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Abstract

Organizational identification has been identified as an important construct in behavioral research. It has been viewed
from different perspectives such as marketing, organizational behavior, human resource management, and psychol-
ogy. This study is conducted in organizational behavior context among the employees of tourism industry in Sikkim
and gave some important contribution which can be useful to researchers and practitioners. With the application of
social identity theory, the study investigated the antecedent and consequences of organizational identification. To
test the research model, self-reports of 246 respondents are used and for analyzing data explorative factor analysis,
confirmatory factor analysis and structural equation modeling were applied. Findings of the study suggested that
perceived organizational support emerged as an antecedent of organizational identification, whereas job satisfaction
and knowledge sharing behavior emerged as consequences of organizational identification.

Introduction

Over the last decades, in comparison with other psycho-
logical variables such as job satisfaction, ability and work
motivation, organizational identification (OI) has gar-
nered little attention from organizational psychologist.
Although the first model of OI was proposed way back by
March and Simon [28], there were limited studies which
were published in this area in the following 20 years. In
1970s, Porter identified identification as a component
of attitudinal organizational commitment. Since then,
scholars have used the terms OI and affective organiza-
tional commitment interchangeably.

In the era of 1980s, researchers re-discovered Ol as a
unique construct in organizational behavior, communica-
tion and social psychology. The relevance of these social
theories to organizational behavior context has been out-
lined by Ashforth and Mael [3]. The number of theoretical
and empirical analyses focusing on organizational iden-
tification has increased significantly. In communication
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research, Cheney [7] investigated the relation of OI to
control, communication and socialization.

A prestigious organization gives the opportunity to
individuals to identify with them. Being associated with
that organization can develop pride in members and lead
to OI among them. Research demonstrates that indi-
vidual factors are also important in increasing identifica-
tion. Individual factors include tenure [34], collectivism
[15], biodata [25], need for affiliation [49], and gender
[23]. There are three broad areas of organizational iden-
tification outputs from the perspective of social identity
theory [3]. Employees build their identities by aligning
themselves with the organization. Secondly, outputs such
as altruism, cohesion, positive evaluations and coopera-
tion are affected by organizational identification. Lastly,
as OI becomes stronger in members the practices and
values make an organization distinct.

There are numerous outputs of organizational iden-
tification which have been identified including job
satisfaction, in-role and extra-role behavior [34], finan-
cial contribution [27], turnover and intent to turnover
[45], compliance with organizational norms [43], hours
worked [31] intrinsic motivation and task performance
[46], coordination and decision making [7], alienation,
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performance effectiveness and task involvement [11]
defending the organization [10].

There exists a numerous supported relationships with
organizational identification, but some important aspects
have remained unanswered. However, recent research
has looked at the relationship of OI with knowledge shar-
ing behavior (KSB) [14], perceived organizational sup-
port (POS) [13] and job satisfaction [9]. To the best of
researcher’s knowledge, there is no such study where all
these constructs have been included and tested empiri-
cally. We have developed a new model and tested on the
employees of tourism industry in Sikkim.

Literature review

Organizational identification

It is defined as “the perception of belongingness or one-
ness to an organization, where individual defines him
or herself in terms of an organization in which he or she
is a member” [27]. Individuals who have strong OI see
the success and failure of the organization in their own
image and develop the feeling of belongingness with the
organization. If organization is insulted, individuals take
it personally and feel as if they were insulted. The distinc-
tiveness of an organization’s practices and values makes
organizations unique which in turn lead an individual to
identify with the organization. This was tested by [27]
among the alumni of college. They found that the distinc-
tiveness enhanced identification with the organization.
Thus, a person who works for organizations which is dis-
tinct in some manner from comparable organizations is
more likely to identify with their organizations.

