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Abstract: Over the past decade, sustainable tourism has emerged as a strategic issue for hotel 

organisations amid growing environmental, social, and economic pressures. In this context, hotels 

are seeking to integrate sustainability practices not only into resource management, but also into 

their organisational and relational models. Among the internal levers that can be mobilised, internal 

relationship marketing is emerging as a key determinant of sustainable performance, as it aims to 

develop employee engagement, satisfaction, and active participation in organisational initiatives 

(Ahmed et al., 2021; Kim & Lee, 2022). Thus, the question of whether internal relationship 

marketing can be considered an essential element of sustainable tourism is of major scientific 

interest, as it allows us to explore a dimension that has received little attention in the literature, at 

the intersection of human resource management, hotel marketing, and sustainability. 

By introducing three essential relational variables—job satisfaction, organizational trust, and 

organizational commitment—this article aims to better understand the role hlo otoet tet foetf  eht fo

 aaeh po between employees' well-being at work and their performance in terms of productivity 

and innovative behavior. To carry out this work, we used a quantitative study based on a database 

of 258 employees of several hotels in Saudi Arabia. The results show that well-being at work is an 

input variable to the internal relational model. Two central and mediating relational variables are 

job satisfaction and organizational trust. Finally, the internal relational chain has three outputs: the 

employee's commitment to the organization, their willingness to try new things, and their 

productivity. These results confirm and recommend the importance of good management through 

an internal relational approach within a company. 

Keywords: Job Satisfaction; Relationship Marketing; Well-being at work; Organizational 

Commitment; Organizational Trust; Work Performance. 
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1. Introduction 

The growing emphasis on sustainability in the tourism and 

hospitality industries has shifted attention from purely operational 

and environmental concerns toward the human and relational 

dimensions of organizational performance. In the contemporary 

landscape shaped by digital transformation and the increasing 

integration of artificial intelligence (AI), hotels are required not 

only to adopt sustainable marketing practices but also to strengthen 

internal organizational dynamics that support employee well-being 

and long-term productivity. As frontline employees remain central 

to service delivery—even with the rise of automation—

understanding how their well-being influences performance has 

become essential for sustaining service quality in AI-enhanced 

environments. Internal relationship marketing (IRM) has emerged 

as a critical framework for managing the quality of relationships 

within service organizations. By focusing on variables such as job 

satisfaction, organizational trust, and organizational commitment, 

IRM provides mechanisms that enhance employee engagement and 

promote sustainable workplace environments. Recent research in 

hospitality management suggests that these relational variables 

serve as key determinants of employee performance and behavioral 

outcomes, especially in contexts undergoing technological 

transformation. However, there remains a theoretical and empirical 

gap regarding how IRM mediates the link between employee well-

being—an increasingly recognized dimension of sustainable 

human resource management—and individual productivity in 

service-intensive sectors. 

https://isarpublisher.com/journal/isarjebm
http://creativecommons.org/licenses/by-nc/4.0/
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This study situates IRM at the intersection of sustainable tourism 

marketing and AI-driven organizational transformation. As hotels 

integrate AI technologies to optimize operations, personalize 

customer experience, and support managerial decision-making, the 

human factor risks being overshadowed. Yet, sustainable tourism 

principles underscore the need to preserve social sustainability 

through the protection, motivation, and empowerment of 

employees. Investigating the mediating role of IRM variables thus 

provides valuable insight into how organizations can maintain high 

levels of performance while safeguarding employee well-being in 

technologically augmented workplaces. By addressing this gap, the 

study contributes to current debates on sustainable tourism 

marketing by demonstrating that human-centered relational 

strategies remain essential—even, and especially, in an era 

increasingly characterized by automation and intelligent systems. 

This rationale places IRM not merely as a supportive internal 

function but as a strategic mechanism that links sustainability, 

human well-being, and organizational performance in the age of 

artificial intelligence. 

From Gummesson's (1999) perspective, all marketing 

fundamentally operates through relationships within networks. 

When relationship development becomes a strategic priority, self-

organizing networks naturally emerge to support it. This, in turn, 

leads to relationship-based internal marketing, which can become a 

catalyst for cultural change through interactions within the network 

of relationships (Ballantyne et al., 2003). Connections between 

resources, actors, and activities form the foundation of business 

networks. In the context of internal marketing, relationship 

development focuses on learning, renewing knowledge, and 

creating a community of motivated, satisfied, committed, and 

innovative employee participants (Hakansson and Snehota, 1995). 

For this reason, adopting a relational approach to internal 

marketing may be an appropriate strategy (Ballantyne et al., 2003). 

Employees play an important role in driving business outcomes, 

particularly in services, as they act as intermediaries between the 

company and customers (Park and Tran, 2018). Mainardes et al. 

(2019) explore the concept of internal marketing as "an approach 

companies adopt to view their employees as internal customers." 

Through this approach, the main objective is to increase employee 

satisfaction and engagement, thus creating a motivated and 

customer-centric workforce (Kanyurhi and Akonkwa, 2016). 

Internal marketing can foster a sense of belonging within the 

organization and create a solid corporate brand (Papas, 2009). The 

literature has widely accepted that internal marketing plays a 

critical role in shaping an organization's performance in the service 

sector (Mainardes et al., 2019).  

A positive work environment can have a significant impact on an 

employee's attitude and overall understanding of their working life. 

