of
internal marketing on counterproductive work behaviors has been studied too little; studies
in human resources show that the development of personnel contributes to a reduction in
counterproductive behaviors [72].

Rewarding personnel depending on the evaluation of performance results is another
important dimension in internal marketing [56,67,70]. This shows the degree of imple-
mentation of certain evaluation systems in terms of performance, and various forms of
results rewards that contribute to the welfare of the organization [52,73]. Those organi-
zations which employ performance evaluation and reward systems record better results
and more highly satisfied employees [71]. When a reward system is unfair, and the social
exchange between an organization and its employees is not equitable, the employees’
wellbeing and health may be negatively affected [74], leading to repercussions in terms of
task management and organizational results.

2.2. Job Satisfaction

Job satisfaction represents a positive attitude [75,76] or favorable emotion of the
employee towards the activity carried out [77], enhancing the working environment and
thus contributing to a favorable atmosphere in the workplace [78]. This attitude reflects a
high degree of employee wellbeing and is often associated with the desire to show more
dedication towards the organization [79]. A satisfied employee will show reduced turnover
intention [80,81], making considerable efforts not only at better integration, but also to
represent the organization with dignity and pride [82]. Job satisfaction is perceived as
a good indicator of employee wellbeing [83] or as a dimension of employee happiness
regarding the workplace [84]. This employee attitude [76] is of paramount importance for
human resource managers who understand that maintaining employees in the long run,
and increasing engagement and performance depends on job satisfaction [79,81,85].

Job satisfaction is a complex construct [80] with multiple facets, valences, and implica-
tions. Satisfaction is assimilated with an employee’s contentment with the organization [86];
it is also an accumulation of work situations shaped by the relationship between the em-
ployee and co-workers, the relationship with supervisors, the working environment [87],
value of work [88], pay grade, the manner in which the work done favors personal health,
work acknowledgement, promotion opportunities, job security, and degree of organiza-
tional concern for the employee’s needs, etc. [81].

In situations that require high resilience to stress [89,90], or where employees are
forced to adapt to changes in activity in their workplace [76], maintaining a high level
of job satisfaction is an unrealistic goal [76]. Therefore, internal marketing is even more
important for positive and sustained job satisfaction [22,24,60]. Organizations that deem
their employees to be internal clients manage to maintain and, over time, increase their
level of satisfaction [24]. When an organization offers sustained support to their employees
in their development [91], by appreciating them, supporting them, and acknowledging
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their merits, they will be significantly more satisfied with their work done [60]. Personnel
satisfaction is directly influenced by psychosocial support in their career and by the quality
of the mentoring, which has direct implications on employee development [92]. There are
close links between job satisfaction and the dimensions of internal marketing—internal
communication of organizational vision, personnel development, and performance-based
rewards [65,91–94]. Therefore, we postulate that:

Hypothesis 1 (H1). Internal marketing influences job satisfaction.

2.3. Individual Job Performance—Task Performance and Counterproductive Work Behavior

Job performance consists of all the completed tasks in a period by the employees of
an organization, and is the total value expected by the organization from the individual
behaviors of their employees [95]. When employees display positive emotions regarding
their organization, they will manifest behaviors of organizational citizenship, identifying
to a certain extent with it and thus increasing their productivity and the desire to complete
their tasks. However, in the case of negative emotions towards the workplace, employees
will display counterproductive behaviors [96].

An employee’s individual performance is touched on from the perspective of three
dimensions, namely task performance, contextual performance, and counterproductive
work behavior [97,98]. This approach has been highly debated in the literature [90,99,100],
studies offering a multidimensional perspective on the way employees perceive their own
performance or display counterproductive behaviors [97,98]. As intriguing as the analysis
of counterproductive work behavior regarding employees’ individual performance may
seem, its consideration is entirely justified because, if performance expresses efficiency,
then counterproductivity expresses the opposite, namely employees’ inefficiency to handle
the tasks and/or the duties, namely the workload. Of course, an employee’s counterpro-
ductivity may be a result of individual shortcomings, such as the lack of certain abilities,
knowledge, or skills. Such behavior may be detrimental to the organization, engendering
damaging effects to its organizational health [95].