Perceived organizational support

POS is the belief of individuals that employer is con-
cerned about their well-being and values their contri-
butions [12]. It provides some important information
to employees regarding their relationship with the
employer. A person who feels that he or she is integrated
with other members of the organization is likely to pre-
sume that others view him or her as member of organiza-
tion and therefore may more likely to view him or her as
members of organization. Thus, perceived organizational
support is important factor in reinforcing organizational
outputs. POS was positively associated with related out-
puts including reward expectancies [12], affective organi-
zational commitment [37], measures of job performance
[12], influence techniques designed by employees to
make manager aware of their achievement [38] and valu-
able inputs to employees [12], help coworkers [48]. POS
was disassociated with negative outputs such as turnover
intention [16] and absenteeism [12].
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Job satisfaction (JS)

Since long time it has been identified as a critical con-
struct in the study of organizational behavior. Since 1930
many attempts have been made by scholars to study it.
Spector [39] defined Job satisfaction as “an attitudinal
variable that reflects how people feel about their jobs
overall as well as about various aspects of them” Locke
[22] defined it as “a pleasurable or positive emotional
state resulting from the appraisal of one’s job or job expe-
riences” Although job satisfaction is multi-dimensional
construct, its definitions are concerned only with affec-
tive component [5]. Job satisfaction is associated with
huge number of important constructs, including lateness
[8] and job characteristics [47] AND well-being [35].

Knowledge sharing behavior

Knowledge sharing behavior refers to “behavior by which
an individual voluntarily provides other social actors
(both within and outside the organization) with access to
his or her unique knowledge and experiences” [18]. There
are two facets of KSB. They are

+ Knowledge sharing is voluntary.

+ Knowledge sharing takes place between people and is
different from knowledge transfer which takes place
between organizational entities.

KSB is categorized into four groups namely:

+ Types of knowledge.

+ Opportunity to share.

« Culture of the work environment.
« Motivation to share.

With respect to type of knowledge, explicit knowledge
is easily transferable than tacit knowledge. Informa-
tion and communications technology are used to share
knowledge. Researchers reported that dimensions of
culture such as organizational justice, communication
and climate influence KSB. Factors such as self-efficacy,
helping others, enjoyment motivates to share knowl-
edge. There are numerous empirical studies which have
identified the relationship of KSB with other constructs
including OI [14], organizational commitment [30],
organizational citizenship behavior [29].

Hypotheses development

POS and Ol

If employees perceive that employer cares about their
well-being and values their contributions, then employ-
ees perceive high levels of support from employer. If
employees perceive high levels of POS, then they tend
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to perceive that they are being respected, included and
valued by employer, leading to high level of self-enhance-
ment among them [24]. Employees who perceive self-
enhancement are more instigated to identify with their
organization. According to Organizational support and
Social exchange theories, employees who perceive high
level of support in the workplace are inclined to pay back
to the organization. If employees perceive exchange rela-
tionship with the organization, then they strongly iden-
tify with the organization. Prior research has found that
POS is an important contributor to organizational identi-
fication. POS affects the level of attachment to the organ-
ization [12]. Therefore, we anticipate that

H1 POS influences organizational identification.

Organizational identification and knowledge sharing
behavior

The primary question in recent years is how organiza-
tion achieves and sustains competitive advantage. In
this regard, knowledge sharing is an important source of
competitive advantage for the organization [20]. Some
employees have fear of losing power, so they are reluc-
tant to share knowledge in the workplace. Organiza-
tional identification induces knowledge sharing behavior
among members by creating perceptions of belonging-
ness and oneness to an organization. Organizational
identification enhances pro-social behavior among mem-
bers in the workplace by building a sense of a common
fate and enhances cooperation among the members in
the workplace. Members’ consideration of mutual coop-
eration and benefit to the organization encourages them
to share knowledge in the workplace [14]. Thus, we antic-
ipate that employees who have strong identification with
their organization intend to share knowledge with their
members in the workplace.

H2 Organizational identification influences knowledge
sharing behavior.

