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Abstract

This study aims to investigate the impact of green corporate identity and employees’ green identification on green business performance 
of international automobile manufacturers in Thailand. It involves 400 employees from the target study area, using questionnaires to 
collect data from January to February 2021, with purposive and convenient sampling methods. Data analysis employed structural equation 
modeling (SEM). The results show that green corporate identity has a significant impact on employees’ green personal-social identification 
and green business performance; meanwhile, employees’ green social identification has a significant impact on green business performance. 
However, employees’ green personal identification has a significant impact on green business performance only through employees’ green 
social identification. Green corporate identity can increase the corporate’ green business performance via economic, environmental and 
social aspects through employees’ green personal-social identification. The findings suggest that green corporate communication through 
visual identity, employee behaviors, culture, policy products and services in response to environmental forces and drivers to create the green 
corporate identity is deemed to systematically work. Furthermore, the findings also suggest that employees’ green identification on both 
personal and social levels can be a significant issue that the managers in automobile manufacturers should pay attention as well.
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If they cannot achieve these objectives, businesses 
may not be able to survive and prosper in an era of 
environment-focused markets. A number of other reasons 
are driving business entrepreneurs’ recent approaches to 
green business performance: green business performance 
itself can significantly and positively improve economic 
performance, such as increases in revenues and profits 
(Zampese et al., 2016; Banihashemi et al., 2019); increases 
in market share and sales growth (Leonidou et al., 2017); 
increased organizational competitiveness (Banihashemi 
et al., 2019); environmental performance, such as improving 
an organization’s environmental image (Leonidou et al., 
2017; Rawashdeh, 2018); better environment-friendly 
production and processes (Kafa et al., 2013); social 
performance, such as social satisfaction (Banihashemi 
et al., 2019); social participation and social collaboration 
(Kafa et al., 2013); social relationships (Çankaya & Sezen, 
2019); and social life-quality matters and social services 
(Banihashemi et al., 2019; Fernando et al., 2019). If all 
companies can achieve these aspects of green business 
performance, they can be continuously sustainable in the 
market (Chienwattanasook & Jermsittiparsert, 2019).
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1. Introduction

Achieving green business performance in association 
with economic, environmental and social aspects, has 
become the goal of various companies and industries 
in recent years because they were forced by external 
factors such as industrial involvers, competitive pressure, 
internationalization, technology innovation, governmental 
matters, society, and customers’ changing behaviors relevant 
to environmental concerns (Maditati et al., 2018; Alhamali, 
2019; Chidchob & Pianthong, 2020; Soewarno et al., 2020). 
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For these reasons, it is necessary to identify factors that 
can help bring a step closer and near the green business 
performance. Various researchers used green business 
strategies by employing organizational resources and 
organizational capability as well as green supply chain 
management and quality management to build companies’ 
advantages and green business performance (Fonseca & 
Jabbour, 2012; Yang et al., 2013; de Sousa Jabbour 
et al., 2014). Recent researchers recommend using green 
technology, service innovation, and service innovation 
capability to create competitive advantage and business 
sustainability in long-term objectives by employing 
a resource-based view and a knowledge-based view (Chen 
et al., 2006; Fernando et al., 2019). Moreover, to allow green 
innovation to positively link to environmental performance, 
the green transformational leadership and green human 
resource management should be considered and managed 
(Singh et al., 2020). Similarly, Gardazi et al., (2020) 
additionally advocated that board of directors can have 
a significant relationship with the commitment to achieve 
the environment performance. 