Employee’s task fulfillment performance is of paramount importance to human re-
source management within an organization because it is linked to the efficiency of the entire
activity [100]. Fundamentally, it is an accumulation of employee results, such as proper
task planning so that tasks are completed on time, orientation towards result maximization
and effort minimization, prioritization of important tasks over less important ones, and
their efficient completion with minimal time and effort [97,98].

Counterproductive work behavior may be manifested by employees through various
attitudes or actions with a negative impact [95], namely complaining to co-workers or peo-
ple outside the organization about issues encountered, stress, or lack of acknowledgement
in the workplace. Granted, they may exaggerate the difficulty or scale of a given task,
focusing mostly on the negative aspects of tasks, and minimizing the positive ones [98].
Job performance is determined by a multitude of factors, two of which are internal mar-
keting [23,101,102] and employee job satisfaction [24,103]. Internal communication and
employee development through training are two components of internal marketing and
can generate an increase in job satisfaction and employee performance [91]. Therefore, we
consider that:

Hypothesis 2 (H2). Internal marketing influences task performance.

Internal marketing is dealt with in relation to job performance [104] and organiza-
tional performance [102], highlighting its role in creating the necessary premises for the
reduction of counterproductive work behaviors of employees. Internal marketing has
direct implications for the orientation and development of employees so that they are
more likely to contribute to increase in client satisfaction and to enhancing organizational
performance [68]. At the same time, it has been proven that internal marketing has a
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significant impact in diminishing unwanted organizational influences, such as turnover
intention [105]. Therefore, we propose the following hypothesis:

Hypothesis 3 (H3). Internal marketing influences counterproductive work behavior.

Employee job performance constitutes the main vector of organizational efficiency, so
human resource managers should prioritize its enhancement [95]. Job satisfaction consti-
tutes perhaps the main driving force behind the increase in employee performance [90],
thus strongly contributing to the reduction of counterproductive work behavior [106]. An
increase in job satisfaction among employees will motivate them to obtain better results,
to plan their work more thoroughly, and to become more efficient in task fulfillment. At
the same time, they will be more careful when presenting their organization and/or their
superiors to third parties; they are more likely to avoid talking down their own organiza-
tion, or displaying any infamous behaviors [98], while becoming more devoted to their
workload [90].

Job satisfaction plays an essential role in overcoming difficult moments, enhancing
employee resilience in their organizational endeavors, even when subject to various crises,
such as socio-economic, political, etc. disasters [90]. When employees are satisfied with
their jobs, they perform work of a higher quality, thus contributing through advice, coun-
selling, and recommendations to satisfying clients, and implicitly to their own satisfaction
towards the organization and its endeavors [24,103], and become more adept at task ful-
fillment [24,91]. Individual job performance consists of a set of activities which contribute
to the results of an organization. When employee needs concerning development and
training, autonomy and social support are met, they will be more motivated to invest
their physical, mental, and emotional energy in their work, boosting performance [107].
Therefore, we consider that:

Hypothesis 4 (H4). Job satisfaction influences task performance.

Negative behaviors in the workplace have been carefully approached in the literature
due to the significant psychological, social, and economic implications on the working
environment [108]. Previous studies highlight the negative association of job satisfaction
with counterproductive work behaviors [108–111]. If work-related stress generates a coun-
terproductive work behavior, quality relationships between employees and an atmosphere
without tension favors their job satisfaction [112,113]. Among the counterproductive behav-
iors encountered in organizations, such as sabotage, diversion or slowdown in production,
harmful behavior towards other employees, or co-workers’ verbal abuse [110], these are
often the result of unsatisfactory work [114]. Therefore, we propose the hypothesis:

Hypothesis 5 (H5). Job satisfaction influences counterproductive work behavior.