Cropanzano et al. (1997) highlight the importance of individuals' 

perceptions of their social environment at work, noting that these 

perceptions can vary depending on whether the company is self-

interested or responsive to employees' concerns. According to 

procedural justice theories, employees' favorable attitudes toward 

the company increase when they perceive fair and equitable 

treatment (Kilic, 2014). Examining two key concepts is necessary 

to identify the factors that contribute to job satisfaction. Workplace 

well-being and the perception of organizational support are crucial 

factors. Job well-being, as defined by Fung et al. (2015), 

encompasses an employee's dedication to their job. Perceived 

organizational support, according to Courbière et al. (2022), refers 

to an employee's perception of the organization's investment in 

their well-being and the recognition of their contributions. 

Numerous studies have found a significant correlation between 

perceived organizational support and job satisfaction (Kurtessis et 

al., 2017). Management, HR departments, and colleagues perceive 

it as a source of professional and emotional support (Ndayirata et 

al., 2020; Safy-Godineau et al., 2020). Conversely, perceived 

support from colleagues tends to foster constructive professional 

relationships that favor solidarity over competition (Mansour & 

Commeiras, 2015). Perceived organizational support also reflects a 

corporate culture that favors work-life balance, as it assesses the 

extent to which the company values the employee's well-being and 

professional contributions (Thakur & Kumar, 2015). Our problem 

lies within this framework: "What mediating roles do job 

satisfaction, organizational trust, and organizational commitment 

play in the relationship between workplace well-being and 

individual employee performance?" This topic is of both 

theoretical and practical interest, serving as a valuable resource for 

marketers in the business world to design internal relational 

marketing strategies for better results. To this end, we will begin 

with a review of the literature and a presentation of the research 

hypotheses, after which we will present the working methodology 

and the results of our study.  

2. Literature review 

2.1 Job satisfaction 

One of the key questions researchers are trying to answer is what 

factors contribute to employee job satisfaction or dissatisfaction 

(Janssen and Van Yperen, 2004). Therefore, it is crucial to examine 

job satisfaction and its conceptual interactions to provide 

organizations with information that can enhance business 

performance (Meyssonnier and Roger, 2006). Previous studies, like 

Iglesias et al. (2010), have identified many antecedents of 

satisfaction, but some relationships still require further 

investigation (Le Flanchec et al., 2015). Roussel (1996) defines job 

satisfaction as "the degree of convergence between an individual's 

desires and what they receive from the various facets of their 

work." Similarly, Spector (1997) defined it as "the emotional 

outcome of how individuals feel about their work or specific 

aspects of it." Igalens (1999) further solicited the emotional 

response from the evaluation, suggesting that job satisfaction is "a 

positive emotional response stemming from the evaluation of one's 

work or work experiences." This definition emphasizes that job 

satisfaction is not a static concept but rather a dynamic one that can 

change over time. Both the employee's experiences and their 

changing expectations throughout their working life influence it. 

Meyssonnier and Roger (2006) also support this point of view, 

proposing that job satisfaction is "a dynamic concept that evolves 

according to the needs and expectations of the individual." It is the 

result of an evaluation of what the employee expects from their 

work and what they perceive, ultimately translating into an 

emotional state (Alves and Raposo, 2010). When analyzing certain 

studies, it is crucial to distinguish between satisfaction associated 

with an attitude and satisfaction associated with an affective state. 

Affective state refers to the emotions felt in the workplace, such as 

positive or negative moods, attitude; on the other hand, it concerns 

the evaluation of one's work (Weiss, 2002). Job satisfaction 

encompasses the evaluation, as well as the affective and/or 
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cognitive judgement, that an individual makes of his working 

conditions and the nature of his work (Hulin et al., 2003; Yu et al., 

2023). Several researchers have examined the relationship between 

job satisfaction and employee performance. This research yielded 

three conclusions. The first group of researchers, such as Li et al., 

(2005) shows a significant positive correlation between the two 

concepts. Another group, such as Shore and Martin (1989) 

identified a reciprocal relationship between the two concepts. The 

last group, such as Brashear et al. (2003) found no correlation 

between job satisfaction and employee performance. 

 H1: Job satisfaction positively influences the individual worker's 

performance. 

H1.1: Job satisfaction positively influences the worker's 

productivity. 

H1.2: A high level of job satisfaction encourages innovative 

behavior in employees. 

2.2 Well-being at work 

Scientific research on well-being has made significant progress, 

particularly in the field of management and internal marketing. 

However, the concept of well-being at work still lacks a clear, 

universally accepted definition. Even today, it remains vague and 

unstable, leading researchers to use different terms to describe it, 

such as "psychological well-being at work," "emotional well-being 

at work," "subjective well-being at work," or simply "well-being at 

work." Despite these variations, there are three key points on which 

researchers generally agree. The first point emphasizes the distinct 

nature of workplace well-being. This is due to the unique 

characteristics of the workplace and the specific emotions it elicits, 

including positive emotions such as fulfillment and joy, as well as 

negative emotions such as suffering and work-related stress. 

Experts in the field recognize well-being at work as a concept. 

Researchers must comprehend the dual nature of individuals in 

their role as employees (Biétry et al., 2019) and the subsequent 

well-being at work that arises from the employee's cognitive and 

emotional assessment of work experiences and events. Empirical 

research by Biétry and Creusier (2016) supports the second 

perspective, which acknowledges the influence of culture on well-

being. Their work demonstrates that well-being at work manifests 

itself differently in distant cultures, while showing similar patterns 

in countries with closely aligned national cultures. The third aspect 

relates to the multidimensional nature of the concept. Studies in 

positive psychology concur that the complementary perspectives of 

the hedonic and eudemonic approaches can comprehend well-

being, encompassing a positive psychological state (Seligman et 

al., 2005). The hedonic approach sees well-being as the pursuit of 

pleasure, focusing on maximizing positive emotions and 

minimizing negative ones (Kahneman et al., 1999). The eudemonic 

approach concerns the search for meaning in one's work and the 

links forged with other individuals in society (Waterman, 1993). 