Another important way to increase the green performance 
of an organization is through its green corporate identity, 
which refers to the way the organization attempts to 
communicate its green commitment in the form of corporate 
communications, directly and indirectly, to both internal 
and external stakeholders (Foroudi, 2015; Balmer, 2017). 
Accordingly, the organization’s corporate identity can be 
visualized by all stakeholders by utilizing graphic design, 
color, symbol, logo and typography through possible 
ways such as product, location, vehicle, printing and other 
media channels (Dowling, 1994; Baker & Balmer, 1997; 
Melewar, 2003; Tourky, 2013). Moreover, the organization 
that can respond to external forces and drivers in relation 
to environmental concerns (Maditati et al., 2018; Alhamali, 
2019; Chidchob & Pianthong, 2020), as well as provide 
green products and service quality (Balmer & Stotvig, 
1997; Melewar & Wooldridge, 2001) can be identified as 
green corporate identity. However, to create green corporate 
identity, the organization should motivate employees’ 
environmental behavior related to in-role and extra-role 
working behaviors (Iqbal et al., 2018; Yang et al., 2019) as 
well as create corporate culture and policy to guide them for 
working (Mohamad et al., 2007; Küçükoğlu & Pınar, 2015). 
Consequently, it is believed that green corporate identity can 
create employees’ green personal and social identification 
and finally create the green business performance, which 
can, in turn, result in organizational growth, improvements 
in reputation and international standard acceptance. 

This paper, therefore, aims to study the impact of green 
corporate identity and employees’ identification with the 
green business performance of international automobile 
manufacturers. Automobile manufacturers were selected 

for study because they have a huge impact on a country’s 
economy as well as being at the forefront of national trends 
to be built as the next-generation automotive base oriented 
for environmental concerns, economic development, and 
social improvement. 

2. Literature Review and Hypothesis

2.1. Green Corporate Identity 

Green corporate identity management is based on 
positively communicating an organization’s management-
related environmental concerns to the internal and external 
stakeholders (Balmer, 1995; Alessandri, 2001; Podnar, 2005; 
Balmer, 2017). To identify the greenness of the organization, 
its green corporate communications need to be considered. 
Tourky (2013), Maurya et. al. (2015), Foroudi (2015) and 
Balmer (2017) suggested that businesses directly and 
indirectly communicate with their internal and external 
stakeholders about the environmental concerns, management, 
and protection in order to better the stakeholder relationship 
and understanding toward the distinguished identity of 
the corporate. Visual messaging is another important 
consideration in terms of presenting green corporate identity 
through product, location, vehicle, printing, and other media 
channels to all stakeholders (Dowling, 1994; Baker & 
Balmer, 1997; Melewar, 2003; Tourky, 2013) by means of 
graphic design, color, symbol, logo and typography. 

Additionally, the behavior of employees in the organization 
can also help reflect the environmental management adopted 
by the organization. Employees’ behavior related to green 
concepts is dependent on in-role and extra-role working 
behaviors, presenting corporate’s shared values, culture, 
structure, and strategy related to environmental concerns, 
management, and protection (Chun, 1994; Sukortprommee, 
2013; Norton et al., 2014; Iqbal et al., 2018; Yang et al., 
2019). Literally, Melewar, and Akel (2005), Podnar (2005), 
and Mohamad et al. (2007) argued that patterns of behavior, 
achievement and learning in the corporate by the corporate 
members in the organization can also contribute toward 
green corporate identity. Policies guiding green management 
are necessary in order to facilitate employees’ ability to carry 
out environmental work (Denison & Mishra, 1995; Podnar, 
2005; Küçükoğlu, & Pınar, 2015). 

Furthermore, Balmer (2017) recommended that analysis 
of the business environment can be one of many aspects 
representing green corporate identity. Maditati et al. (2018), 
Alhamali (2019), and Chidchob and Pianthong (2020) 
maintained that external forces concerning the environmental 
issues from industrial involvers, internationalization, 
technology innovation, governmental matters, and society 
require the corporates’ situation confrontation. Moreover, 
relevant research stresses that product and service quality 
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should be an integral part of green corporate identity since this 
displays the match between the customers’ expectations and 
perceptions, maintaining customer satisfaction, experience 
and loyalty through products and services that conserve 
and protect the environment (Gronroos, 1984; Balmer & 
Stotvig, 1997; Melewar & Wooldridge, 2001). This literature 
review finds that green corporate identity comprises 
seven dimensions: green corporate communication, green 
corporate visual identity, green corporate culture, green 
employee behavior, green policy, green forces and drivers, 
and green products and service quality. Linked to employees’ 
identification, the studies by Lassar et al. (1995), Carroll 
and Ahuvia (2006) and Sukortprommee (2013) found that 
employees can perceive the explicit and implicit messages 
given by the corporate and identify themselves in terms of 
personality, values, attitudes, image and practices, as well 
as identify themselves to their society in terms of social 
acceptance, social status and social role. 