Taking into consideration the positive influence of internal marketing and job satis-
faction on task performance [24,58,60], but also with regards to the reduction of employee
counterproductive work behaviors [111], we propose an analysis of the contribution of
internal marketing on job satisfaction, task performance, and counterproductive work
behaviors in the context of the COVID-19 pandemic in an emerging market (Figure 1).
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Figure 1. The influence of internal marketing on job satisfaction, task performance, and counterpro-
ductive work behavior.

3. Research Methodology
3.1. Research Design and Context

With a view to identifying the extent to which internal marketing influences job satis-
faction, task performance and counterproductive behavior in the context of the sanitation
pandemic generated by COVID-19, the authors resorted to implementing an explorative
quantitative study among employees in Romania. Choosing Romania as the research con-
text was justified because employee performance has been affected by the new pandemic
context. Employees spend more time at work and report lower individual performance
than before the pandemic [115,116]. This research was based on the investigation model,
using self-administered online questionnaires as a tool. The invitation to participate was
disseminated by the authors on different social media platforms (Facebook, LinkedIn, and
Twitter), educational platforms, and directly to various organizations.

The questionnaire was filled out by Romanian residents with an employment contract
valid at the time of response. The data were collected during the state of emergency and
lockdown, over spring-summer of 2020, totaling 850 complete and valid questionnaires
according to literature specifications [117]. Although we collected almost 1000 question-
naires, we dropped from the final sample those with missing data. Sampling was one of
convenience, aiming to maintain sampling according to age and gender in accordance with
the distribution specified in the Statistical Yearbook of Romania [118]. The structure of the
sampling according to the type of employing organizations is presented in Table 1.

The respondents were employees residing in Romania with employment contracts
at foreign private companies (31.64%), privately owned companies (50.47%), and public
institutions (17.88%). The largest number of respondents were from the higher education
sector (74.35%), of which most employees worked in privately owned companies (32.52%).
The research was implemented within organizations with over 500 employees—11.29%
were respondents of foreign private companies, 5.8% worked in privately owned com-
panies, and 2.35% in public institutions—and within medium-sized companies ranging
from 51 to 500 employees—11.64% were respondents of foreign private companies, 10.58%
worked in privately owned companies, and 7.17% in public institutions—and small-sized
companies ranging from 1 to 50 employees—7.6% were respondents in foreign private
companies, 32.33% worked in privately owned companies, and 6.47 were respondents in
public institutions. In Romania, the COVID-19 pandemic generated an emergency state in
March-May 2020, when most public institutions and private companies shifted to telework-
ing: 60.23% of respondents in our study had to do their work through teleworking. During
this time, 26.58% of our respondents reported that their job security was directly affected,
while 19.76% declared they felt job insecurity. Among the respondents, 16.82% declared
that they felt frustrated by having to work remotely, given the COVID-19 pandemic.



Int. J. Environ. Res. Public Health 2021, 18, 3670 8 of 16

Table 1. The structure of the sampling according to the type of employing organizations (n = 850).

Foreign
Private

Companies

Privately
Owned

Companies

Public
Institutions Total

n % n % n % n %

Gender

Male 99 11.64 156 18.35 30 3.52 285 33.52
Female 170 20.00 273 32.11 122 14.35 565 66.47

Age

Ages 18–25 109 12.82 151 17.76 34 4.00 294 34.58
Ages 26–40 110 12.94 151 17.76 43 5.05 304 35.76

Age 41 and over 40 5.88 127 14.94 85 10.00 252 29.64

Level of education

High school 57 6.7 103 12.11 10 1.17 170 20.00
Professional 11 1.2 24 2.8 13 1.52 48 5.64

Higher education 201 23.64 302 35.52 129 15.17 632 74.35

Number of employees in the organization

Between 1–50 65 7.6 275 32.35 55 6.47 395 46.47
Between 51–500 99 11.64 90 10.58 61 7.17 250 29.41

