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Abstract: This research aims to examine organizational commitment model of private university lecturers in 
Indonesia, using three independent variables, namely internal marketing, job satisfaction and organizational 
justice. Data collection was done by survey method on 200 private university (PTS) lecturers under the Higher 
Education Service Institutions covering 14 regions in Indonesia. Helped by PLS (Partial Least Square), SEM 
(Structural Equation Model) was used to process the data collected. Accordingly, to check the validity, the 
measurement model was evaluated based on several reflective indicators (convergent and discriminant validity 
as well as composite reliability). Based on the result of discriminant and convergent validity, it is known that 
the whole constructs are valid as both the outer loading and AVE (Average Variance Extracted) value are > 
0.70, moreover, a similar good result shown in composite reliability evaluation with the value of > 0.70. Finally, 
the results found showed that seven hypotheses, out of nine hypotheses, were proven to be true. On the other 
hand, for the other hypotheses, the findings showed that organizational justice and Internal marketing had no 
direct effect on organizational commitment. Next, it is also known that organizational justice and job satisfaction 
were proven to be the mediators of in the relation between internal marketing and organizational commitment. 
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1. Introduction 
Organizational commitment is one of the 

issues that widely researched today in various 
disciplines including psychology, sociology, 
organizational behavior, accounting, socio-politics 
as well as marketing science. The concept of 
organizational commitment was first put forward in 
the field of political sociology [1], the field of 
organizational sociology [2]. The rationale for the 
field of political sociology comes from his analysis 
of political partisans and the deviant behavior of 
various members of society who question why there 
are political partisans who are so loyal to political 
parties. The research also examined what influences 
teachers so that they are reluctant to change jobs 
while there is the behavior of employees who 
frequently change companies [1]. 

Some researches on the study of organizational 
commitment from a social point of view that 
examines commitment from a societal perspective 
with an organizational focus, shows the desire of 
society to provide energy and loyalty to social 
systems [3], while other studies stated that 
commitment as awareness of the impossibility of 
choosing different social identities in society under 
bond strength [4]. In the 1970s, organizational 
commitment was conceptualized in ,studied in, and 
addressed to the context of human attachment to 
organizations [5]. However, there was also a study 
administered to study internal marketing from the 
perspective of organizational commitment 
combined with employee satisfaction. It was shown 
from these studies that, to increase customer loyalty 
and satisfaction, service oriented deportment can be 
fostered through strong organizational commitment 
by implementing internal marketing praxis [6]. 

In an organizational context, investigations of  
internal marketing practices were done through 
empirical studies, including internal marketing 
adoption level in organizations [7], [8], internal 
marketing practices on functional strategy 
implementation [9], internal marketing at the 
organizational level [10], organizational 
commitment in its role to  intervene the quality of 
service and internal marketing[10], [11]. In the 
same context, for tourism companies, cultural 
congruence also studied as the moderator of job 
contentment of employee and internal 
marketing[12]. Similar to those studies, this study 
also proved empirically that the development of job 
satisfaction quality runs in line with internal 
marketing benefaction. As the job satisfaction 
increased, then, organizational performance will do 
as well. Thus, it can be safely concluded that 

internal marketing can be used to increase job 
satisfaction in an organization [13]. Another benefit 
of having well satisfied employee is its impact on 
organizational commitment [14]. In other words, it 
can be also said that, in an organization,  the more 
Job satisfaction employees have, the better their 
commitment to perform well [15]. 

A bunch of previous researches on that matter 
[16] showed that the employees contentment 
towards a job will play the role of a precursor 
affecting  their commitment in an organization. a 
pleasant emotional state, so called Job satisfaction 
will come by appraising one's work experience or 
job. This idea positions  job satisfaction from an 
affective view related to one's emotions [17]. The 
contentment is directly affected by cognitive and 
affective perception of an individual. In this term, 
one's job satisfaction assessment is able to trigger 
determinate affective satisfaction or vice versa [18]. 

Positive or negative emotional satisfaction is 
related to acceptance of organizational justice. 
Substantially, it acts as a fundamental contributing 
to job satisfaction and organizational commitment 
development. In its function, organizational justice 
is crucial for organizations as well as society since 
organizational justice perceptions affect one’s 
behavior, opinions, and feelings towards 
anorganization [19]. the higher the justice an 
organization has (in term of wages, job promotion 
and performance appraisal), the higher commitment 
employees will have towards an organization. 
Meanwhile, any kind of inequality and injustice 
perception brings job dissatisfaction and its, of 
course, one of the unwanted as it results in lower 
performance, organizational distrust, delays in 
career development, and any other kinds of 
organizational negativity. As a crucial determinant 
giving influence to job satisfaction, oganizational 
justice should be well maintained. The level of job 
satisfaction indicates the effectiveness of 
organizational justice implementation[20]. 

Accordingly, several studies were done to seek 
the truth behind organizational justice 
implementation in raising job satisfaction. One of 
which found that the is positivity in the relation of 
job satisfaction and organizational justice[21]. The 
quality of an implementation of organizational 
justice depicts perceptions toward the treatment. In 
this case, satisfaction is merely a reaction towards 
the justice enforced [22]. Employees tend to be 
content with the job along with fair treatment, well 
valued work having been done, well rewarded for 
achievements, or any other kinds of appreciations. 
High job satisfaction will boost the morale of 
employees to believe that an organization will have 
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a bright future (in long term). As this condition 
achieved, they tend commit more for the 
organization welfare , more productive and more 
likely to be loyal [23]. 

Particulary, organizational justice has a direct 
relation to employees perception, in terms of work 
performance,  if they are fairly treated and to how 
the determination in reinforcing organizational 
justice influence other work-related issues [24]. It 
also explains employees response towards the 
treatment in interactions and processes [25]. 
Organizational justice models (procedural, 
interactional, and distributive justice) were studied 
in a research, it was found that these dimensions of 
organizational justice, significantly, affect 
employees contentment in job  [24]. In similar 
context, another research also found that 
satisfaction and organizational commitment are 
closely related to perceptions towards the enforced  
justice (Moorman et al., 1998). The findings are in 
line with another study showing that organizational 
justice is the precursor of performance quality level 
as well as satisfaction; and job satisfaction is the 
precursor of organizational commitment [27].  

Accordingly, taking references from previous 
discussions, this study was intended to investigate 
internal marketing in its role to influence 
organizational commitment with organizational 
justice and employee satisfaction as mediating 
variables to the implementation of internal 
marketing in private universities in Indonesia and 
how it influences the organizational commitment of 
lecturers in the private universities. 