Organizational identification influences job satisfaction

Employees who identify with the organization are likely
to attach with their organization. These employees dem-
onstrate supportive behavior in the workplace [36]. They
define their responsibilities and engage themselves in the
activities which benefit the organization. Prior research
has demonstrated that identification improves com-
mitment, motivation and job satisfaction and reduces
conflict and turnover [33, 45]. Identification prevents
employees from being disoriented and enhances job
satisfaction [6]. Job satisfaction is driven affectively and
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cognitively driven. Thus, affective and cognitive dimen-
sions of identification are associated with job satisfac-
tion. Strong identification enhances job satisfaction [26].
Thus, we anticipate that employees who have strong
identification with their organization perceive higher job
satisfaction.

H3 Organizational identification
satisfaction.

influences job

Conceptual framework
The social identity theory (SIT) proposed by Tajfel [40] is
applicable to see the mediating effect of OI in two aspects

« First, in the relationship of POS and job satisfaction.
+ Secondly, in the relationship of POS and knowledge
sharing behavior.

The theory deals with relationship among groups and
enables groups to make comparisons. As per the defi-
nition, social identity is self-concept that comes from
membership and knowledge of groups together with the
emotional attachment and value. It suggests that indi-
viduals classify themselves into specific groups through
social comparisons to create distinctiveness [41]. It
assumes that POS have a directly influences OL. Individu-
als strive to attain or sustain a positive social identity [1],
which can be derived by becoming a member in classify-
ing groups [3]. Membership in organizations is one of the
important components among these classifying groups
[19]. Researcher, e.g., Tyler [42] hinted that individuals
use the social standing of their employer to assess their
self-worth. They prefer to identify with firms which are
prestigious and develop the self-worth and fulfill need
for self-enhancement of their employees [41]. OI thus
derives from the prestige and image of the organization
[44]. Employees’ assessment of the degree of respect with
which the firms treats them influences identification [44].

In this context, POS may create positive distinctiveness
among group members as it is associated with reputation
of organization [4]. Firms must ensure the well-being of
their employees. This well-being includes:

+ Organizational justice.

« Career growth.

« Safety.

+ Job security.

+ Union relations.

+ Family—friendly relations.

If employees perceive that they are being supported by
their employer in all spheres of their life, then image of
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Job
Satisfaction

firms get enhanced in the mindset of employees which
increases the willingness of these employees to iden-
tify with their firms and display work related outcome.
Hence, POS can enhance individuals OI, which in turn
affects their job satisfaction and KSB. Based on this anal-
ysis, a conceptual framework (see Fig. 1) and two mediat-
ing hypotheses are framed:

Fig. 1 Proposed conceptual framework

+ HA4 OI mediates the relationship between POS and
job satisfaction.

« H5 OI mediates the relationship between POS and
KSB.

Methods

To test the conceptual framework, a survey was con-
ducted in the month of January to March 2017. Indus-
tries which come under tourism located in Sikkim were
chosen for the study. The researcher sought permission
from the in charge of the office and questionnaires were
distributed to the employees. To reduce biasness, the
employees were informed that their responses would
remain confidential and used only for academic purpose.
A total of 246 samples were collected by using conveni-
ence sampling. All the questionnaires were filled up prop-
erly by respondents and gave a response rate of 100%.
There were no missing values. The researcher used exist-
ing scale in the study. For example, instruments for POS
were adapted from Eisenberger, [12], OI from Mael and
Ashforth [27], job satisfaction from Agho et al. [2] and
KSB from Lin [21]. The researchers pretested the instru-
ment, and used five point Likert scales (1="strongly
disagree” to 5="strongly agree”). Since the Cronbach’s
alpha of two items of POS were less than cutoff crite-
rion, i.e., 0.7 [17], hence deleted for further analysis. The
proportion of male and female was 56.5% and 43.5%,
respectively. A majority of the respondents (41.5%) were
graduates, followed by diploma holders (40.7), post grad-
uates (15.9) and Ph.D. which was just 2%. In terms of age,
41.1% were aged 20-29, 50.4% were aged 30-39, 6.1%
were aged 40—49 and 2.4% were above 50 years. In terms
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of experience 40.7% had 0-5 years, 33.3% had 5-10,
15.4% had 10-15 and 11 had more than 15 years.