After employees’ identification in either individual level 
or social level, employees will then know how to perform 
a particular task to increase the business competitiveness 
(Balmer & Gray,1999) and green business performance 
benefiting organization itself, community and society 
as well as natural environment (Zhu et al., 2008; Green 
et. al., 2012; Kafa et. al, 2013; Ngniatedema & Li, 2014; 
Zampese et al., 2016; Leonidou et. al., 2017; Banihashemi 
et al., 2019; Çankaya & Sezen, 2019; Chienwattanasook & 
Jermsittiparsert, 2019; Alqirem et al., 2020). Based on this 
literature review, it can be concluded that green corporate 
identity is linked to green business performance. Therefore, 
hypotheses can be constructed as follows: 

H1: Green corporate identity has a positive impact on 
employees’ green personal identification. 

H2: Green corporate identity has a positive impact on 
employees’ green social identification. 

H3: Green corporate identity has a positive impact on 
green business performance. 

2.2.  Employees’ Green Personal-Social 
Identification 

The concept of employees’ green identification was 
employed to define the employees’ identification with the 
green corporate and whether they perceived themselves 
as ‘green’ in the way the corporate is attempting to 
achieve. Literally, ‘green employee identification’ refers 
to individuals’ perception that they are a good fit with an 
organization and society, meaning that an individual’s 
personality, values, attitudes, image and practices match 
with the organization in terms of culture, values, practices 
and match with society in terms of social acceptance, social 

status, social role (Lassar et al., 1995; Carroll & Ahuvia, 
2006; Sukortprommee, 2013). 

Two sub-dimensions of employees’ green identification – 
green personal identification and green social identification – 
are included in this research. ‘Green personal identification’ 
refers to whether employees feel a sense of belonging to the 
organization in the way that the organization’s identity and 
management of environmental awareness and protection 
match their personality, attitudes, values, and practices 
(Lassar et al., 1995; Sukortprommee, 2013). 

‘Green social identification’ refers to the employees’ 
expression identifying with the organization’s way of 
considering environmental awareness, protection and 
management influence them, in terms of status, role and 
image, to be matched and accepted by the group of people 
or society intending to conform the management related to 
environmental concerns and protection (Carroll & Ahuvia, 
2006; Sukortprommee, 2013). Abrams and Hogg (1988) 
advocated that individuals would look forward to becoming 
a member of the group when they see something similar 
matching their characteristics, in line with the study by 
Ashforth and Mael (1989). Employees can share similarity in 
the group (Kuenzel & Halliday, 2008; Tafjel, 1981; Turner, 
1975). Meanwhile, Turner (1985) indicated that individuals 
likely viewed themselves as “the interchangeable exemplars 
of a social category” rather than having unique attributes. 

Additionally, social identity is seen as the process that 
changes personal beliefs and attitudes interactively to 
inter-group behavior (Turner et al., 1987). Accordingly, 
through employees’ personal and social identification, 
they will therefore feel that they can become a citizenship 
of the organization and after that they will have more 
commitments and increase their performance to reach the 
organization objectives and finally link to the business 
performance with emphasis on economic, environmental 
and social perspectives. In line with this, it is evidenced by 
Hermawan et al. (2020) who found that the employees with 
organizational citizenship behavior can have positive effect 
on employees’ engagement and employees’ performance, 
which the organization should highly focus on developing 
employees’ organizational citizenship behavior. Therefore, 
it is assumed that employees’ green identification can 
improve both employee performance and, in turn, green 
business performance. Accordingly, the hypotheses can be 
constructed as follows:

H4: Employees’ green personal identification has a 
positive impact on employees’ green social identification. 

H5: Employees’ green personal identification has a 
positive impact on green business performance. 