Accordingly, this study was designed to 
examine the influential relation between internal 
marketing and organizational commitment via job 
satisfaction and organizational justice mediation. 
the study process was conducted contextually for 
internal marketing praxis in private universities 
(PTS) in Indonesia. 

 
2. Literature Review 
2.1. Internal Marketing 

For more than 20 years, academics and 
practitioners question the concept of internal 
marketing, and there are pros and cons circulated. 
From an epistemological point of view, internal 
marketing is a social construct [28] in a specific 
context. It was first introduced with the concept of 
“work as a product and employees as internal 
customers” [29]. The debates on the construct of 
internal marketing can be seen from the 42 
definitions existed over the past three decades [30]. 
Internal marketing is claimed as a mean for strategic 

consonance and cultural construct between 
marketing and front line staffs [31].  Views in 
internal marketing regard it as a set of procedural 
and political human resource  positioning 
employees as needing information, development, 
and motivation to, effectively, serve and satisfy 
customers [32]. 

The internal marketing study is developed into 
three phases (employee satisfaction, customer 
orientation and implementation of strategy/ 
management changes). In the initial  phase, most of 
the internal marketing literature focuses on internal 
marketing on issues of motivation and employee 
satisfaction. Employee satisfaction is said to be  
fundamental constituent influencing customer 
satisfaction [33]. Internal marketing theory 
positions employees as internal customers, and jobs 
as products affecting satisfactions toward  
expectations and needs of those “internal 
customers” in reaching organizational objectives. 
The philosophy of positioning employees as 
customers and work-related settings as products 
works as a mirroring phase. This phase will 
potentially affect the level of service quality 
provided for the actual customers during the 
transaction process [34]. 

The second phase is the consumer orientation 
phase (interactive marketing), or the customer 
orientation approach. The argument put forward is 
that buyer-seller interactions do not only affect 
purchase and repurchase decisions, but more 
importantly this relationship provides market 
opportunities for the organization. To get this 
opportunity, it requires customer-oriented 
employees and sales-oriented employees [35]. 
Furthermore, employees are not only encouraged  to 
perform well, but also set a sales-oriented mind 
[36]. Therefore, internal marketing goals in this 
phase motivate and make employees cognizant of 
customers account for the organization. 

Next, internal marketing is extensively defined 
as a motivation to be conscious of customers and 
sales into marketing activities. This requires 
effective coordination between employees having 
direct contact to the customers and supporting 
employees [37]. The concept of internal marketing 
also means integrating different and vital functions 
to serve customers. This concept focuses on 
creating employees to be customer-oriented rather 
than employee satisfaction and motivation [35]. 
Furthermore, entering the third phase is called the 
implementation strategy phase. This phase is 
characterized by an overview of internal marketing 
from a number of researchers who explicitly 
acknowledge internal marketing as a means of 
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implementing strategy [33], [38], [39]. The majority 
of this researcher's opinion is due to the limitations 
of previous internal marketing concepts. The 
limitations that arise with the previous concept are 
first, unlike the external marketing situation where 
external customers can choose the products they 
will buy, employees positioned as customers cannot 
choose products in this job as they want. Second, 
employees must be able and, if necessary, forced to 
accept products (jobs) even though they do not want 
to, third, the priority in fulfilling the needs of  
employees as customers and the actual customers 
will probably  be overlapping [9]. Most critics view 
it as a managerial perspective, viewing employees 
as internal customers with less concern but more 
desire to control [28]. The view of internal 
marketing is broadened as either internal social 
process management, marketing relationship, or 
management relationship. The general view is 
argued to acknowledge political power role on 
differential standpoint among  employees and 
managers [40]. 

The accretion of conviction related to 
potentials of internal marketing as cross-functional 
integrated instrumentation within anorganization 
supports its development as an applied strategy. 
Internal marketing as something holistic involves a 
management process to integrate various functions 
within the organization [41]. This view is expressed 
by emphasizing internal marketing role in the 
integration of employees and marketing 
implementation in human resources into the 
marketing function [42]. 

The role of internal marketing as a strategy 
implementation tool that is designed explicitly 
appears in service marketing, that internal 
marketing as a strategic tool when it is implemented 
effectively will become a necessity to resolve 
conflicts between functions and it becomes a 
necessity to improve better internal communication 
[43]. This concept was further developed [44]. 
Internal marketing can be implemented in various 
organizations, not only service organizations but 
can be applied to manufacturing companies [45], 
internal marketing flows as a mechanism to reduce 
isolation between departments [46], internal 
marketing can reduce friction between functions in 
organization and reduce resistance to change, 
whereas internal marketing is also applied in the 
context of change management [47]. Discussions in 
this phase expand the scope of internal marketing 
beyond just motivating employees to be customer 
and sales oriented. 

Based on reviews and definitions of internal 
marketing that developed in these phases as well as 

conceptual and empirical studies, there are internal 
marketing criteria known as  employee satisfaction 
and motivation, customer satisfaction and 
orientation, coherency between integrations and 
functions. As a functional levels and  an 
organizational strategic implementation [47], 
internal marketing modifies both coherency  
between tactical extents and functions [37] as well 
as marketing methodology [9]. In a practical 
definition, internal marketing can be seen as 
marketing approach used, strategically, to 
overcome counteraction to transformation by 
coordinating, motivating and integrating functions 
through organizational and functional strategies in 
satisfying customers in the process of shaping 
employees with good quality of service [9]. 

 
H1: Internal marketing influences organizational 
justice. 
H2: Internal marketing influences job satisfaction. 
H3: Internal marketing influences organizational 
commitment. 
H4: Internal marketing influences organizational 
commitment through organizational justice. 
H5: Internal marketing influences affects job 
satisfaction through organizational justice. 
2.2. Job Satisfaction  

One of the definitions, defines job satisfaction 
as a set of environmental, physiological, and 
psychological state of affairs. Based on this, there is 
internal process of how employees react to factors 
causing the satisfied feeling although it is 
functioned under the influence of external factors. 

This is an optimistic affection towards a job 
based on certain characteristics appraisal. Such 
positivity only espouses those with high job 
satisfaction content but not for those without such 
content. These characteristics include many factors, 
including co-workers, working conditions, salary, 
work culture, career, relationships with superiors, 
and so on. A person's assessment of his / her 
satisfaction at work is very complex, influenced by 
many variables [48]. 