Over 500 105 12.35 64 7.52 36 4.23 205 19.52
Total 269 31.64 429 50.47 152 17.88 850 100

Number of employees affected by COVID-19 in emergency state period

Felt job insecurity 110 12.94 31 3.64 27 3.17 168 19.76
Job security was
directly affected 131 15.41 52 6.11 43 5.05 226 26.58

Full-time teleworking 222 26.11 212 24.94 78 9.17 512 60.23
Felt frustration

regarding teleworking 83 9.76 28 3.29 32 3.76 143 16.82

3.2. Variable Measurement and Data Analysis

The investigated dimensions presented in Figure 1 have been operationalized ac-
cording to literature specifications, the authors using the scale of internal marketing ori-
entation [56], job satisfaction [119], and individual work performance (Individual Work
Performance Questionnaire: IWPQ) for employee task performance and counterproductive
work behavior [98]. For data validity, reliability, and internal consistency, the following
were employed: Cronbach α (>0.7) coefficient, KMO criterion (>0.7), Bartlett test of spheric-
ity, and exploratory factor analysis [120–122]. The data are presented in Table 2. The
obtained values for the Fit indicators are higher than the minimum threshold, which indi-
cates the validity and reliability of data and allows for subsequent data analysis. The results
of the factor analysis show that the considered constructs can be delimitated properly one
from another and that they are stable [123].

Table 2. Results of data validity and reliability regarding collected data.

Construct No. of Items α 1 > 0.7 KMO 2 > 0.7 χ2; df; p 3 Eigen-Value % Variance

Internal marketing 12 0.951 0.957 7750.50; 66; ** 7.428 61.89
Job satisfaction 10 0.878 0.925 3547.14; 45; ** 4.460 44.60

Job performance 5 0.803 0.821 1234.94; 10; ** 2.279 45.58
5 0.815 0.798 1397.33; 10; ** 2.364 47.28

1—Cronbach α coefficient (to verify data reliability); 2—Kaiser-Meyer-Ohlin criterion (exploratory factor analysis) for every dimension;
3—Bartlett test of sphericity (χ2—Chi-square, df: degree of freedom, p: probability; ** p < 0.001).



Int. J. Environ. Res. Public Health 2021, 18, 3670 9 of 16

Thereafter, all the items were included in a single factor analysis [120–122], which
confirmed the stability of each construct [117] (KMO: 0.956 > 0.7, χ2: 18.058,967 ****;
df: 595), the results thus highlighting five factors (Table 3). Internal marketing constitutes
a dimension [56], and 3 items of the scales were removed because they loaded more factors,
which indicates an inconsistency [117].

Table 3. Operationalisation of constructs.

Construct Measurement Loading EV/% of Var.

Internal marketing [56]

. . . teaches employees “why to perform tasks” and not just “how
to perform them”. 0.814 12.986

. . . offers employees not just training, but lifelong learning. 0.811
. . . developing employees’ abilities and know-how is a

continuous process. 0.805 37.10%

. . . communicates efficiently the vision to the employees. 0.796
. . . considers developing employee abilities and know-how an

investment, not an expense. 0.784

. . . prepares employees to perform their tasks correctly. 0.781
. . . stresses the importance of employee communication. 0.780
. . . offers employees a vision in which they can believe. 0.777

. . . employees are trained to perform their duties correctly. 0.772
. . . is flexible in accommodating the various needs of employees. 0.769
. . . considers the needs and desires of the employees regarding the

improvement of the working environment. 0.768

. . . communicates to the employees the importance of their
key-role in task performance. 0.758

Job satisfaction [119]

. . . I feel good at my workplace. 0.753 1.164
. . . I like working for this company.