Data analysis

Descriptive statistics

Table 1 displays means, standard deviation and correla-
tions among constructs. The mean of OI is 4.26 which is
the highest among all constructs and indicates high level
of OI among employees of tourism industry in Sikkim.
The means of other constructs ranges from 3.65 to 4.02.
The correlations among the construct are significant at
(p<0.01). POS is positively associated with OI, Ol is pos-
itively associated with job satisfaction and KSB. The high-
est correlation is found between POS and job satisfaction.

Common method variance (CMV)

CMYV leads to measurement error [32]. CMV can either
deflate or inflate relationships among constructs, thus
leads to measurement error, ie., Type 1 and Type IL
There are two approaches to check CMB, Harman’s one
factor and common latent factor. In Harman’s one fac-
tor approach all items measuring constructs are loaded
into one factor and run the EFA. If total variance for one
factor is more than 50% then it poses a threat of CMV
[17]. EFA with unrotated principal components analysis
was run where all the variables were entered and con-
strained the number of factors to one. The single fac-
tor revealed 29.19%. In common latent factor approach
all the constructs are combined into one factor and run
the CFA. If the measurement model displays satisfac-
tory model it poses a threat of CMV [17]. CFA single-
factor model did not display the satisfactory model
[%*/df=2270.860/245=9.269, CFI (Comparative fit
index) =0.523, TLI (Tucker Lewis index) =462, RMSEA
(root square mean) =0.18]. Hence, it is confirmed by the-
ses approaches that it doesn’t pose a threat of common
method bias.

Exploratory factor analysis (EFA)

EFA was performed to see the uni-dimensionality of the
constructs and drop the instruments having low factor
loading. EFA with unrotated PCA was run where all the

Table 1 Correlations, mean and standard deviation

POS ol Job satisfaction KSB
POS 1
Ol 0.214%* 1
Job satisfaction 0469%*  0.373** 1
KSB 0.180** 0403** 0.363** 1
Mean 3.65 4.26 3.71 4.02
Standard deviation 0.59 057 0.64 052

**Correlation is significant at the 0.01 level (2-tailed)
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variables were entered and constrain the number of fac-
tors to four. Analysis displayed seven distinct factors with
eigenvalues > 1.0 which were extracted to form a factor
structure. Tables 2 and 3 represent the result of PCA. The
Bartlett test of sphericity is significant, and value of (Kai-
ser—Meyer—Olkin) KMO is greater than cutoff criterion,
i.e., 0.50. The factor loadings of 24 items were above 0.4
and hence used all the items for further analysis. Hence,
not even a single item was dropped.

Confirmatory factor analysis (CFA)

CFA was performed to check the measurement
model presented in Table 4. One items from each con-
struct were deleted for further analysis due to low fac-
tor loadings, remaining items had above the acceptable
level of 0.7 [17]. Hence, these items were carried out
for further analysis. The measurement model displayed
a satisfactory level of fit (x*/df=1155.210/253=4.57,
TLI=0.91, CFI=0.90, RMSEA =0.07). The values of CR
(composite reliability) were above 0.7 and greater than
the values of AVE, and values of AVE (average variance
extracted) were above 0.5 [17]; hence, convergent valid-
ity was established. In terms of discriminant validity, the
values of average variance extracted were greater than
the values of MSV (maximum shared variance) and ASV
(average shared variance); hence, discriminant validity
was established. Results of CFA is presented in Table 4,
discriminant validity in Table 5 and mediation effects in
Table 6.