Research shows that the level of job 
satisfaction varies widely, in general, people are 
more satisfied with their work, both with the job 
itself, superiors and coworkers than with salary and 
promotion opportunities. According to a study, it is 
known that the countries with the highest job 
satisfaction levels are Mexico and Switzerland, 
while the lowest job satisfaction in South Korea is 
due to the rigidity of the business structure in South 
Korea and the lack of autonomy for workers. 
Current South Korean culture exists between 
traditional and contemporary cultural influences. 
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Businesses that adhere to confusional values that 
still respect parents and centralized decision-
making authority are obstacles in today's 
decentralized business competition. Another factor 
is the number of exposures received which results 
in various ways of life. South Korea has the highest 
percentage of subscribed to wireless broadband 
internet of all countries, showing that South Korean 
people have access to contemporary world business 
practices. Therefore, South Korean workers are 
aware of autonomy, value-based rewards and other 
benefits received by workers in other countries that 
they do not receive in South Korea. As in Mexico 
as one of the countries with high job satisfaction, it 
can be indicated that they still have better jobs for 
their workers and workers are more satisfied 
because they do not have opportunities for outside 
exposure. Workers who are satisfied at work will 
potentially more productive and commit more to 
organization welfare. Effective and better 
performance are bestowed upon oganizations full of 
satisfied workers. They also tend to be able to 
increase external customer satisfaction and loyalty 
[48]. 

In an organization, job satisfaction is seen as 
notable element of success. Many studies were 
carried out to increase worker job satisfaction in 
various sectors such as hospitality sector [49], 
governmental sector [50], non-profit sector [51], car 
manufacturing sector [52], and academic sector 
[53], [54].   

In academic sector, there was a specified study 
examined the factors, benefitting two-factor theory 
of Herzberg, being able to gauge faculty job 
satisfaction in two major Malaysian universities. It 
found that, for faculty members; amount of salary, 
campus policies, and system of administration are 
factors influencing their job satisfaction. 
Furthermore, it was also found that  low personal 
accession, late individual growth, bad working 
relationships, low level of acknowledgement, over 
duty, too strict monitoring, and unsupportive 
working environment can lead to job dissatisfaction 
[54]. 

Referring to previous findings, it can be said 
that job satisfaction of a faculty member is related 
to many complex causes, such as demographic 
character, type of work, amount of salary, type of 
assignment, promotion opportunities, relations 
between workers and others. Simultaneously, 
lecturers can be satisfied from the job side and can 
be dissatisfied from the other side.  

Another research in similar context was also 
done at private universities in Bangladesh. The 
results showed that organizational culture; personal 

and professional growth opportunities, amount of 
salary, team cohesion, supportive policies, career 
security and growth; and working circumstance 
influence job satisfaction of lectures. From those 
factors, the three most influential are amount of 
salary, career security and growth; and working 
circumstance. Furthermore, the research stated that 
organizational commitment and creativity tend to 
espouse lecturers with high job satisfaction. Despite 
job dissatisfaction showed by some of lectures, the 
majority indicated a positive demeanor. Such 
positivity reflecting the optimism of an educator 
virtue.Apart from that, the study recommended that 
the authorities should consider the needs of 
providing better financial fitness and constructing  a 
more supportive culture for the condition in which 
the faculty members are underpaid [55]. 
 
H6:  Job satisfaction influences organizational 
commitment. 
 
2.3. Organizational Justice 

This  is an elements concerning the fairness of 
treatments addressed to employees [24]. It is 
crucial, for both society and organizations,  to be 
taken into consideration as reaction to injustice will 
disturb interactions and processes at work [25]for 
affective state of affairs, conjectures, and 
employees behavioral conducts towards the 
organization are most likely to be influenced by 
their perceptions related to organizational justice. 
Considering the importance, an implementation of 
equal basis and well-balanced treatment has to be 
the main focus of an organization in constructing 
ideal justice. The justice in question covers 
performance evaluation, career promotion, well-
paid salary, such dimensions will potentially 
promote employees’ commitment and loyalty. In 
contrast, any form of injustice perceived will 
probably trigger unwanted outcomes, such as job 
dissatisfaction, bad performance, stress, cynicism, 
and skepticism towards the organization. 

In psychological perspective, studies related to 
organizational justice were extensively conducted, 
particularly, to understand various human 
behavioral responses towards a management 
system in an organization. Such understanding is 
the uppermost concept needed to be consider. One 
of the research in this context was done in the Ilam 
city, at Sepah Bank (an Iranian Bank). It showed 
that the three major dimensions of organizational 
justice (interactional, distributive, and procedural 
justice) inflict the overall shift on employees’ job 
satisfaction. Generally speaking, the study found 
that distributive justice acts as the most potent 
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predictor with additional detail from which it was 
known that female employees gain more 
satisfaction in job rather than male employees [56]. 

There was also a study examined perceptions 
on organizational justice as a job satisfaction level 
predictor and organizational commitment. From 
which, it was known that distributive justice has a 
significant relation with job satisfaction, 
meanwhile, no significant relation was found 
between job satisfaction and procedural justice 
[57]. The findings also added the fact that 
organizational commitment is positively correlated 
to both procedural and distributive justice. Those 
who find themselves well-treated are potentially 
position the in a communal and mutual relation with 
the organization at which they work. Along with 
such condition, employees will simultaneously 
promote better trust, mutual control, commitment, 
and satisfaction [58]. The better employees' 
perceptions of  the two dimensions of justice, the 
more  satisfaction in job, commitment and loyalty 
they will have [23]. Based on these s, the 
hypotheses constructed in this study are: 

 
H7: Organizational justice influences 
organizational commitment. 
H8: Organizational justice influences job 
satisfaction. 
H9: Organizational justice influences 
organizational commitment through job 
satisfaction. 
 
 
2.4. Organizational Commitment  

Organizational commitment is said to be the 
extent to which ones perceive themselves in their 
work at a particular organization [59], the perpetual 
intention to be well-connected to the organization 
[60], the psychological involvement of members in 
certain organizations [61]. Organizational 
commitment, simultaneously, acts as a 
psychological notion characterizing relationships 
between the organization and employees as well as 
implicate one’s decisions to be loyal to a particular 
organization. Employees commitment in an 
organization is quantified based on three main 
affective commitment domains (one’s intention to 
be affectively attached to, be identified as part of 
and be involved in an organization). Next, another 
type having function is Continuance commitment. 
It is an appraisal of costs borne by those who are not 
part of the organization, in case there no other 
options. There is also a kind called normative 
commitment which is the degree to which ones are 

psychologically bound to become members of an 
organization based on feelings such as loyalty, 
affection, warmth, belonging, pride, pleasure, 
happiness and others [14]. 