0.675. . . I feel close to my co-workers.
. . . all my talents and abilities are put to good use at my workplace. 0.642 3.32%

. . . my income is good. 0.617
. . . I get along well with my supervisors/chain of command. 0.537

. . . I believe organizational management is concerned about me. 0.534
. . . I feel safe regarding my workplace. 0.477

. . . I feel close to my co-workers. 0.446
. . . I believe work is good for my physical health. 0.427

. . . I am acknowledged when I perform my work/tasks well. 0.395

Task performance [98]

. . . my task planning has always been good. 0.776 2.539
. . . I plan my work to finish it on time. 0.705

. . . I always manage to separate primary tasks from
secondary ones. 0.690 7.25%

. . . I always think about the results I must obtain. 0.600
. . . I manage to perform my tasks well with minimal time

and effort. 0.589

Counterproductive work
behavior [98]

I often complained to my co-workers regarding unimportant
problems encountered at work. 0.764 1.891

I talked to co-workers about the negative aspects of my work. 0.726 5.40%
I focused on the negative aspects of a work situation, instead of on

the positive aspects. 0.693

Work-related issues seemed more daunting than they were. 0.613
I talked to people from outside the organization about the negative

aspects of my work. 0.609

Notes: EV: Eigenvariance; % of var: percentage of variance; Factors in the order of their extraction. Extraction Method: Principal Axis
Factoring. Rotation Method: Oblimin with Kaiser Normalization; Rotation converged in 9 iterations.

Following the analysis of the exploratory factor analysis, the research model has been
adapted according to the results (Figure 1), and the aggregated data were analyzed with
the help of structural equations modelling done in AMOS [70].
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4. Results and Discussions

During structural equations modelling (SEM), the goodness-of-fit indices exceed the
minimum values of sample adequacy specified in the literature: GFI, AGFI, NFI, CFI,
TLI > 0.8; RMSEA, SRMR ≤ 0.08 [120–122], which allowed for the validation of the model
(Figure 1) and data interpretation (Table 4).

Table 4. The influence of internal marketing on job satisfaction and job performance.

Effects Results

H1: Internal marketing→ Job satisfaction 0.721 **

H2: Internal marketing→Task performance 0.030 n.s.

H3: Internal marketing→ Counterproductive work behavior −0.041 n.s.

H4: Job satisfaction→ Task performance 0.296 **

H5: Job satisfaction→ Counterproductive work behavior −0.275 **

Note: n.s.—not significant; ** p < 0.001; goodness-of-fit indices of the structural model: χ2/df: 4.665; GFI: 0.997;
AGFI: 0.973; NFI: 0.995; CFI: 0.996; TLI: 0.974; SRMR: 0.0208 ≤ 0.08; RMSEA: 0.066 ≤ 0.08.

The results of the SEM analysis of the sample (850 cases) highlights that the dimen-
sions of internal marketing influence job satisfaction directly (0.721 ***) and significantly.
Increasing satisfaction is directly and strongly determined by the internal marketing com-
ponents. Therefore, H1 is validated. This result is corroborated with the literature, which
demonstrates that the orientation of an organization towards meeting the needs of its
employees [49,55] is associated with wellbeing and job satisfaction [22,24,60]. Internal
marketing had no significant impact on the job performance of employees during the
COVID-19 pandemic, which invalidates the H2 hypothesis. The results are rather surpris-
ing, as they contradict previous studies [68], which highlight a significant and positive link
between internal marketing dimensions and job performance. Most likely the COVID-19
pandemic has baffled previous value systems and employee perceptions due to uncertainty
and the return to the office being constantly postponed, teleworking thus becoming ‘the
new normal’.

Internal marketing has no significant influence on counterproductive behavior, which
leads to the rejection of H3. These results are also surprising, for previous studies confirmed
the significant influence of internal marketing [24,58,60,68] at the organizational level [105].
Most likely the research context generated by the COVID-19 pandemic has significantly
changed the perception of respondents. Nevertheless, job satisfaction has a significant
and positive, though less intense impact on task performance (0.296 **), which allows for
the validation of H4. This result confirms previous studies from the literature [90]. Job
satisfaction has a significant and negative impact, though less intense, on counterproductive
work behaviors (−0.275 **), which allows for the validation of H5. This result confirms the
conclusions found in the literature [109–112].