Structural equation modeling (SEM)

SEM  displayed a  satisfactory level of fit
(x*/df=1201.68/289=4.15, TLI=091, CFI=0.92,
RMSEA =0.08. The path estimates of the SEM are pre-
sented in Fig. 2 significant at (p <0.01); thus, H1, H2, and
H3 were accepted. To check the mediating role of OI,
bootstrapping was performed. The standardized direct
effect of POS on job satisfaction is 0.238, insignificant

Table 2 Principal component analysis (PCA)
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Table 3 Factor loadings, cumulative variance and KMO

Constructs Items Factor loadings Cumulative KMO
variance
explained (%)

POS POS1T 0702 29.19 0618

pPOS2  0.822
POS3  0.701
POS4  0.765
POS5  0.708
POS6  0.701
Ol on 0.706 4243
0oI12 0.843
013 0.852
Ol4 0.808
0I5 0.995
Job satisfaction  JS1 0.747 5092
JS2 0.779
JS3 0.772
1S4 0.772
JS5 0.755
JS6 0.821
KSB KSB1 0874 59.10
KSB2  0.866
KSB3  0.858
KSB4  0.792
KSB5  0.662
KSB6 0519
KSB7  0.807

(p>0.05). The standardized indirect effect of POS on
job satisfaction is 0.032, significant (p <0.05). Thus, it is
evident that OI acts as a full mediator between POS and
job satisfaction. The upper and lower bound values of the
indirect effect of OI at 95% confidence interval are 0.089
and 0.019. The standardized direct effect of POS on KSB
is 0.517, significant (p <0.05). The standardized indirect

Component Total variance explained
Initial eigenvalues Extraction sums of squared loadings
Total % of Variance Cumulative % Total % of Variance Cumulative %
1 7.007 29.197 29.197 7.007 29.197 29.197
2 3.178 13.242 42439 3.178 13.242 42439
3 2.037 8488 50.927 2.037 8488 50.927
4 1.963 8.178 59.105 1.963 8.178 59.105
5 1414 5.891 64.996 1414 5.891 64.996
6 1.267 5281 70.277 1.267 5281 70.277
7 1.013 4.219 74496 1.013 4.219 74496
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Table 4 CFA analysis

Constructs Instruments Standardized AVE CR
factor loading
POS 0614 0.779
POST 0.797
POS2 0.822
POS3 0.701
POS4 0.765
POS5 0.708
] 0555  0.762
on 0.995
o 0.843
o3 0.706
Ol4 0.701
Job satisfaction 0539  0.801
Job Satisfaction1  0.747
Job Satisfaction2  0.779
Job Satisfaction3  0.772
Job Satisfaction4  0.755
Job Satisfaction5  0.821
KSB 0638 0872
KSB1 0916
KSB2 0.884
KSB3 0.723
KSB4 0.757
KSB5 0.700
KSB6 0.724

effect of POS on KSB is 0.393, significant (p <0.05). The
upper and lower bound values of the indirect effect of OI
at 95% are 0.099 and 0.022. Thus, it is evident that OI act

Table 5 Discriminant validity analysis
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as a partial mediator between POS and KSB. Hence, H4
was fully and H5 was partially supported.

Discussion

The motivation behind this research emerges due to the
dearth of studies conducted in the domain of OI which
focuses its antecedents and consequences in Indian con-
text. This research explains how POS induces OI which
in turn displays work related outcomes such as KSB and
JS. On the basis of the literature, a framework is concep-
tualized and developed five hypotheses:

« POS influences OL

« Ol influencesJS.

+ Ol influences KSB.

+ OI mediates the relationship between POS and JS.

+ OI mediates the relationship between POS and KSB.

These hypotheses were tested and found that all the
hypotheses were accepted. The first hypothesis, POS
influences Ol is coincided with prior study [13] who gen-
erated the similar finding. Similarly, second and third
hypotheses OI influences JS and KSB generated findings
which are coincided with prior studies [9]. The fourth
hypothesis which anticipates that OI mediates the rela-
tionship between POS and JS is fully accepted. Lastly,
fifth hypothesis which anticipates that OI mediates the
relationship between POS and KSB is partially accepted.
These mediating effects are tested by bootstrapping
techniques.