Biétry and Creusier (2013) characterize well-being at work as "a 

psychological state resulting from positive interactions with others, 

oneself, time, and the physical work environment." Four distinct 

elements comprise this state. The first two components focus on 

interpersonal relationships at work, confirming Robert's (2007) 

idea that the individual employee needs to be recognized and 

aligned with an eudemonic perspective. These components involve 

evaluating the expectations for relationships with colleagues and 

the perception of management support for career development. The 

third component looks at the various temporal aspects of work 

(such as working hours and maintaining work-life balance), while 

the fourth component looks at the physical conditions of the work 

environment. Biétry and Creusier (2013) specify that these last two 

components reflect a "more hedonic perspective of well-being" 

because they require the feeling of being able to carry out one's 

professional duties effectively. Our research is part of an 

integrative approach to understanding well-being at work. Within 

this framework, it becomes clear that the conditions in which 

individuals work play a crucial role in improving or reducing their 

general sense of well-being. 

 People often confuse the correlation between well-being and job 

satisfaction (Wright and Cropanzano, 2000). However, it is 

important to recognize that there is a causal relationship between 

these two concepts. The concepts of 'well-being' and satisfaction' at 

work are distinct from each other. Another finding was that 

changes in one concept often affected the other. According to the 

dispositional approach (Diener, 1994), individuals have an inherent 

tendency to perceive events in a positive light. This tendency 

influences the way they interact with their environment, including 

their workplace. Therefore, one could argue that well-being 

precedes job satisfaction. Empirical evidence has already 

demonstrated this relationship between well-being and job 

satisfaction (e.g., Brunetto et al., 2012), which is more significant 

than the inverse relationship between job satisfaction and well-

being (Bowling et al., 2010). Cognitive psychology provides a lens 

through which to understand the link between job satisfaction and 

well-being. Well-being, in this context, refers to a general 

disposition that exerts a positive influence on individuals. This 

disposition plays a role in the way individuals gather and interpret 

information. According to Wright and Bonett (2007), employees 

who experience an increased sense of well-being tend to perceive 

situations in a more positive light, as they feel less vulnerable or 

anxious. This positive state of contentment then has the potential to 

extend and impact the overall work environment. Wright et al., 

(2007) suggests that positive well-being can significantly enhance 

job satisfaction. Similarly, Thévenet (2011) argues that 'well-being' 

can also be a significant driver of satisfaction. Employees consider 

their future situation, and this anticipation plays a role in their 

overall sense of anticipated satisfaction. The concept of well-being 

at work centers on striking a balance between the individual's 

contentment and their professional fulfillment (Bowling et al., 

2010), with well-being itself influencing employees' job 

satisfaction (Thévenet, 2010). Numerous employees in extensive 

research have demonstrated that receiving respect not only 

enhances their sense of trust and security but also leads to 

significantly higher levels of job satisfaction (Courbière et al. 

2022). 

H2: The level of well-being at work positively influences the 

employee's job satisfaction. 

H2.1: The work environment positively influences employee job 

satisfaction. 

H2.2: Working time positively influences employee job satisfaction. 

H2.3: Relationships at work positively influence employee job 

satisfaction. 

H2.4: Human resources practices positively influence employee job 

satisfaction. 
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2.3 Organisational trust 

The concept of trust can be defined as "a state of mind which 

consists of recognizing one's vulnerability based on one's beliefs 

about the intentions or actions of another person" (Rousseau et al., 

1998). Therefore, individuals link trust, as a belief, to the 

expectations they develop about the attitudes, intentions, or actions 

of others. Robinson (1996) describes how the employer's perceived 

obligations foster an employee's trust in the context of the 

employer-employee relationship. In turn, this trust generates in the 

employee a sense of responsibility to act in the best interests of the 

organization (norm of reciprocity). This willingness to act for the 

benefit of the organization can manifest itself in various attitudes 

and behaviors, illustrating the employee's positive impact on the 

working relationship (Campoy and Neveu, 2007). The definition of 

trust, as described by Rousseau et al. (1998), characterizes it as “a 

psychological state that involves embracing vulnerability based on 

optimistic assumptions about the intentions and actions of another 

individual." This definition serves as a comprehensive summary of 

the main interpretations of trust employed in the field of 

management. Research by Robinson and Rousseau (1994) has 

established employee trust within the organization over the last 

thirty years. Trust is an essential element of social interaction, 

resulting in a process of sustained and mutually beneficial 

exchange. Previous studies such as those by Mayer and Gaven 

(2005) have demonstrated a positive correlation between trust 

within the organization and attitudes that contribute to employee 

retention, such as organizational. Franck et al. (2004) suggest that 

employee retention will play a crucial role in the success of future 

businesses, particularly given the anticipated shortage of skilled 

people and high-potential employees. Establishing trust within the 

organization can therefore be an asset in fostering a lasting social 

exchange between employees and their respective companies. 