H6: Employees’ green social identification has a positive 
impact on green business performance. 
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3. Research Methodology

The population in this study was approximately 
50,000 employees working in international automobile 
manufacturers, including Asian and European brand-name 
automobile producers that have international transactions in 
various countries. The samples were calculated by Krejcie 
and Morgan (1970) and a sample of 400 employees was 
chosen for a confidence level of 95%. This 400-sample size 
was suggested as appropriate by Yuan and Bentler (2000) 
as well as Savalei and Bentler (2005) who mentioned that 
there should be at least 400 samples for data analysis via the 
structural equation model (SEM). The data were collected 
through questionnaires via purposive sampling method 
to identify the target samples and followed by convenient 
sampling method to distribute the questionnaires. The 
questionnaire was tested by content validity index values 
and Cronbach’s alpha (Hair, 2006; Polit & Beck, 2006; 
Halek et al., 2017; Rodrigues et al., 2017). For data analysis, 
structural equation modeling (SEM) was employed. The 
model should align with good-fit indices (Tabachnick & 
Fidell, 2007; Hooper et al., 2013). Nevertheless, the 
modification indices were considered when the model did not 
fit (Knekta et al., 2019). Finally, the results were presented in 
tabulated and descriptive forms. 

4. Results

4.1. Study of Respondents’ General Information

The study found that the respondents were mostly male 
(265 persons, accounting for 66.3 percent); aged 21–30 
(187 persons, accounting for 46.8 percent); bachelor’s 
degree graduates (251 persons, accounting for 62.8 percent); 
working in their organization for 1–5 years (127 persons, 
accounting for 31.8 percent); working as operational 
employees (204 persons, accounting for 51.0 percent); 
and working in the production department (191 persons, 
accounting for 47.8 percent). 

4.2.  Study of Green Corporate Identity, 
Employees’ Green Identification,  
and Green Business Performance

Table 1 shows that green corporate communication has 
the highest mean, followed in order by size of mean by green 
corporate policy, green corporate culture, green corporate 
forces and drivers, green corporate products and service, 
green employee behavior and green corporate visual identity. 
Meanwhile, green personal identification yields a higher mean 
value compared to green social identification. In addition, 

Table 1: Study of Green Corporate Identity, Employees’ Green Identification, and Green Business Performance

Items Skewness Kurtosis Mean S.D. Interpretation

Green Corporate Identity

Green Corporate Communication −0.820 0.783 4.328 0.570 Extremely High

Green Corporate Visual Identity −0.642 0.778 4.077 0.713 High

Green Employee Behavior −0.722 1.392 4.122 0.626 High

Green Corporate Culture −0.656 0.626 4.269 0.645 Extremely High

Green Corporate Policy −0.634 0.536 4.284 0.618 Extremely High

Green Corporate Forces and Drivers −0.451 0.052 4.250 0.629 Extremely High

Green Corporate Products and Service −0.533 0.437 4.203 0.643 Extremely High

Employees’ Green Personal-Social Identification

Green Personal Identification −0.875 2.508 4.033 0.663 High

Green Social Identification −0.424 0.187 3.996 0.691 High

Green Business Performance 

Economics Performance −0.366 −0.196 4.154 0.667 High

Environmental Performance −0.653 0.345 4.300 0.612 Extremely High

Social Performance −0.672 0.320 4.290 0.652 Extremely High
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the study also reveals that the skewness values were in good 
number, which they are higher than average. Also, the kurtosis 
values are between −3 and +3, meaning that all data are 
distributed normally and appropriate in using for constructing 
the structure. 

Nevertheless, before employing SEM, the multiple 
correlation of the variables is tested to avoid multi-
collinearity. The results show that the variables had 
a coefficient (r) within the acceptable values (not 
higher than 0.90) as recommended by Tabachnick and 
Fidell (2007).