Organizational commitment also reflects the 
influence of suitability between individuals and 
organizations, although the results are not the same. 
Studies that examine this influence, find work 
experience that is in accordance with individual 
values and can meet individual needs and 
preferences influences organizational commitment 
[62]. Often, organizational commitment is 
portrayed as representing individuals invlovlement, 
attachment, and identification to anorganization 
[63]. Organizational commitment is recognized as 
important for the organization because it will 
determine organizational effectiveness, including 
previous research which found that job satisfaction 
affects organizational commitment, the more 
satisfied the employees are at work, the higher the 
organizational commitment [15]. Likewise, 
research on job satisfaction of employees in 
hospitality found that intrinsic and extrinsic 
satisfaction of a job influence commitment of 
employees in an organization significantly [64]. If 
employees are satisfied at work both intrinsically 
and extrinsically, this will potentially lead to robust 
boost on employees commitment in an 
organization. [65]. In specified terms, emotional or 
affective, and cognitive components are major 
construct in shaping satisfaction of a job. Therefore, 
individual appraisal of job satisfaction is the degree 
of  how far work is able to lead to conclusive 
affective satisfaction or vice versa [18]. 

As what has been elucidated before that internal 
marketing influence organizational commitment a 
lot. However, there are other factors underlying the 
impact named organizational justice and job 
satisfaction. For organizational justice, it is one of 
the key elements impacting one’s commitments in 
an organization and, at the same time, is an index of 
the effectiveness of an organization to run well in a 
proper condition. Referencing to the idea, it is 
prominent to consider  more on raising both 
organizational justice  and job satisfaction to be able 
to keep negativities away [20]. The description of 
ones perceptions of fairness they received from 
organizations and their behavioral reactions to such 
conduct are displayed in the way an organizational 
justice applied [22]. Furthermore, previous 
researches on this matter discovered that 
organizational commitment, job satisfaction, and 
organizational justice are inter-correlated. the 
justice predisposes commitment mediated by 
satisfaction at work; and, silmutaneously, the 
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feeling of being satisfied greatly affect the 
development of organizational commitment. [27]. 
Based on these, these were the hypothesis 
formulated for this study: 

 
H9: Organizational justice influences 
organizational commitment through job 
satisfaction. 

 
3. Research Model 

The following is the model of research proposed in this study: 
 

Figure 1: Research Model 

4. Research Method 
The study was designed in a quantitative 

approach of research using a deductive positivistic 
paradigm. The mean used in this study to collect 
primary data was survey. Practically, the research 
aims to test hypotheses as formulated before with 
the main object of influential correlation between 
internal marketing and organizational commitment 
via mediation of organizational justice and job 
satisfaction. Meanwhile, the target subjects were 
lectures working at private universities in 
Indonesia. This research used a survey method as 
the main instrument for data collection, primary 
data was collected through questionnaires. 

The research was administered with all Faculty 
members of Economics and Business at a Private 
University in Indonesia as the population. The 
reason behind the selection of faculty members of 
Economics and Business study programs as the only 
population is that they tend to be similar in 
characters compared to using diverse ones. The 
sample were selected under purposive sampling 
technique in which they are chosen based on 
representative characters of the population. 

The criteria in question were that the samples 
have to be lecturers teaching at institutions and 
study programs with, at least, B grade of 
accreditation. Apart from that, those who were 

selected as samples should hold National Lecturer 
Identification Number. Based on the consideration 
of limited costs, time and energy when a census was 
used, in this research the subjects were private 
universities under the Higher Education Service 
Institution, covering 14 regions. 

The number of samples in this research were 
200 samples as what has been Provided in a general 
reference of determining  sample size [66]. 
Guidelines for sample measurement are specified 
from the basis number of anticipated indicators 
which is ranging from 5 to10 times of those 
parameters [67]. The size of samples were decided 
under SEM (Structural Equation Model) which 
should be around 150-400 in total data [66], [67]. 
Therefore, the size of samples taken in this study in 
theoretically ideal. Finally, the data collected, then, 
were analyzed via a computer program named 
SmartPLS. 

The process of data analysis, in this study, was 
under (SEM) Structural Equation Modeling. It is 
aims to model the interaction patterns; correlation 
between endogenous latent variables and 
exogenous latent variables; correlation error terms, 
measurement error, and non-linearity. Latent 
variables are formed by the relationship between the 
estimated indicators and are reflected in the 
research instrument.  

Organizational 
Justice 

Internal 
marketing 

Job 
Satisfaction 

Organizational  
commitment 

H1 

H2 

H3 

H4 

H9 H5 

H7 

H6 

H8 
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The calculation in the process of analysis was 
done with the help of a computer program named 
SmartPLS (Partial Least Square). This is a very 
powerful analysis program and, often, called “soft 
modeling” which negates OLS (Ordinary Least 
Square) regression assumptions. This model 
structure  is composed of three relational analysis: 
1) inner model (specifying the relations among 
latent variables/ structural model), 2) outer model 
(specifying relations between indictors and latent 
variables / model of measurement), 3) heft relations 
(specifying relations among predicted latent 
variables) [68].  
 

5. Research Results and Discussion 
5.1. Measurement Model Evaluation 

Analysis (Outer Model) 
In this analysis there are there criteria of 

reflective indicators used to gauge outer model. 
Those criteria are convergent validity (gauged from 
loading factor value), discriminant validity (gauged 
from cross loading value by looking at the value of 
Average Variance Extracted), and construct 
Reliability (gauged based on Cronbach's Alpha 
realibility and composite Reliability). 
  

5.2. Convergent Validity Testing and AVE 

Testing 
 This type of test is related to a construct 
principality needing high correlation value. 
Such ideal will be there as there are high 
obtained values reflecting correlation between 
two distinguished measurement of instruments 
within a construct. the validity test was done 
under PLS by assessing reflective gauges 
predicated upon correlation between value of 
construct and values of item (loading factors). 
The scoring system of the matrix 
(communality) should be on + 30 (minimum 
degree), + 40 (better degree but not 
significant), or > 0.50 (prominently 
influential). Therefore, the quality of a loading 
capability in interpreting a model is decided by 
the degree obtained. Meanwhile for 
convergent validity the outer loading values 
should be > 0.7 with the value of AVE 
(average variance extracted) at > 0.5 [69]. This 
type of construct validity is appraised by 
gauging estimated item score.  The proper 
scale of loading value measurement to be said 
as legit should be at least 0.7 [70]. Figure 2 and 
table 1 display the results of the loading item 
values on the outer model as follows: 

 

 
 

Figure 1: Outer Loading Test Results 
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Table 1: Convergent Validity-Outer Loading Test Results 

  Internal 

Marketing 

Job 

Statisfaction 

Organizational 

Commitment 

Organizational 

Justice 

RAC     0.927   

RCC     0.885   

RCM 0.898       

RDJ       0.935 

RES   0.956     

RIJ       0.912 

RIS   0.956     

RMM 0.932       

RNC     0.901   

RPJ       0.946 

RTM 0.935       

     Source: Primary Data Processed, 2020 
 
In Table 1, it is known that all indicators on 

the internal marketing variable with a result range 
of 0.898- 0.935, the job satisfaction variable had a 
value in the range of 0.956, the organizational 
commitment variable was in the range 0.885 – 

0.927 while the organizational justice variable was 
in the value range of 0.912 – 0.946. The results 
above showed that all indicators or question items 
were valid, with an item value of outer loading> 
0.70; thus, it can be continued to the next analysis. 