The positive influence of internal marketing on job satisfaction was emphasized within
various types of organizations. In private companies [24,71] and public institutions [124],
internal marketing practices generate an increase in employee satisfaction. For instance,
the implementation of internal marketing led to positive results among 355 employees
within the hospitality industry, thus marking its significant and positive impact on job
satisfaction [5]. Similar results were obtained from research involving Greek hospitals [124].
Especially in the context of the COVID-19 pandemic, the implementation of internal
marketing is considered important for employee management [48] and to provide high-
quality services [125].

The strongest evidence concerning the influence of internal marketing on job perfor-
mance comes from the services sector [23,102]. A study among 617 Chinese employees in
IT highlights the influence of internal marketing on psychological empowerment, a dimen-
sion which determines job performance [101]. By mediating organizational engagement,
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internal marketing influences job performance, an aspect also confirmed by Varshney and
Varshney [90].

While little interest has been shown in the literature on studying the influence of
internal marketing on counterproductive work behaviors, this has assumed a key role
in the context of the COVID-19 pandemic. The reduction of counterproductive work
behaviors and maintaining of a high level of job satisfaction among employees subject to
various changes such as teleworking [2,20], or the introduction of new social distancing
norms [20] can be achieved with the aid of internal marketing. Therefore, job satisfaction
assumes the role of mediator between various precursor variables and counterproductive
work behavior, diminishing its manifestation among employees [109,111,112].

5. Conclusions

In the context of the COVID-19 pandemic, human resource management is subject
to new challenges in maintaining a high level of job satisfaction, task performance, and a
reduction of counterproductive work behaviors. Internal marketing represents the way
an organization may meet the needs of its employees, thus contributing to an increase
in performance, and positively impacting the desired results. At the same time, internal
marketing contributes to the reduction of unwanted behaviors, attitudes, and negative
effects of work. This paper expands the research from internal marketing theory, thus
confirming the strong and significant link between the internal marketing orientation of an
organization and job satisfaction, whilst also showing that internal marketing does not di-
rectly contribute to the reduction of counterproductive work behaviors. Nevertheless, there
is an indirect role of internal marketing in reducing counterproductive work behaviors
by increasing job satisfaction, an attitude which has direct and significant implications for
organizations, in the improvement of task performance, and the reduction of counterpro-
ductive work behavior. This paper contributes to the Social Exchange Theory [126], based
on the premise that employees will foster positive attitudes towards the organization and
engage with its endeavors provided they feel supported by it. Therefore, the influence of
internal marketing on job satisfaction confirms the advantageous social exchange for both
parties—job satisfaction has positive implications on task performance and is a determinant
in the reduction of counterproductive work behaviors.

The managerial contributions of this paper consist in pointing out the importance of
internal marketing in enhancing job satisfaction within an organization in the context of
the COVID-19 pandemic. This crisis has come with changes in the way employees perform
their activities, which have been met with resistance and a degree of concern from many
employees. Maintaining job satisfaction at a high level is directly and strongly determined
by the manner in which an organization communicates its vision, employee development
endeavors through training, and the promotion of reward systems based on measuring
employee performance. Therefore, the policy of human resources requires an approach
through which employees’ needs are a central objective in maintaining a high level of job
satisfaction. The obtained results reflect that internal marketing has no direct influence on
the reduction of counterproductive work behaviors, but by boosting job satisfaction, there is
a significant reduction in counterproductive work behaviors. The dimension of rewarding
performance highlights—according to the results—a negative impact, though less intense,
on job performance in the context of the COVID-19 pandemic. Increasing satisfaction
comes with a desired effect of encouraging individual job performance, achieved through
proper planning of tasks, their successful fulfillment, orientation towards results, and
proper prioritization.