Numerous studies have explored the role of organizational trust in 

the formation of lasting employment relationships. These studies 

have demonstrated that various factors and attitudes, centered 

around the social exchange individuals have with their 

organization, influence organizational trust (Mayer and Gavin, 

2005). As the exchange relationship develops, individuals become 

more aware of the level of attention they receive from their 

organization. The importance of attention in building trust 

increases over time (Guerrero and Herrbach 2009). The 

antecedents of organizational trust, which operationalize the 

concept of attention, include factors such as a satisfactory work 

environment (Dirks and Ferrin 2002), allocated work time (Allen et 

al., 1998), and effective human resource management (Lamsa and 

Pucetaite, 2006). These factors are crucial in retaining employees 

and improving their productivity and performance in the 

workplace. Research into trust within organizations has produced 

consistent results. Research such as Dirks and Skarlicki (2004) has 

established that trust in one's organization plays an important role 

in explaining both organizational commitment and intention to 

leave. Trust within an organization can act as a catalyst to improve 

employee attitudes and behaviors, ultimately leading to improved 

job performance (Campoy and Neveu, 2007; Jaujard, 2016). 

 H3: Job satisfaction positively influences employees' 

organizational trust. 

H4: Well-being at work develops organizational trust. 

H5: Organizational trust has a positive influence on employee 

organizational commitment. 

H6: Organizational trust has a positive influence on employees' 

innovative behavior. 

H7: Organizational trust has a positive influence on employee 

productivity. 

 

2.4 Organisational commitment 

The concept of employees' commitment to their employer, known 

as organizational commitment, has been the subject of research in 

the field of organizational behavior. Organizational commitment is 

therefore "an employee's attitude towards his or her organization, 

which may be continuous, normative, or affective in nature" 

(Djohossou, 2022). Research on organizational commitment has 

shifted toward perceptions of work experience and individual and 

organizational characteristics as they relate to employees' attitudes 

and behaviors in the workplace (Balhadj and Ammary, 2020). This 

research's practical implications demonstrate that the support of 

superiors and colleagues, as well as the effectiveness of human 

resources, directly influence commitment to an organization. 

Establishing an ethical climate that fosters understanding between 

employees and their organization is essential to creating a positive 

and productive work environment. The relationship between job 

satisfaction and organizational commitment has been the subject of 

interest and investigation. Numerous studies have explored the link 

between these two variables, seeking to understand the impact of 

job satisfaction on an individual's commitment to their organization 

(Meyer et al., 2002). The results show that employees with a high 

level of job satisfaction are the most likely to have a high level of 

organizational commitment. Researchers have observed that 

employees who express satisfaction with their work typically 

exhibit lower absenteeism rates compared to their dissatisfied 

counterparts (Kohler and Mathieu, 1993). In addition, employees 

who feel respected in their workplace have higher levels of 

commitment than others (Porath and Erez, 2009). The higher an 

individual's job satisfaction, the less likely they are to want to 

change (Alves and Raposo, 2010). Many studies have shown a 

negative correlation between job satisfaction and the intention to 

leave, such as Hom and Kinicki (2001). The extent to which the 

organization meets employees' expectations for personal growth 

and fulfillment directly influences their level of commitment 

(Alves and Raposo, 2010). Cultivating a positive work 

environment can foster a positive mindset among employees and 

improve their understanding of their career path (Kilic 2014). 

 H8: The degree of employee satisfaction with their work 

positively influences their commitment to the organization. 

H9: A feeling of well-being at work fosters an employee's 

organizational commitment. 

Employees with high levels of organizational commitment tend to 

be more productive and effective and less likely to leave the 

company (Meyer et al., 2002). Some authors, such as Wiener et al. 

(1987), suggest that high levels of organizational commitment lead 

to a greater sense of well-being for individuals. Organizations 

strive to foster organizational commitment among their members, 

as this translates into positive behaviors that enable them to 

achieve economic and social objectives in a high-performance 

environment. According to other research, Meyer and Allen's work 
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(Allen and Meyer, 1990) widely recognizes and reveres the various 

forms of attachment that organizational commitment encompasses. 

These authors contend that individual or situational factors not 

only determine commitment, but also significantly predict various 

indicators of organizational success, including performance 

measures, adoption of organizational citizenship behaviors, and 

attendance at work (Meyer et al., 2002). Furthermore, the current 

instability of working environments is compelling organizations to 

rely on employee innovation. With the aspirations of new 

generations on the labor market, who seek recognition, fulfillment, 

and autonomy in their work, employee initiatives are increasingly 

becoming the primary source of competitive advantage for 

organizations (Verrier and Bourgeois, 2016). Research 

demonstrates that the emotional commitment of employees 

positively impacts their inclination to enhance their performance, 

assist their peers, and embrace innovative practices (Thompson and 

Heron, 2006). Committed employees invest in their organization's 

success and exhibit desired behaviors, including innovative ones, 

to achieve this. 

 H10: Employees' organizational commitment has a positive 

influence on their innovative behavior. 

H11: An employee's organizational commitment has a positive 

influence on his or her level of productivity. 

 

 

 

2.5 Relationship between well-being and employee 

performance 

There is a connection between employees' well-being at work and 

their innovative performance and behavior. Scholars have widely 

studied the correlation between well-being and both innovative 

performance and innovative behavior. Reviewing the literature, it 

becomes clear that most studies focus on a positive correlation 

between well-being and performance (Bryson et al., 2017). 

Conversely, there is a lack of comprehensive literature on the 

reciprocal effects of performance on well-being at work (Leclerc et 

al., 2014). Most research findings suggest that well-being at work 

fosters individual innovation and performance, a factor commonly 

considered (Boivin and Malo, 2019; Odoardi et al., 2019, Koca 

Balli et al., 2021). On the other hand, a growing body of literature 

proposes theoretical models of the effects of innovative individual 

performance on well-being at work, as exemplified by Helzer and 

Kim (2019). Other studies, including those by Leclerc et al. (2014) 

and Nande and Commeiras (2022), have explored the bidirectional 

relationship between well-being at work and innovative individual 

performance. Their findings suggest that a sustained level of well-

being over time leads to improved work performance, while also 

indicating that consistent effectiveness contributes to well-being at 

work. Therefore, we can infer that there is a mutual influence 

between well-being at work and performance. 