 

Table 2: AVE Testing 

 

  Average Variance Extracted (AVE) 

Internal Marketing 0.850 

Job Statisfaction 0.913 

Organizational Commitment 0.818 

Organizational Justice 0.867 

       Source: Primary Data Processed, 2020 
 

Table 2 shows that the whole items included in 
the construct are relatively valid for each value of 
AVE and outer loading resulted in the scale of > 
0.70; thus, further analysis can be carried out. 

 
5.3. Reliability Testing (Composite 

Reliability) 

The construct reliability can be gauged by 
apprasing the value of composite reliability as it 
reflects the actual realibility value [71]. The ideal 
value for a construct to be considered as reliable 
should be >0.7 , even though, the value below (not 
<0.6) is still admissible. The results of reliability 
test in this study  are displayed in Table.2: 

 
Table 2: Reliability Test Results 

 
  Composite Reliability 

Internal Marketing 0.944 

Job Statisfaction 0.955 

Organizational Commitment 0.931 

Organizational Justice 0.951 

                 Source: Primary Data Processed, 2020 
 

The data displayed in table 2 showed that, for 
all items, the value of composite reliability reached 

were >0.70. this means that the whole construct is 
considered reliable. The display also shows the 
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instrument stability and consistency were 
considerably high. In other words, it can, safely, be 
said all requirements for reliability were met . 
 
5.4. Structural Model Evaluation Analysis 

(Inner Model) 
The analysis was carried out to specified 

relationship pattern among variables included in the 
construct as what has been hypothesized. The 
evaluation was done by identifying R-square values 

for dependent notion and by running the T-test to 
examined significance in the pattern of relation 
among variables in the construct. The analysis first 
began by identifying R-square values for each 
dependent variable whose exegesis was reflected in 
regression. The alteration in R-square values is 
particularly functioned to measure the effect of a 
specified latent independent variables on latent 
dependent variable as well as examined if it is 
substantively effective

 
 

Figure 2: Evaluation of the Structural Model (Inner Model) 
 

5.5. Coefficient Value and Hypothesis Test 

Results (Direct Effects) 
The coefficient value with the estimated value 

is used to examine he relationship directions among 

variables covered. Display of such directions are 
shown in Table as follow: 
 

 

 

Table 3: Hypothesis Test Results (Direct Effects) 

  
Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P 

Values 

Internal Marketing -> Job 

Statisfaction 
0.228 0.230 0.087 2.612 0.009 

Internal Marketing -> 

Organizational Commitment 
0.209 0.213 0.108 1.928 0.054 

Internal Marketing -> 

Organizational Justice 
0.884 0.885 0.016 55.841 0.000 

Job Statisfaction -> 

Organizational Commitment 
0.652 0.658 0.090 7.205 0.000 

Organizational Justice -> Job 

Statisfaction 
0.672 0.671 0.080 8.356 0.000 

Organizational Justice -> 

Organizational Commitment 
-0.060 -0.070 0.153 0.393 0.694 

    Source: Primary Data Processed, 2020 
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From the data display in tabel 3, it is 
obvious that the results of the T test display the 
effect of internal marketing on job satisfaction, 
organizational commitment, and organizational 
justice. similarly, the data is also used in 
determining the extent of job satisfaction effect on 
organizational commitment as well as 
organizational justice effect on job satisfaction and 
commitment for organization. In this research, there 

were 6 hypotheses to test the direct effect. There 
was a significant effect if the T-statistic value was 
> 1.96 at the 5% significance level. 
5.6. Coefficient Value and Hypothesis Test 

Results (Indirect Effects) 

The indirect effects test results of the 
hypothesis are displayed as follow: 

 

Table 4: Hypothesis Test Results (Indirect Effects) 

 
Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P 

Values 

Internal Marketing -> 

Organizational Justice -> Job 

Statisfaction 

0.594 0.594 0.074 8.026 0.000 

Internal Marketing -> 

Organizational Justice 

Organizational Commitment 

0.483 0.480 0.107 4.492 0.000 

Organizational Justice ->Job 

Satisfaction  Organizational 

Commitment 

0.438 0.444 0.094 4.681 0.000 

    Source: Primary Data Processed, 2020 
 
5.7. HypothesisTesting 
 

Based on Tables 3 and 4 above, the results of 
hypothesis testing with Smart Partial Least Square 
25 for direct and indirect effects can be explained as 
follows: 

5.7.1. Hypothesis 1: Internal Marketing 

influences Organizational Justice. 

The coefficient value of effect of internal 
marketing in influencing organizational justice was 
at 55.841 with p value of 0.000 <0.005. the tes was 
done with PLS approach. Such value is considered 
as positive, hence,  it can be concluded that the 
influence between those variables was 
unidirectional, meaning that the better the internal 
marketing, the better the organizational justice. 

Based on the the t-test result, it known that 
the coefficient value is statistically high  (55,841) as 
t-statistic value was greater than the t-table of 2.00, 
the hypothesis that stated "internal marketing 
influences organizational justice" was accepted. 
 
5.7.2. Hypothesis 2: Internal Marketing 

influences Job Satisfaction. 

The coefficient value of effect of internal 
marketing in influencing organizational justice was 
at 55.841 with p value of 0.000 <0.005. the tes was 
done with PLS approach. Such value is considered 
as positive, hence,  it can be concluded that the 
influence between those variables was 

unidirectional, meaning that the better the internal 
marketing, the better the organizational justice. 

Based on the the t-test result, it known that 
the coefficient value is statistically high  (55,841) as 
t-statistic value was greater than the t-table of 2.00, 
the hypothesis that stated "internal marketing 
influences organizational justice" was accepted. 
 

5.7.3. Hypothesis 3: Internal Marketing 

influences Organizational Commitment. 