Research limitations envisage internal marketing analysis in the context of the COVID-
19 pandemic only through the lens of organizational results. The context of the COVID-19
pandemic has imposed major changes in the way employees perform their work, such as
massive implementation of teleworking, even by organizations and institutions that have
never previously employed such a practice. We did not analyze the impact of COVID 19
on work behavior. This would be another research context and the topic of another paper.
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Digitalization forced by the necessity of physical distancing, the stress concerning infection,
technostress, and other factors have contributed to the diminishing of employee comfort.
In the future, studies will have to take into consideration the impact of teleworking on em-
ployee task performance, their work engagement and/or the decrease in turnover intention
or employee intention to quit. At the same time, future studies might take into consider-
ation the effects of stress generated by teleworking and digitalization. Human resource
management is subject to new challenges for which pertinent and proper solutions must
be implemented so that there is an increase in employee job satisfaction and a decrease in
counterproductive work behaviors. Future research might consider applying a hierarchical
linear modelling for such a research question, which would require collecting a new set of
data. In a future study, organizational variables, and personal variables, for example, orga-
nizational commitment and a psychological variable, could be included as intermediary or
regulating variables, and corresponding control variables could be incorporated to exclude
relevant influencing factors to obtain more representative conclusions.

Author Contributions: Conceptualization, M.-S.N. and D.-C.D.; methodology, M.-S.N.; software,
M.-S.N.; validation, M.-S.N.; formal analysis, M.-S.N.; investigation, D.-C.D.; resources, M.-S.N. and
D.-C.D.; data curation, D.-C.D.; writing—original draft preparation, M.-S.N.; writing—review and
editing, D.-C.D.; visualization, D.-C.D.; supervision, D.-C.D.; funding acquisition, M.-S.N. All authors
have read and agreed to the published version of the manuscript.

Funding: This work was possible with the financial support of the Operational Program Human
Capital 2014–2020, under the project number POCU 123793 entitled “Researcher, future entrepreneur—
New Generation”.

Institutional Review Board Statement: Not applicable.

Informed Consent Statement: Not applicable.

Data Availability Statement: The data presented in this study are available on request from the
corresponding author. The data are not publicly available due the fact that they were obtained
within the project POCU 123793 entitled “Researcher, future entrepreneur—New Generation of the
Operational Program Human Capital 2014–2020.

Conflicts of Interest: The authors declare no conflict of interest.

References
1. Baert, S.; Lippens, L.; Moens, E.; Weytjens, J.; Sterkens, P. The COVID-19 Crisis and Telework: A Research Survey on Experiences,

Expectations and Hopes. Iza Discuss. Pap. 2020, 13229. Available online: https://ssrn.com/abstract=3596696 (accessed on
2 February 2021).

2. Belzunegui-Eraso, A.; Erro-Garcés, A. Teleworking in the Context of the COVID-19 Crisis. Sustainability 2020, 12, 3662. [CrossRef]
3. Putro, S.S.; Riyanto, S. How Asian Sandwich Generation Managing Stress in Telecommuting during COVID-19 Pandemic. Int. J.

Sci. Res. Eng. Dev. 2020, 3, 485–492.
4. Bartsch, S.; Weber, E.; Büttgen, M.; Huber, A. Leadership matters in crisis-induced digital transformation: How to lead service

employees effectively during the COVID-19 pandemic. J. Serv. Manag. 2020. ahead-of-print. [CrossRef]
5. Blake, H.; Yildirim, M.; Wood, B.; Knowles, S.; Mancini, H.; Coyne, E.; Cooper, J. COVID-Well: Evaluation of the Implementation

of Supported Wellbeing Centres for Hospital Employees during the COVID-19 Pandemic. Int. J. Environ. Res. Public Health 2020,
17, 9401. [CrossRef] [PubMed]