 H12: Well-being at work encourages innovative employee 

behavior. 

H13: Well-being at work has a positive influence on employee 

productivity. 

Figure 1: Conceptual framework 

 

 

3. Research Methodology 

To meet our objective, we felt it appropriate to position our 

research within the positivist current by following a hypothetico-

deductive approach. We began by setting out the initial question. 

We then chose a theoretical basis. We then developed the research 

hypotheses deductively. Finally, we will test these hypotheses in 

the field to confirm or refute them. As part of our research, we 

tried to interview all employees of 4- and 5-star hotels in Saudi 

Arabia, located in the cities of Makkah, Jeddah, and Taif, but only 

258 employees agreed to take part in the study. We administered 

the questionnaires face-to-face and sent some via e-mail. We 

counted and checked the questionnaires, eliminated 14 incomplete 

ones, and ultimately retained 244 questionnaires. 

We selected measurement scales from previous research to 

measure our test variables. We invited respondents to assess their 

job satisfaction and organizational satisfaction using a 4-item job 

satisfaction measurement scale, which we borrowed from 

Courbière et al. (2022). The study uses the well-being 

measurement scale that Biétry and Creusier (2013) developed. It 

comprises twelve items and is multi-dimensional. The four 

dimensions encompass the relationships among colleagues, the 

impact of management, the interaction with social time, and the 

physical work environment. Three items comprise each dimension. 
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Organizational trust was measured using a scale adapted from the 

work of Guerrero and Herrbach (2009), while the Bashir et al. 

(2024) scale was used to measure worker productivity. Gamble and 

Huang (2008) used three items to measure organizational 

commitment, while Bunce and West (1995) developed a scale to 

measure the workers' innovative behavior. We used the Likert 

interval scale from 1 to 5, commonly used to measure attitudes 

(Gavard-Perret et al., 2008), for response modalities. Using this 

scale, respondents can express their opinions based on a "degree of 

agreement" with a proposition. For the modeling, we used the 

partial least squares (PLS) method of the SmartPLS 4.0 software 

with a bootstrap procedure of 500 iterations (Chin, 1998; Efron and 

Tibshirani, 1993; Tenenhaus et al., 2005). We chose the PLS 

method for this research due to its ability to avoid multi-normality 

constraints, among other benefits (Tenenhaus et al., 2005). 

4. Results and discussion 

First, we tested reliability using the Dillon-Goldstein Rhô and 

composite reliability, which are less sensitive to the number of 

items and better suited to structural equation methods. For 

convergent validity, the variance shared between each variable (or 

factor in the case of structures of order 2 or higher) is considered; 

hence, the use of the AVE indicator (short for Average Variance 

Extracted) on PLS. 

 

Table 1: Convergent Validity Test 

               Cronbach's alpha Composite reliability (rho_c) Average variance extracted (AVE) 

Commitment 0.898 0.937 0.831 

Environment 0.907 0.941 0.843 

Innovative 0.883 0.919 0.740 

Management 0.900 0.935 0.828 

Productivity 0.911 0.944 0.849 

Relations 0.890 0.931 0.819 

Time 0.806 0.885 0.720 

Trust 0.959 0.965 0.775 

Satisfaction 0.901 0.931 0.771 

 

From Table 1, we can see that all the measures have an AVE 

greater than 0.50 (Hair et al., 2017) and a Rhô or composite 

reliability greater than 0.70 (Fornell and Larcker, 1981; Wetzels et 

al., 2009). Therefore, we can confirm the measurement scales' 

reliability and convergent validity, as well as the high correlation 

between the measurement indicators and the constructs they aim to 

measure. On the other hand, we must ensure that the scales we use 

have a weak relationship with the other constructs, which is why 

we are interested in discriminant validity. We verified this by 

comparing the extracted average variance (AVE) with the squares 

of the correlations between the constructs (Table 2). The AVE 

values exceeded the squares of the correlations between the 

constructs (Fornell-Larcker 1981 criterion), indicating that the used 

scales accurately measured their intended constructs, thereby 

verifying the discriminant validity of the constructs. We also 

checked for multiple collinearities using the collinearity statistics 

test (VIF). The results were satisfactory, with a VIF value of less 

than 5 for all items. A global fit indicator is also available. As 

proposed by Tenenhaus et al. (2004), the GoF (goodness of fit) 

corresponds to the geometric mean of the municipalities and the 

average regression coefficient (Duarte and Raposo, 2010):  

GOF= √𝑐𝑜𝑚𝑚𝑢𝑛𝑎𝑙ⅈ𝑡𝑦̅̅ ̅̅ ̅̅ ̅̅ ̅̅ ̅̅ ̅̅ ̅̅ ̅̅ × 𝑅2̅̅̅̅            

 

Table 2: Discriminant Validity Test 

               Commitment Environment Innovative Management Productivity Relations Time Trust Satisfaction 