4.3. Final Model

Sig

Not sig

Green
Business

Performance

Employees’
Green
Personal
Identificatio

CoM

ViS

Beh

Cul

PaS

Pol

FaD

EnP

SP

0.735***

0.133**

0.671***

0.169*

0.618***

EnP

Green
Corporate
Identity

Employees’
Green Social
Identification

-0.018

* refers to 0.05, ** refers to 0.01, *** refers to 0.000

Figure 1: Adjusted Model

Remark: CoM, Green Corporate Communication; ViS, Green 
Corporate Visual Identity; Beh, Green Employee Behavior; Cul, 
Green Corporate Culture; Pol, Green Corporate Policy; FaD, Green 
Corporate Forces and Drivers; PaS, Green Corporate Products 
and Service; EP, Economics Performance; EnP, Environmental 
Performance; SP, Social Performance

4.4. Good-Fit Model Analysis and Modification

In Table 2, the model-fit indices show the values both 
before and after being adjusted according to the acceptability 
of good-fit model. Before adjustment, the model revealed 
only one acceptable index (CFI = 0.902). As a result, there 
should be model adjustment by employing modification 
indices. After model adjustment, the model has improved 
value of each indices, except for p-value, which is lower 
than 0.05. However, this meets Sukortprommee’s (2013) 
recommendation.

4.5.  Summary of Standardized Estimate, Standard 
Error, Critical Value and Hypotheses Result

In Table 3, associated with Figure 1, the results of 
the tested model indicated the summary of standardized 
estimate, standard error and critical value (t). All underlying 

Table 2: Good-Fit Model Analysis and Modification

Good-fit 
Model 
Indices

Before Result Adjusted Result

Cmin/df 6.367 Not Pass 1.419 Passed

Df 164 n/a 111 n/a

p-value 0.000 Not Pass 0.002 Acceptable

GFI 0.778 Not Pass 0.962 Passed

AGFI 0.716 Not Pass 0.929 Passed

SRMR 0.054 Not Pass 0.024 Passed

RMSEA 0.116 Not Pass 0.032 Passed

TLI 0.887 Not Pass 0.991 Passed

CFI 0.902 Passed 0.995 Passed

NFI 0.887 Not Pass 0.983 Passed

variables are in the acceptable range with statistically 
significant levels lower than 0.05 (p-value ranged from 
0.000–0.019). Also, the standard error values are between 
0.046–0.069. In addition, the critical value displays between 
2.338–14.875. Nevertheless, one underlying GPI-GBP 
variable is not accepted since the p-value is higher than 0.05 
(namely 0.812). These values are employed for hypothesis 
investigation.

4.6.  Standardized Total Effect, Standardized 
Direct Effect, and Standardized  
Indirect Effect

In Table 4, associated with Figure 1, the standardized 
effect advocates three aspects:1) the study shows that green 
corporate identity has a standardized total effect on green 
personal identification, employees’ green social identification 
and green business performance with standardized estimates 
of 0.671, 0.626 and 0.711, respectively; 2) green corporate 
identity has a standardized direct effect on green personal 
identification, employees’ green social identification and green 
business performance with standardized estimates of 0.671, 
0.133 and 0.618, respectively; 3) green corporate identity 
has a standardized indirect effect on employees’ green social 
identification and green business performance with standardized 
estimates of 0.493 and 0.093, respectively. For the second 
aspect, the results indicate that employees’ green personal 
identification had a standardized total effect on employees’ 
green social identification and green business performance 
with standardized estimates of 0.735 and 0.106, respectively.  
In addition, employees’ green personal identification has 
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Table 3: Summary of Standardized Estimate, Standard Error and Critical Value

Hypothesis Items Standardized 
Estimate S.E. C.R. P Hypothesis 

Result

H1 GCI → GPI 0.671 0.060 14.095 0.000 Accepted
H2 GCI → GSI 0.133 0.052 3.047 0.002 Accepted
H3 GCI → GBP 0.618 0.069 9.725 0.000 Accepted
H4 GPI → GSI 0.735 0.046 14.875 0.000 Accepted
H5 GPI → GBP −0.018 0.066 −0.238 0.812 Rejected
H6 GSI → GBP 0.169 0.066 2.338 0.019 Accepted

Remark: GCI, Green Corporate Identity; GPI, Employees’ Green Personal Identification; GSI, Employees’ Green Social Identification;  
GBP, Green Business Performance.

standardized direct effect on employees’ green social 
identification with standardized estimates as of 0.735. Lastly, 
green personal identification has standardized indirect effect 
on green business performance with standardized estimates of 
0.124. For the last aspect, the study reveals that employees’ 
green social identification has a standardized total direct 
effect and direct effect on green business performance with 
standardized estimates of 0.169. 