6. Dube, K.; Nhamo, G.; Chikodzi, D. COVID-19 pandemic and prospects for recovery of the global aviation industry. J. Air Transp.
Manag. 2021, 92, 102022. [CrossRef]

7. Breier, M.; Kallmuenzer, A.; Clauss, T.; Gast, J.; Kraus, J.; Tiberius, V. The role of business model innovation in the hospitality
industry during the COVID-19 crisis. Int. J. Hosp. Manag. 2021, 92, 102723. [CrossRef]

8. Brown, K. Depressive Symptoms, Extreme Anxiety, and Burnout Syndrome among Medical Personnel Providing Care to
COVID-19 Patients. Psychosociol. Issues Hum. Resour. Manag. 2020, 8, 7–16. [CrossRef]

9. Clark, A. Can Internet of Medical Things Improve Capabilities for COVID-19 Treatment and Reduce Transmission of the Disease?
Am. J. Med. Res. 2020, 7, 57–63. [CrossRef]

10. Coleman, R. COVID-19 Gender-based Health Worries, Depressive Symptoms, and Extreme Anxiety. J. Res. Gend. Stud. 2020, 10,
106–116. [CrossRef]

11. Crawford, S. Gender-related Irritability, Confusion, Anger, and Frustration Associated with COVID-19 Infection and Mortality.
J. Res. Gend. Stud. 2020, 10, 138–147. [CrossRef]

https://ssrn.com/abstract=3596696
http://doi.org/10.3390/su12093662
http://doi.org/10.1108/JOSM-05-2020-0160
http://doi.org/10.3390/ijerph17249401
http://www.ncbi.nlm.nih.gov/pubmed/33333913
http://doi.org/10.1016/j.jairtraman.2021.102022
http://doi.org/10.1016/j.ijhm.2020.102723
http://doi.org/10.22381/PIHRM8220201
http://doi.org/10.22381/AJMR7220208
http://doi.org/10.22381/JRGS10220206
http://doi.org/10.22381/JRGS10220209


Int. J. Environ. Res. Public Health 2021, 18, 3670 13 of 16

12. OECD. New OECD Outlook on the Global Economy. 2021. Available online: https://www.oecd.org/coronavirus/en (accessed
on 2 February 2021).

13. WHO. Coronavirus (COVID-19). 2021. Available online: https://covid19.who.int (accessed on 2 February 2021).
14. Google COVID-19. Coronavirus COVID-19 Cases Daily Updates. 2021. Available online: https://news.google.com/covid19/

map?hl=en-US&gl=US&ceid=US:en (accessed on 2 February 2021).
15. Nemt,eanu, M.S.; Dabija, D.C. Best Practices of Nongovernmental Organisations in Combatting COVID-19. In Proceedings of the

6th BASIQ International Conference on New Trends in Sustainable Business and Consumption, Messina, Italy, 4–6 June 2020;
Pamfilie, R., Dinu, V., Tăchiciu, L., Ples, ea, D., Vasiliu, C., Eds.; ASE: Bucharest, Romania, 2020; pp. 626–633.

16. Fernandes, N. Economic Effects of Coronavirus Outbreak (COVID-19) on the World Economy. 2020. Available online: https:
//ssrn.com/abstract=3557504 (accessed on 12 February 2021). [CrossRef]

17. ILO. ILO Monitor: Covid-19 World Work, 5th ed. 2020. Available online: https://www.ilo.org/wcmsp5/groups/public/
@dgreports/@dcomm/documents/briefingnote/wcms_749399.pdf (accessed on 10 August 2020).

18. Thomas, H.; Noam, A.; Beatriz, K.; Anna, P.; Toby, P.; Samuel, W. Variation in Government Responses to COVID-19. Version 6.0.
Blavatnik Sch. Gov. Work. Pap. 2020. Available online: www.bsg.ox.ac.uk/covidtracker (accessed on 2 March 2021).
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