The coefficient value of effect of internal 
marketing in influencing organizational 
commitment with the value of 1.928 (p value 
0.954> 0.005). such result emerged as t-statistic 
value was less than the t-table (2.00), hence, the 
hypothesis which stated "Internal marketing 
influences organizational commitment" was 
rejected. 
 

5.7.4. Hypothesis 4: Internal Marketing 

influences Organizational Commitment 

mediated by Organizational Justice. 

The test results with the PLS approach 
resulted in the coefficient value of internal 
marketing influence on organizational commitment 
mediated by organizational justice with the value of 
4.492 with significance value of 0.000 <0.005. The 
result of the coefficient value was positive, hence, it 
is safe to say that the influence between those two 
was unidirectional, meaning that the better the 
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internal marketing, the better the organizational 
commitment. 

Such result emerged as t-statistic value 
gained wa more than t-table (2.00), therefore,  the 
hypothesis which stated " job satisfaction acts as a 
mediator for Internal marketing in influencing 
organizational commitment " was accepted. 

 
 

5.7.5. Hypothesis 5: Internal Marketing 

influences Job Satisfaction mediated by 

Organizational Justice. 

The test results with the PLS approach 
resulted in the coefficient of relational value 
between organizational justice as a mediator for 
internal marketing in influencing job satisfaction 
with the value of 8.026 (p value 0.000 <0.005). The 
result of the coefficient value was positive, it can be 
concluded that the influence between the two was 
unidirectional, meaning that the higher quality of 
internal marketing, the more satisfied employees in 
their job. 

The test resulted in such value as the value 
of t-statistic gained was more than the t-table (2.00), 
thus, the hypothesis stated that "Internal marketing 
influences job satisfaction mediated by 
organizational justice" was proven. 

 

5.7.6. Hypothesis 6: Job Satisfaction influences 

Organizational Commitment. 

The test results showed that job satisfaction 
influence organizational commitment at a value of 
7.205 (p value 0.000 <0.005). as the coefficient 
value was positive, it can be concluded that the 
influence between the two was unidirectional. It 
means that a high organizational commitment is 
more likely to be achieved if job satisfaction content 
is high. 

Such value was gained in the test result for 
t-statistic value was more than the t-table (2.00), 
therefore, the hypothesis stated "job satisfaction 
influences organization commitment" was 
accepted. 

 

5.7.7. Hypothesis 7: Organizational Justice 

influences Organizational Commitment. 

The coefficient value of 0.393 (p value 
0.694> 0.005) was resulted in the test with the PLS 
approach produced, related to the examination of 
organizational justice influence on organizational 
commitment. Based on the results the value of 

1.928 was gained as the result of smaller t-statistic 
value compared to t-table value (2.00), thus, the 
hypothesis which stated "Organizational justice 
influences organizational commitment" was 
rejected 

 

5.7.8. Hypothesis 8: Organizational Justice 

affects Job Satisfaction. 

The coefficient value of 8.356 (p value 
0.000 <0.005) was resulted in the test with PLS 
approach concerning organizational justice 
influence on job satisfaction. The result of the 
coefficient value was positive; it can be concluded 
that the influence between the two was 
unidirectional. It means that the higher the 
organizational justice, the more satisfied the 
employees will be. 

The value gained in the test was the result 
of smaller value in t-statistic compared to t-table 
(2.00), hence, the hypothesis which stated that 
"Organizational justice influences job satisfaction" 
was accepted. 
 

5.7.9. Hypothesis 9: Organizational Justice 

influences Organizational Commitment 

mediated by Job Satisfaction. 

The coefficient value of 4.681 (p value 
0.000 <0.005) was resulted in the test with the PLS 
approach concerning relational value between job 
satisfaction as a mediatr for organizational justice in 
its influence on organizational commitment. The 
result of the coefficient value was positive, it can be 
concluded that the influence between the two was 
unidirectional, meaning that the higher the quality 
of  organizational justice, the stroger the 
organizational commitment will be. 

Such value gained in the result was due to bigger t-
statistic value compared to  the value of t-table 
(2.00), thus,  the hypothesis which stated 
"organizational justice influences organizational 
commitment mediated by job satisfaction" was 
accepted. 

 
5.8. Inner Model Analysis (Goodness of fit 

model) 
By identifying the value of R-square as 

goodness of fit model, this test was set to examine 
the structural model used. Such value represents the 
prediction of relations among laten variables as 
mentioned in hypotheses. The process of analysis 
was done with the help of PLS. In procedures, The 
analysis first began by identifying R-square values 
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for each dependent variable whose exegesis was 
reflected in regression. The alteration in R-square 
values is particularly functioned to measure the 
effect of a specified latent independent variables on 

latent dependent variable as well as examined if it 
is substantively effective. Bigger R-square value 
means better proportion. Below is the display of the 
result of Inner model test reflected in Table 5. 

 
Table 5: Inner Model Results (Goodness of fit model) 

 

 
Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P 

Values 

Job Statisfaction 0.775 0.778 0.035 22.156 0.000 
Organizational Commitment 0.605 0.613 0.056 10.735 0.000 

Organizational Justice 0.781 0.783 0.028 28.010 0.000 
     Source: Primary Data Processed, 2020 
 

The data shown above indicates that R-square 
value for job satisfaction was at 0.775. This means 
that the job satisfaction explained by the internal 
marketing variable was 77.5%. The R-square value 
for the organizational commitment variable was 
0.605, which means that the job satisfaction, 
internal marketing, adn organizational justice 
modify organizational commitment by 60.5%. 
Meanwhile for, organizational justice, the value 
gained was at 0.781. This means that organizational 
justice was explained by the internal marketing 
variable of 78.1%. 
 
6. Discussion 

6.1. Internal Marketing influences 

Organizational Justice 
Based on the results of the analysis it is known 

that internal marketing influenced organizational 
justice which was shown from the T statistical value 
of the results of the t-statistic test of 55.841, because 
the t-statistic value was greater than the t-table 2.00, 
the hypothesis that stated "internal marketing 
influences organizational justice" was proven. This 
means that organizations that apply good internal 
marketing practices will be able to apply proper 
fainess in the organization. 

This study has in line findings with 
previous research which was administered in 
Turkey, at Kayseri shopping district, targeting 157 
employees of service-related company. The 
findings contained in the study showed that internal 
marketing practices carried out by service 
companies to employees have an influence on 
organizational justice. This research recommends 
that organizations apply organizational justice that 
is grown from the existence of good internal 
marketing practices in the organization [72]. For 
individuals and communities, perceptions of 

organizational justice are important because it will 
influence their opinions, feelings, and behavior 
towards the organization [19]. The perception of 
justice applies universally, including to private 
university lecturers in Indonesia. 
 