All the constructs used in current study were measured
by existing scales. The reliability of the items was checked
by performing pilot study, and uni-dimensionality of con-
structs was checked by performing EFA. Conceptualized

CR AVE MSsvVv ASV JS POS (0]] KSB
JS 0.864 0.614 0.303 0.246 0.783
POS 0.831 0.555 0303 0.124 0550 0.745
Ol 0.773 0.539 0.240 0.130 0.490 0.085 0.734
KSB 0.874 0.638 0.194 0.133 0441 0.247 0379 0.799
Table 6 Mediation effects analysis
Hypotheses Direct effects Indirect effects Comments
POS — Ol — Job satisfaction 0.238 0.032* Full mediation
POS — Ol — KSB 0.517% 0.038* Partial mediation

*p<0.05
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POS

0.219

Fig. 2 Path estimates results for the proposed model

Job
Satisfaction

.589

436

framework was measured and validated by CFA and
SEM. SEM also displays multiple relationship and path
estimates that exist among the constructs.

Some important findings were generated from the cur-
rent study. Although tourism industry is dominated by
males which constitutes 53.4%, the number of females
was also good which constitutes 43.5% which are rare in
other industries indicating that tourism industry is very
successful in attracting women candidates. Most of the
employees working in the industry were graduates and
diploma holders as compared to postgraduates and Ph.D.
holders indicating that highly qualified employees prefer
to join other industries. Majority of the employees are
young aged from 20 to 40 indicating that tourism indus-
try is providing avenue for youth employment opportuni-
ties in the region. In terms of experience, only 11% are
having more than 15 years of work experience indicating
that employees take early retirement or switch to other
industries.

Implications

Theoretical implications

Prior studies have focused on how POS influences OI
[13] and how OI influences job satisfaction and KSB [9,
14], but till date there is no such study where all con-
structs have been included. The researcher fills this gap
by conceptualizing the framework and tested and vali-
dated in Indian context.

Findings of the study suggest that POS influences O],
giving support to SIT. Findings indicate that if there is
high degree of POS, then employees get emotionally con-
nected and identify themselves with their organization.

Results of bootstrapping analysis support that OI act as
a mediator between

+ POS and job satisfaction.
+ POS and KSB.

The partial and full mediation effect of OI indicates
that POS prevailing in the workplace induce employees
to identify which in turn put extra role behavior among
employees.

Practical implications

This study gives series of recommendation to the man-
agers of tourism industry to enhance the organizational
identification among members which in turn improves
the efficiency of the organization. The success of organi-
zation depends on the employees of an organization, and
prior research has found that organizational identifica-
tion is an important factor which helps organization to
be more competitive and successful.

Sikkim has always been the center of attraction for
the international tourist as well as domestic. Tourism is
booming and generating lots of revenue to the govern-
ment and also to the local people. This study may be very
useful to the government for framing the effective plans
and policies for the growth of tourism industry in that
region.

To the best of researcher’s knowledge, prior researcher
has never addressed such research problem in the tour-
ism industry of Sikkim which gives an important contri-
bution to stream of research.

Conclusion

The limitation of study must be addressed in future
investigation. The data were collected by using con-
venience sampling technique. Future investigation may
consider alternative technique to establish generaliz-
ability. Although common method bias was checked
by using Harman single-factor test, still there might be
threat of common method bias because the data were
collected from single source. The data were collected at
single point of time which hinders researchers to estab-
lish causality; hence, a longitudinal design can be used
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in future investigation. Findings may vary due to differ-
ence in behavior pattern and operation in other coun-
tries and industries. Therefore, future investigation can
be conducted in other countries and industries. Finally,
other predictors and outcomes of OI could be included
and proposed a new framework which has to be tested
and validated empirically by future researchers. OI has
been identified as an important construct in behavio-
ral research. It has been viewed from different perspec-
tives such as marketing, organizational behavior, human
resource management, and psychology. This study is
conducted in organizational behavior context among the
employees of tourism industry in Sikkim and gave some
important contribution which can be useful to research-
ers and practitioners.
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