5. Discussion and Recommendations 

5.1. Discussion

Green Corporate Identity has A Positive Impact on 
Employees’ Green Personal Identification, Employees’ 
Green Social Identification and Green Business 
Performance

The study found that green corporate identity has a 
positive impact on employees’ green personal identification, 
employees’ green social identification and green business 
performance. This is because an organization needs to 
communicate with its employees what they are doing with 
the organization recently. An organization communicates 
with its employees in various ways, including internal 
communication indicating what the employees should do 
and should not do. Especially, in terms of environmental 

issues where extra specifications regarding how employees 
are required to perform in the workplace, the organization 
should inform employees explicitly and clearly about the 
green corporate policy guiding an increase in employees’ 
green performance. Notably, Foroudi (2015) and Balmer 
(2017) recommended that corporate should directly and 
indirectly communicate with internal stakeholders about 
the environmental concerns, management, and protection 
in order to improve the relationship and understanding 
toward the distinguished identity of the corporate. 
Indeed, external communication toward organization’s 
stakeholders (customers, suppliers, governors, as well as 
community) can be directly and indirectly communicating 
with employees of the organization because the employees 
need to work in order to respond to the needs of the 
customers and others. This study results align with those 
Melewar and Akel (2005), Podnar (2005), and Mohamad 
et al. (2007), which indicated that employees behave, 
accomplish, and learn the corporate culture through 
their corporate member, vision, shared value, history, 
philosophy, principles, and guidelines in order to 
correspond to external adaptation and internal integration. 
Therefore, when the corporate can be identified as green, 
it can have a positive impact on employees’ green personal 
identification, their green social identification and green 
business performance. 

Table 4: Standardized Effect of Green Corporate Identity, Employees’ Green Identification and Green Business Performance

Item
Total Effect Direct Effect Indirect Effect

GPI GSI GBP GPI GSI GBP GPI GSI GBP

GCI 0.671 0.626 0.711 0.671 0.133 0.618 − 0.493 0.093
GPI − 0.735 0.106 − 0.735 − − − 0.124
GSI − − 0.169 − − 0.169 − − −

Remark: GCI, Green Corporate Identity; GPI, Employees’ Green Personal Identification; GSI, Employees’ Green Social Identification;  
GBP, Green Business Performance.
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Employees’ Green Personal Identification had A Positive 
Impact on Employees’ Green Social Identification, 
but did not have A Positive Impact on Green Business 
Performance

This study indicated that employees’ green personal 
identification had a positive impact on employees’ green 
social identification. This is because when employees 
individually perceived the messages and identity from the 
organization, especially, in terms of green matters, which 
are something quite new and difficult to manage, they 
will look for the group of employees and oversee what 
can be different and similar between themselves and their 
colleagues (Abrams & Hogg, 1988). If there is something 
similar, they will feel more confident and inclined to 
perform the task because they feel that they are accepted as 
well as respected by their co-workers. Researcher suggests 
that whether individuals categorize themselves and identify 
with a certain group and classification sharing a similar 
identity could predict the likelihood of group members 
performing the assigned tasks (Kuenzel & Halliday, 2008; 
Tafjel, 1981; Turner, 1975). Nevertheless, employees’ green 
personal identification does not have a positive impact on 
green business performance. This is because employees 
who identify themselves individually with an organization 
cannot directly increase green business performance. The 
individual perception relates to what the organization is 
doing and attempting to identify cannot be braved enough 
to lead to the employees’ performing for the organizational 
level such as organization market growth, profit increase, 
organizational image as well as community satisfaction. 
In addition, not only just to match employees’ sense of 
self, values, characteristics and personality with their 
organization, the employees need to be from an identical 
social level, corresponding to the study of Ashforth and Mael 
(1989). In additional, social identity is seen as the process 
that changes personal belief and attitude interactively to 
inter-group behavior (Turner et al., 1987). 