6.2. Internal Marketing influences Job 

Satisfaction 
The data analysis results, in this study, indicate 

that that internal marketing influenced job 
satisfaction as shown by the T-value of the 
statistical t-test results of 2.612, as the value gained 
form statistic calculation was more than than the 
value of t-table (2.00), thus,  the hypothesis stated 
that "internal marketing influences job satisfaction" 
was proven. This means that organizations that 
apply good internal marketing practices will 
increase employee job satisfaction. 

In line with the findings in this study, previous 
researches also suggest that internal marketing have 
an influence on job satisfaction. One of which was 
done in the organizational context on cultural 
congruence (organizational and personal) as a 
moderator between internal marketing and job 
satisfaction in hospitality-related workplace 
(tourism) with the target subjects consisting 
employees born either in Australia or Taiwan. 
Another example was done in Australia targeting 
samples of total 458 employees working in tourism-
related business. It was proven empirically that 
more qualified internal marketing praxis leads to 
job satisfaction increase [12]. similarly, there was 
also a study done in Bangladeshi insurance 
companies with the purpose of examining internal 
marketing practices influence on frontline 
employees' perceptions. In the research, it was 
found that the internal marketing program was 
assessed positively by frontline employees (FLE) 
resulting in employees who were satisfied with their 
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jobs, this job satisfaction resulted in better 
employee performance [71]. 
 
6.3. Internal Marketing influences 

Organizational Commitment 

The data  analysis results contained in this 
study proved that the practice of internal marketing 
did not influence organizational commitment as 
indicated by the statistical T value of the statistical 
t-test of 1.928, because the t-statistic value was 
smaller than the t-table 2.00, the hypothesis stating 
that "job satisfaction is influenced by internal 
marketing " was rejected. 

The findings of this research contradict 
previous studies proving that internal marketing 
influences organizational commitment [6]. 
Likewise, another research also stated that  internal 
marketing is the principal approach in achieving 
ideal employees commitment in an organization 
[74]. In the same view, the other studies also 
suggested that  the increase of organizational 
commitment and job satisfaction are the impact of 
internal marketing influence [33], [75], [76]. 

This study failed to find the direct connection 
between the escalation of organizational 
commitment as the impact of internal marketing 
practice. In fact, the results showed that Internal 
marketing did not directly affect organizational 
commitment, but has to be mediated by 
organizational justice before the specified influence 
applied [72].  

In line with this study, it was found in a 
research that only if it is in the form of procedural, 
interactional distributive justice, organizational 
justice [56] will influence job satisfaction 
significantly, which in turn it will impact the 
escalation of organizational commitment. 
Referencing to researches done on this matter, 
including this study, it is known that there are two 
different kind of findings (those who proved that 
internal marketing and organizational commitment 
have a direct influential relation and who 
didn’t/failed to prove) 
 
6.4. Internal Marketing influences 

Organizational Commitment mediated 

by Organizational Justice  
Under the PLS approach, the data analysis 

results in this research displayed the coefficient 
value regarding influential relation between 
organizational commitment and internal marketing 
praxis at 4.492 (p value 0.000 <0.005). The result of 
the coefficient value was positive, hence,  it can be 
concluded that the influence between the two was 

unidirectional, meaning that the higher the quality 
of internal marketing pratices implemented, the 
more organizational commitment will be extended. 

The cause behind the value gain was the 
greater number of  t-statistic value compared to the 
value of t-table( 2.00), thus,  the hypothesis which 
stated ”Internal marketing, mediated 
byorganizational justice, influences  organizational 
commitment significantly" was proven to be true.  

Such result was accord what previous studies 
showed, that organizational commitment is 
influenced by internal marketing through the 
mediation from organizational justice. Specifically, 
the study found that lecturers with well-treated 
condition will promote more commitment. This 
condition is the impact of perceived view 
considering internal marketing practice as shaping 
justice (procedural, interactional, and distributive) 
in the organization and, in turn, it will promote  the 
escalation of organizational commitment [6] [74]. 
   
6.5. Job Satisfaction influences 

Organizational Commitment 
Being tested under PLS approach, the data 

analysis resulted in the coefficient value of 
influential relation betweem job satisfaction and 
organizational commitment at 7.205 (p value 0.000 
<0.005). The result of the coefficient value was 
positive, it can be concluded that the influence 
between the two was unidirectional, meaning that 
organizational commitment improvement is 
triggered by higher job satisfaction. 

The results gained due to greater value of t-
statistic compared to t-table (2.00). Based on this,  
the hypothesis stated "job satisfaction influences  
organizational commitment" was proven.  

In line with this study, the previous one done 
in higher institutions found job satisfaction 
influence on organizational commitment. The 
satisfaction of Lecturers in there is said to be 
correlated to a bunch of complexity named 
demographic character, type of work, salary, type of 
assignment, promotion opportunities, relations 
between workers and other factors. Simultaneously, 
lecturers can be satisfied from the job side and can 
be dissatisfied from the other side [75].  

Similarly, another study done in Bangladesh, 
set in private higher educational institutions, proved 
that compensation, career security, opportunities 
for personal growth, cohesive team, career-related 
growth, working circumstance, working culture and 
policies in the organization bring prominent 
influences on job satisfaction. However, among 
those dimensions; compensation, career security 
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and working circumstance hold highest influence. 
In a nut shell,  lecturers with high satisfaction are 
more likely to be committed and creative in their 
profession [56].  

  
6.6. Organizational Justice influences 

Organizational Commitment 
The coefficient value of influential correlation 

between organizational justice and organizational 
commitment was found at the value of 0.393 (p 
value 0.694> 0.005). This condition happened due 
smaller value of t-statistic value compared to t-table 
(2.00), that is why,  the hypothesis stated that 
"Organizational justice influences  organizational 
commitment" was not proven. 

Similar to this research, the previous one 
done in Canada taking 213 teachers as samples 
found that there was no influential correlation 
between organizational justice and organizational 
commitment [78]. 
 
6.7. Organizational Justice influences Job 

Satisfaction 
The data analysis result showd the coefficient 

of influential connection between organizational 
justice and job satisfaction at the value of 8.356 (p 
value 0.000 <0.005). The result of the coefficient 
value was positive, it can be concluded that the 
influence between the two was unidirectional, 
meaning that notable organizational justice 
impleentation inflicted job satisfaction promotion. 

Such condition was occured for bigger number 
of t-statistic value compared to t-table (2.00), thus, 
the hypothesis stated that "job satisfaction increase 
is impacted by the influence of  the practice of 
organizational justice influences " was accepted.  