Commitment 0.912         

Environment 0.860 0.918        

Innovative 0.704 0.706 0.860       

Management 0.430 0.500 0.407 0.910      

Productivity 0.561 0.608 0.671 0.325 0.921     

Relations 0.607 0.612 0.577 0.319 0.556 0.905    

Time 0.696 0.684 0.689 0.693 0.521 0.556 0.849   

Trust 0.746 0.817 0.709 0.463 0.556 0.500 0.680 0.881  

Satisfaction 0.810 0.853 0.783 0.467 0.667 0.625 0.655 0.791 0.878 
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Both the measurement model and the structural model use this 

indicator to evaluate the overall quality of the model. It relates to 

the predictive performance of the model and varies between 0 and 

1. The higher the GoF value, which is above 0.3 and close to 1, the 

better the model is (Henseler and Sarstedt, 2013). Our study 

yielded a GoF value of 0.708 and a GoF (Bootstrap) value of 

0.712. We note that the GoF values before and after bootstrapping 

are roughly equivalent, indicating the stability of our collection and 

leading us to conclude that the overall model is of satisfactory 

quality.  After verifying convergent and discriminant validity and 

testing the goodness of fit of the overall model, we will move on to 

testing the structural model and verifying our research hypotheses. 

To accept or reject a hypothesis, we will rely on the significant 

relationships provided by PLS, i.e., on the reading of the structural 

links (path coefficients) that are significant at 5%. We will propose 

an interpretation of each of the sub-models before suggesting a 

cross-sectional reading of the results. 

4.1 Studies of direct relationships in the model 

Firstly, the results show that only the environment (physical 

conditions of the workplace, p = 0.000; t = 12.123) and 

relationships within the workplace (p = 0.023; t = 2.275) have a 

positive effect on the level of employee satisfaction. Our study 

indicates that job satisfaction is unaffected by working hours and 

management. This can be explained by the context of the study 

since the working time is already acceptable and accepted by 

employees and does not pose any problem, especially with the 

flexibility of working time, as well as the management style 

adopted by managers (direct hierarchical style), because it is the 

dominant style in Saudi Arabia, and people have become 

accustomed to this style that can be considered even as a 

managerial tradition. So, referring to the work of Biétry and 

Creusier (2013), the two approaches to well-being at work have 

been verified, but only with one dimension for each approach. Our 

study in the Saudi context partially validates Biétry and Creusier's 

(2013) definition of well-being as "a psychological state resulting 

from positive interactions with others, oneself, time, and the 

physical work environment," leading us to conclude that well-

being at work primarily refers to "a psychological state resulting 

from positive interactions with others and the physical work 

environment." 

 

Table 3: Direct Relationship Tests 

Relations  Path Coefficient F² T value P Value Hypothesis test 

Environment -> satisfaction 0,697 0,870 12,123 0,000 Confirmed 

Management -> satisfaction 0,011 0,000 0,163 0,871 Not supported 

Relations -> satisfaction 0,146 0,049 2,275 0,023 Confirmed 

Time -> satisfaction 0,089 0,011 1,123 0,262 Not supported 

Satisfaction -> Commitment 0,587 0,412 7,790 0,000 Confirmed 

Satisfaction -> Innovative 0,510 0,192 4,928 0,000 Confirmed 

Satisfaction -> Productivity 0,582 0,162 5,836 0,000 Confirmed 

Satisfaction -> Trust 0,791 1,668 22,824 0,000 Confirmed 

Trust -> Commitment 0,282 0,095 3,425 0,001 Confirmed 

Trust -> Innovative 0,199 0,038 2,541 0,011 Confirmed 

Trust -> Productivity 0,065 0,003 0,664 0,506 Not supported 

Commitment -> Innovative 0,142 0,018 1,465 0,143 Not supported 

Commitment -> Productivity 0,041 0,001 0,348 0,728 Not supported 

 

Our study confirmed the role of satisfaction in the formation of 

organizational trust (p = 0.000; t = 22.824). In line with the work of 

Michra (1996), satisfaction enables the development of a feeling of 

trust in the organization among workers. Several previous works 

(Meyer et al., 2002 and Megha, 2016) present satisfaction as an 

important antecedent in the internal marketing chain, playing a 

determining role in the formation of the employee's organizational 

commitment (p = 0.000; t = 7.790). Thus, the results suggest that 

individuals who experience higher levels of job satisfaction tend to 

display higher levels of organizational commitment. The results 

also show that the more satisfied employees are, the higher their 

performance will be; employee job satisfaction has a positive effect 

on their productivity (p = 0.000; t = 5.836) and acts positively on 

their innovative behavior (p = 0.000; t = 4.928). The results 

verified the relationship between organizational trust and 

organizational commitment (p = 0.001; t = 3.425), showing that 

employees with a high level of trust in their organization tend to 

commit to a long-term relationship and have less intention of 

leaving (Dirks and Ferrin 2002; Meyer et al. 2002; Dirks and 

Skarlicki 2004). Researchers have found that trust serves as an 

antecedent to an employee's innovative behavior (p = 0.011; t = 

2.514); trust within an organization can act as a catalyst to improve 

employee attitudes and behaviors, ultimately leading to improved 

performance at work (Campoy and Neveu 2007; Jaujard 2016). 
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Table 4: Model Relationship Test Results 

 

Relations  

Path 

Coefficient 

F² T 

value 

P 

Value 

Path 

Coefficient 

T 

value 

P 

Value 

Path 

Coefficient 

T value P 

Value 

Mediation Type of 

mediation 

Direct effects Indirect effects Total effects   

Environment -> satisfaction 0,697 0,870 12,123 0,000 - - - 0,697 12,123 0,000 No  

Management -> satisfaction 0,011 0,000 0,163 0,871 - - - 0,011 0,163 0,871 -  

Relations -> satisfaction 0,146 0,049 2,275 0,023 - - - 0,146 2,275 0,023 No  

Time -> satisfaction 0,089 0,011 1,123 0,262 - - - 0,089 1,123 0,262 -  

Environment -> trust 0,465 0.194 4,630 0,000 0,227 3,157 0,002 0,692 10,983 0,000 Yes Complementary 