Employees’ Green Social Identification has Positive 
Impact on Green Business Performance

The study found that employees’ green social 
identification has a positive impact on green business 
performance. This is because when employees who entered 
and became members of the group can help perform the 
better works. In addition, individual employees accepted 
by the collective group understand about their roles and 
works to match themselves with the organization’s goals, 
policies, and culture. Based on the literature review, green 
social identification additionally refers to the employees’ 
expression identifying the organization in the way of 
considering environmental awareness, protection, and 
management influences, in terms of status, role, and image, 
to be matched and accepted by the group of people or society 

intending to conform the management (Carroll & Ahuvia, 
2006; Sukortprommee, 2013). When employees understand 
their roles at the social level, perceiving that they belong to 
the organization, they will better performance the task, which 
improves organizational performance, in turn (Zhu et al., 
2008; Green et al., 2012; Kafa et al., 2013; Ngniatedema & 
Li, 2014; Zampese et al., 2016; Leonidou et al., 2017; 
Çankaya & Sezen, 2019; Banihashemi et al., 2019). 

5.2. Recommendations 

Multiple international organizations recently aim to 
achieve the green business performance that can improve 
organizational reputation, market growth, and acceptance 
toward domestic and international forces such as governmental 
policy, severe competition from the same industry as well 
as customer requirements. Managers should consider both 
organizational management such as policy settings and work 
guidelines and activities to promote employee behavior. 
Firstly, the organization should create a coherent green 
corporate identity through internal and external green corporate 
communication, clear policy and guidance and a commitment 
to all stakeholders, including employees, in the organization. 
Secondly, the organization should promote employees’ in-role 
and extra-role behavior by creating employees’ mindsets and 
attitudes to perform the tasks and jobs according to described 
assignments as well as the willingness to work beyond their 
job description in order to collaboratively accomplish the 
organization’s goals and mission. In addition, the organization 
should provide some related environmental management 
training in order to increase employees’ green knowledge as 
well as organizational practices, values and standards, guiding 
employees to work productively in the organization. Thirdly, 
the organization should be responsive to green forces and 
drivers including industrial involvers, internationalization, 
technology innovation, governmental and societal matters that 
require the corporate to encounter and concern for corporate 
management. This is because the external forces and drivers 
can positively influence the employees’ green behavior. Lastly, 
the organization should encourage employees to identify 
themselves socially toward the green corporate identity. 
When employees collectively feel the sense of belonging to 
the organization, they tend to become more effective at work. 
Therefore, this study affirms that managing green corporate 
identity and enhancing employees’ green identification 
will strengthen an international organization’s business 
performance economically, socially, and environmentally. 

Since this study employs quantitative research to develop 
the model, future research can utilize a qualitative approach 
or mixed methods to gain more insights. Secondly, this study 
uses the automotive industry as a case study, specifically on 
automotive manufacturing; therefore, the results can have 
the limited generalization to the related fields of industries 
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and productions. As a result, the future research can extend 
to other industry and compare the relevant findings. Since 
the degree of influencing factors associated with employees’ 
green identification on green business performance is quite 
lower than other factors; green corporate identity, employees’ 
green identification, and green business performance. The 
future study can also compare the different degrees of green 
corporate identity with the different degrees of employees’ 
green identification and green business performance in 
order to evaluate the influences of the organization’s 
degree of green corporate identity on the employees’ green 
identification and green business performance. 

6. Conclusion

It can be concluded from this study that the 
green corporate identity in terms of green corporate 
communication, green corporate visual identity, green 
employee behavior, green corporate culture, green corporate 
policy, green corporate forces and drivers, green corporate 
products and service, can influence the green business 
performance regarding economic, environmental and social 
aspects. In addition, the findings indicate that employees’ 
green personal-social identifications acting as the mediated 
role of green corporate identity can result in the higher 
level of green business performance. In order to achieve the 
green business performance, the automotive manufacturers 
can emphasize on creating green corporate identity as well 
as employees’ identification. In consequence, achieving 
green performance can increase the organization’s 
reputation, obtain international standard accreditation, and 
social acceptance. 
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