Likewise, previous study also found that 
employees fairly treated are more likely to be 
content with their job and willing to well behaved 
as well as being productive and creative [79], [80]. 
Additionally, another similar research proved that 
the practice of organizational justice is positively 
related to the development of job satisfaction [21]. 
  
6.8. Organizational Justice influences 

Organizational Commitment mediated 

by Job Satisfaction 

Set with the help of  PLS approach, this study 
found the coefficient of influential connectivity 
between organizational justice and  organizational 
commitment, via job satisfaction mediation, at 
thevalue of  4.681 (p value 0.000 <0.005). The 
result of the coefficient value was positive, thus, it 
is safely deduced that the influential relation 

between the two was unidirectional, meaning that 
organizational justice maintain in a robust manner 
helps the organizational commitment growth. 

Such situation occurred for the greater number 
of   t-statistic value compared to t-table (2.00), 
hence, it is safe to say that hypothesis stated that "by 
the mediation of job satisfaction, organizational 
commitment is affected by organizational justice" 
was accepted.  

Contextually similar, a number of previous 
studies discovered that proper income distribution 
leads to  job contentment, and, in turn, it allows 
organizational commitment to sprout [81]. Another 
linear result was also found, proving that 
commitment is highly influenced by organizational 
justice [19], [82]. 
 
7. Conclusion, Research 

Contribution and Future 

Research 
7.1. Conclusion 

This research examined the influence of internal 
marketing on organizational commitment with job 
satisfaction and organizational justice as mediating 
variables on private universities in Indonesia. Based 
on the research results, the following conclusions 
were obtained: 
1. The results of convergent validity testing as seen 

from the loading factor value for all indicators 
on the internal marketing, job satisfaction, 
organizational commitment and organizational 
justice variables showed that all indicators or 
question items were valid, with an outer loading 
value of> 0.7. 

2. The results of reliability testing conducted by 
looking at the composite reliability value show 
that all constructs have a value> 0.7. Based on 
this value, it can be concluded that the 
instrument reliability was met. 

3. The result of research hypothesis testing: 
a. Internal marketing influenced 

organizational justice.  
b. Internal marketing influenced job 

satisfaction.  
c. Internal marketing did not influence 

organizational commitment.  
d. Internal marketing influenced 

organizational commitment mediated by job 
satisfaction.  

e. Internal marketing influenced job 
satisfaction mediated by organizational 
justice.  

f. Job satisfaction influenced organizational 
commitment.  
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g. Organizational justice did not influence 
organizational commitment.  

h. Organizational justice influenced job 
satisfaction.  

i. Organizational justice influenced 
organizational commitment mediated by job 
satisfaction.  

 
7.2. Research Contribution  
This research provides the following theoretical and 
practical contributions: 
7.2.1. Theoretical Contribution  

This research consisted of 4 constructs, namely 
internal marketing, organizational commitment, 
organizational justice and job satisfaction. The 
construct had been tested for validity and reliability 
and showed that this research met the requirements 
for validity and reliability; thus, this research can be 
replicated for future studies. 
a. Most of the hypotheses proposed in this research 

were proven or in line with the findings of 
previous studies, except for the third hypothesis, 
namely internal marketing did not influence 
organizational commitment. Internal marketing 
does not directly affect organizational 
commitment, this was not in line with the results 
of previous studies which showed that Internal 
marketing influenced organizational 
commitment [6], as well as the results of other 
studies which showed job satisfaction and 
organizational commitment can be increased by 
internal marketing [33], [75], [76]. Internal 
marketing must go through organizational 
justice first then organizational commitment, 
this can be explained that in order to foster the 
organizational commitment of lecturers, private 
high institutions need to act fairly first, the 
values of justice felt by lecturers will grow 
organizational commitment. This finding was in 
line with the research which showed that 
organizational justice mediated between internal 
marketing on organizational commitment [74]. 
Lecturers perceived that internal marketing 
practiced by institutions aims to build 
organizational justice, for distributive, 
procedural and interactional, the justice that is 
felt by lecturers ultimately influenced 
organizational commitment.  

b. The seventh hypothesis which stated that 
organizational justice influences organizational 
commitment was not proven. The results of this 
research indicated that when the influence of 
organizational justice directly on organizational 
commitment was tested, it was not proven, but 
when tested using mediation job satisfaction, it 

was proven. This showed that to foster 
organizational commitment, private higher 
education institutions need to first create fair 
treatment of lecturers, for distributive justice 
(salary, reward, job appraisal, equal opportunity 
for self-development), procedural justice and 
interactional justice. This organizational justice 
will be responded to in the form of job 
satisfaction by lecturers, lecturers who are 
satisfied with their work will eventually foster 
organizational commitment to their institutions. 
 

7.2.2. Practical Contribution 

Practical contributions or managerial implications 
are practical uses of research results. The practical 
implications of this research are as follows: 
a. Primarily, this study contributes to be practical 

reference for authorities in private universities in 
order to allow organizational commitment 
sprout among lecturers. it is important for 
universities to practice internal marketing, build 
job satisfaction and create organizational justice. 
The increasing organizational commitment of 
lecturers will have an impact on good service to 
students, students who are satisfied with the 
service of lecturers will have a good impact on 
private university, for example with a positive e-
WOM.  

b. For marketing practitioners, it was found that 
these variables influenced the organizational 
commitment including good internal marketing 
practices in organizations, employee job 
satisfaction and organizational justice practices. 
Thus, marketing practitioners need to 
understand aspects within the organization when 
satisfying their external customers. In the 
context of the private high education 
organization, managers can use the constructs 
built in this research to foster the organizational 
commitment of the lecturers.  
 
 

7.3. Research Limitations and Future Research 

Although this research was conducted by 
following scientific research guidelines using the 
Structural Equation Model (SEM) with the Partial 
Least Square (PLS) program, there are still some 
limitations that can be an opportunity for further 
research. The limitations are as follows: 
1. This research did not use demographic control 

variables, such as age, gender, education; thus, 
demographic bias may arise. 

2. The sample of lecturers was not differentiated 
between lecturers appointed by the Private 
Higher Education Foundation and state 
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lecturers who assisted PTS. This condition can 
lead to organizational commitment bias due to 
different employment statuses.  

3. Lecturers who were the research sample were 
also not differentiated whether the lecturers 
who were currently in office, lecturers who had 
served or lecturers who had never served at all. 
This condition also allows the emergence of 
organizational commitment bias because of the 
intensity of its involvement in organizational 
management. 
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