Management -> trust -0,056 0.006 0,462 0,644 0,004 0,174 0,862 -0,053 0,429 0,668 -  

Relationships -> trust -0,109 0.024 1,519 0,129 0,049 2,016 0,044 -0,060 0,853 0,394 No  

Time -> trust 0,246 0.075 1,936 0,053 0,030 1,018 0,309 0,277 2,151 0,031 No  

Environment -> commitment 0,554 0.283 5,000 0,000 0,156 2,093 0,036 0,697 9,690 0,000 Yes Complementary 

Management -> commitment -0,134 0.038 1,985 0,047 0,003 0,140 0,888 -0,125 1,790 0,073 No  

Relationships -> commitment 0,040 0.004 0,647 0,518 0,034 1,761 0,078 0,074 1,185 0,236 -  

Time -> commitment 0,244 0.087 2,732 0,006 0,021 0,628 0,530 0,264 2,870 0,004 No  

Environment -> innovative behavior -0,089 0.004 0,589 0,556 0,471 3,640 0,000 0,383 4,817 0,000 No  

Management -> innovative behavior -0,130 0.026 1,686 0,092 -0,006 0,114 0,909 -0,136 1,486 0,137 - - 

Relationships -> innovative behavior 0,069 0.008 0,988 0,323 0,069 1,468 0,142 0,138 2,077 0,038 - - 

Time -> innovative behavior 0,350 0.112 3,880 0,000 0,095 1,432 0,152 0,445 4,427 0,000 No  

Environment -> productivity 0,112 0.004 0,646 0,518 0,245 1,573 0,116 0,357 3,234 0,001 - - 

Management -> productivity -0,067 0.004 0,613 0,540 0,020 0,488 0,626 -0,047 0,466 0,642 - - 

Relationships -> productivity 0,207 0.045 1,840 0,066 0,059 1,356 0,175 0,266 2,751 0,006 - - 

Time -> productivity 0,150 0.013 1,114 0,265 0,013 0,216 0,829 0,163 1,212 0,226 - - 

Satisfaction -> Commitment 0,587 0,412 7,790 0,000 0,223 3,315 0,001 0,810 25,638 0,000 Yes Complementary 
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Satisfaction -> Innovative 0,510 0,192 4,928 0,000 0,273 3,165 0,002 0,783 22,621 0,000 Yes Complementary 

Satisfaction -> Productivity 0,582 0,162 5,836 0,000 0,085 0,895 0,371 0,667 13,444 0,000 No - 

Satisfaction -> Trust 0,791 1,668 22,824 0,000 - - - 0,791 22,824 0,000 - - 

Trust -> Commitment 0,282 0,095 3,425 0,001 - - - 0,282 3,425 0,001 - - 

Trust -> Innovative 0,199 0,038 2,541 0,011 0,040 1,271 0,204 0,239 3,095 0,002 No - 

Trust -> Productivity 0,065 0,003 0,664 0,506 0,012 0,317 0,751 0,077 0,866 0,386 - - 

Commitment -> Innovative 0,142 0,018 1,465 0,143 - - - 0,142 1,465 0,143 - - 

Commitment -> Productivity 0,041 0,001 0,348 0,728 - - - 0,041 0,348 0,728 - - 

 

 

4.2 Study of the mediation effect of variables in the model 

We introduced the Preacher and Hayes (2008) procedure in place of the Sobel test to better 

understand the role of internal relational variables and their potential mediating effects between 

employee well-being at work and job performance in the Saudi tourism sector. These authors 

developed the 'Bootstrap' approach, a two-stage procedure compatible with small sample sizes (Hair 

et al. 2004). Initially, the process occurs without mediation, and subsequently, it incorporates 

mediation. Note that if the direct path is not significant, there is no mediator effect (Wang and Yin, 

2015). If the direct path "c" is significant, then it is possible to include the mediating variable in the 

model and assess the significance of the indirect path (a * b). We use the Variance Account For (VAF: 

Variance Account For) to assess the degree of mediation (Hair et al., 2014). 

To calculate this, use the formula VAF = indirect path / total path = (a * b) / [c + (a * b)]. 

A VAF value above 80% is synonymous with full mediation; a value between 20% and 80% is 

equivalent to partial mediation; and a value below 20% means that there is no mediation. 

The study of the mediation effect of the model's variables, shown in Table 5, shows that satisfaction 

partially mediates the relationship between the work environment and organizational trust and 

between the work environment and organizational commitment. Organizational trust partially 

mediates the relationship between employee job satisfaction and organizational commitment; it also 

partially mediates the relationship between employee job satisfaction and innovative behavior. 

 

Table 5: Study of the Type of Mediation of Variables 

Relations VAF (Variance Account For) Type of mediation 

Environment-> Satisfaction-> Trust 20% < 54% < 80% Complementary 

Environment-> satisfaction-> Commitment  20% < 42.4% < 80% Complementary 

Satisfaction -> Trust-> Commitment 20% < 27.53% < 80% Complementary 

Satisfaction -> Trust-> Innovative Beh. 20% < 23.58% < 80% Complementary 
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According to the presented results, the Saudi tourism sector 

considers the work environment and workplace relations as the 

primary factors that determine employee well-being and positively 

impact job satisfaction. This may be related to the Saudi work 

culture, which is characterized firstly by a directive management 

style (very hierarchical and vertical management), which is the 

most popular and practiced, and secondly by working hours that 

are adapted to the Saudi lifestyle (respect for prayer times, breaks, 

etc.). This flexibility in working hours practiced by Saudi tourist 

establishments has had a direct positive effect on the organizational 

commitment of employees and has enabled them to adopt 

innovative behavior. The higher an employee's job satisfaction, the 

higher his or her productivity. Job satisfaction is not only important 

for improving employee productivity; it also fosters the 

development of organizational trust and commitment among 

employees. The results also showed that the more satisfied 

employees are, the more they adopt innovative behavior that 

contributes to the success of the organization. Well-being at work is 

an input variable in the internal relational chain. Organizational 

trust and commitment are relational dimensions. Innovative 

behavior and productivity are output variables from the internal 

relational chain. Satisfaction, then, is a key factor in the internal 

relational approach. Another important relational variable, which 

according to the results plays a partial mediating role, is 

organizational trust. It partially mediates the relationship between 

job satisfaction and employees' organizational commitment and 

between job satisfaction and employees' innovative behavior. The 

results showed that well-being at work is an input variable to the 

internal relational model. Job satisfaction and organizational trust 

are two central and (partially) mediating relational variables. An 

employee's organizational commitment, innovative behavior, and 

productivity are three output variables. 

5. Conclusion  

Finally, we believe that our research will enhance our 

comprehension of the role internal relational marketing plays in 

promoting well-being at work and individual worker performance, 

as demonstrated by the worker's innovative behavior and 

productivity. The achievement of this objective was the source of 

several contributions of various types, both theoretical, 

methodological, and managerial.  

From a theoretical point of view, this research enabled us firstly to 

confirm the validation of the relational approach both inside the 

company (with employees) and outside (with customers), and 

secondly to gain a better understanding of the role played by 

relational internal marketing in the development of employee 

performance and how well-being at work determines the level of 

job satisfaction, develops employees' organisational confidence and 

conditions their commitment to the organisation. The validation of 

the approach in the Saudi hotel sector (a sector with specific 

characteristics) was important. 

From a methodological point of view, the innovative contribution 

lies in the choice of method used to test the mediating effect of job 

satisfaction, firstly on the relationship between well-being at work 

(physical environment) and organizational relational variables 

(trust and commitment), and secondly to test the mediating effect 

of organizational trust between job satisfaction and the worker's 

organizational commitment and between job satisfaction and the 

worker's performance (innovative behavior). It is simpler and less 

restrictive from a distributional point of view, as we pointed out 

earlier, and it provides precise information on the mediation rate.  

The third type of contribution is managerial; the results have 

enabled us to draw certain managerial recommendations. Faced 

with ever-increasing and ever-developing competition, the 

personnel in the service context have become a determining factor 

in the success of companies. It has therefore become imperative for 

service companies—and, in our study, those operating in the 

tourism sector—to understand and retain their employees, 

especially the best ones. In the Saudi context, and according to the 

results of our study, managers need to focus on improving the 

physical working environment (air conditioning, comfort, material 

support, internet connection, etc.) and establishing positive internal 

relations. As a result of the analysis, working hours and working 

time are key factors in the development of innovative employee 

behavior. You need to be able to reinforce employees' sense of 

well-being to improve their productivity and optimize their 

behavior. Ensuring employee well-being means having a satisfied 

employee who has trust in the organization and is physically and 

morally committed to the organization's objectives.  

According to the results of this research, job satisfaction, while 

conceptual, has concrete and measurable repercussions. Companies 

that attach paramount importance to the well-being and satisfaction 

of their employees always reap significant benefits. Management 

methods require minor adjustments. Trust fosters a sense of 

competence that makes it easier for employees to attribute meaning 

to their work. To illustrate this trust, companies must grant a 

certain amount of autonomy to their employees, for example by 

allowing them to swap time slots, which enables them to better 

manage their schedules. It is also important to regularly consider 

employees' opinions and recommendations without hesitating to 

assign additional tasks to those who demonstrate their potential. To 

encourage company growth, employees must feel recognized for 

their efforts, positive impact, and added value. As a result, they 

have a positive perception of their work experience, which leads to 

greater satisfaction.  

As highlighted in the survey results, maintaining positive 

relationships with colleagues is one of the key determinants of 

employee satisfaction. Maintaining a friendly atmosphere within 

the team is crucial. The current situation in the labor market offers 

a multitude of opportunities for employees. So, employers must 

stand out from the crowd by offering attractive working conditions. 

Although it's not a miracle solution, offering quality working 

conditions plays an essential role in improving employee 

satisfaction. 

However, this work is not without its limitations, which constitute 

potential extensions. First, given that our study population 

consisted of workers in Saudi tourist organizations, it seems 

necessary to continue the investigations and validate these initial 

results with other populations to extend the external validity of 

these findings. It would therefore be desirable to test this model 

with other populations and to carry out a comparative study. 

Secondly, we obtain our results by instantaneously measuring the 

study's independent variables. While this methodological choice 

enables us to highlight a series of relationships, it does not consider 

the dynamic evolution of these variables over time or the changes 

that could affect the relationships we are investigating. To continue 

this work, we could establish a research model that incorporates 
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temporal dynamics, allowing us to measure the phenomena under 

investigation at various stages of their development. Another way 

of extending this research could involve an in-depth analysis of the 

moderating role of the worker's personality, age, and seniority 

while distinguishing their respective influences on the variables in 

the model. 
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