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Abstract— This study designed to examine the impact of innovative work behavior on employees’ intention to leave/ quit moreover 

investigate the meditation role of the employees’ readiness towards the relation between the main variables of this study. A proposed 

framework was established and tested using multiple regressions on a sample of 438 academic staff and knowledgeable employees at 

different private universities were selected for survey and data were statistically tested by applying regression and correlation analysis. This 

study addressed the following questions: 1) what is the relationship between innovative work behavior and the employees’ intention to 

leave? 2) what is the meditation role of employees’ readiness to marketing innovation on the relation between innovative work behavior 

and intention to leave? The results suggest that the relationship between innovative work behavior and intention to leave, claiming that if 

the innovative behavior increases the employees’ intention to stay at the organization; their intention to leave will be decreased. Also the 

idea promotion dimension has the most significance dimension negatively influencing on intention to leave. The mediation role of marketing 

innovation explained that the employees’ intention to leave was determined by the predictor innovative work behavior with the help of 

mediator. The originality of this study adds to the intention to leave literature at the private higher education institutions by providing 

empirical evidence for the meditation role of the new trend “employees’ readiness to marketing innovation” on the relationship between 

innovative work behavior and intention to leave. 
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——————————      —————————— 

1 INTRODUCTION                                                                     

Employee turnover and intention to leave or quit jobs have 

always been a main problem. It may lead to increased recruit-

ment, selection and training costs in addition “unpredictable pro-

duction and decreased or limited profits”. Being overworked or 

overstressed, lack of being delegated, little opportunity for career 

path and unparticipating into decision making may lead to inten-

tion to leave. A turnover rate can affect in low morale and new 

employees are not also free from this situation. The turnover over 

the world recorded between 13.2% to 10% in industries as tech-

nology and soft wares, retail, entertainment, professional ser-

vices, education, financial services and insurance and telecom-

munications respectively. The human resources practices at any 

organization can effectively promote innovative work behavior in 

idea generation, idea promotion and idea realization or imple-

mentation relations among supervisors and employees in addition 

reward allocation to accomplish desired objectives in terms of 

quality and performance. The current situation at the private 

higher education institutions in Egypt is increasing and becoming 

competitive which consists both categories of institutions, private 

and academies, as they are operating with an increasing force of 

excellence of education to deal with both nonprofit and profitable 

institutions. The current era, research institutions, high-

technology institutions, as well as universities around the world 

act as central forces of scientific and technological innovation. 

Thousands and millions of university faculty members “Acade-

micians” and employees worldwide are engaged directly in this 

innovation scope to maintain and improve the ability of them to 

innovate. Therefore, their organizational commitment towards the 

idea of innovation must be taken into consideration [1] yet, at the 

same time many experts and knowledgeable employees tend to 

leave their organization for many reasons. Innovative work be-

havior is one of the most important gears which enables institu-

tions and companies to reach success and excellence. Moreover, 

this issue has not received enough attention and consideration, 

especially in the Arab environment. Therefore, the previous stud-

ies are interested in using all dimensions of innovative work be-

havior namely idea generation, promotion and idea realization 

[2]. The results could mention to address the study problem 

which may lead to make employees to layoff and may affect or-

ganizations to lose innovative staff, knowledgeable employees 

and most of institutions may lose their intellectual capital at the 
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same line. To fill the gap in the study, many studies develop lots 

of models depending more than dimension of innovative work 

behavior. This study grows a model to explain the parallel effects 

of the three dimensions of innovative work behavior on the em-

ployees’ intention to leave. This study intended to scan to what 

extend that the perception of employees’ universities of their in-

novative work behavior can affect their intention to leave/ quit 

job and analyze the innovative behavior of the study, three di-

mensions, which can lead employees to reduce their intentions to 

leave. A few studies have been conducted to examine the rela-

tionships among the dimensions/ factors of innovative work be-

havior and turnover intention. Moreover, studying this topic at 

the context of the private sector of Egyptian universities is espe-

cially limited and may be does not exist in the Egyptian setting. 

The study also used survey to test the study assumptions on a 

sample of 438 respondents at several private universities and 

academies in Egypt. So, the current study may contribute to show 

new shadows with respect to addressing the relationship of the 

importance of the dimensions of innovative work behavior and its 

predictability to determine the leave of turnover intention. In ad-

dition to the meditation role of employees’ readiness to market-

ing innovation on the relation between innovative work behavior 

and their intention to leave. 

  2 CONCEPTUAL FRAMEWORK 

2.1 Innovative Work Behavior  

 

Modern literature of innovative work behavior has recently re-

ceived much attention by scholars and scientists of manage-

ment. The literature showed that there is some difference be-

tween creativity and innovative behavior, the difference be-

tween creativity and innovative work behavior is that creativity 

means the ability to get new ideas only but innovative behavior 

includes realization of these ideas [3]. [4] developed the meas-

urement of creativity followed by the four-component structure 

of originality, fluency, elaboration, and flexibility. However, 

innovative work behavior has three-component structure: idea 

generation, idea promotion and idea realization or implementa-

tion [2]. Innovative work behavior influences the sustainable 

labor participation, that is what [5] said in his dissertation 

which showed insight on proactivity, mindset and creativity in-

fluence on innovative work behavior. The ability to continu-

ously innovate and improve products, services and work pro-

cesses is a critical issue for organizations. Individual employ-

ees need to be both willing and able to innovate if a continuous 

flow of innovations is to be realized [2]. The idea that actions 

of individual employees are of crucial importance for continu-

ous innovation and improvement is not just found in academic 

literature on innovation, but also stressed in work on several 

other popular management principles, such as corporate entre-

preneurship [6] and total quality management [7]. The meas-

urements of innovative work behavior vary from one scholar to 

another. Some of them used the perspective of personal creativ-

ity focusing on personality not on work-related behavior [8]. 

On the other side, [9] focused on personality not on work-

related behavior. Innovative behavior includes thinking, creat-

ing, designing, and implementing of new ideas collected form 

individual and organizational performance [10]. Moreover, an 

employee innovative behavior means how employees and their 

supervisors able to create/ implement the unique, valuable new 

ideas on services/ products and other methods and the relation-

ship between idea quantity and realization is more than sample 

than the relationship between idea generation and their realiza-

tion [11]; [12]; [13]. Employee innovative behavior has multi 

stage process “one-dimension model” established by [2], “two-

dimension model” proposed by [14], “three-dimensional mod-

el” suggested by [15]. Innovative behavior helps organizations 

to attain competitive advantage [16]; [17]; [18]. [19] used em-

ployees’ creativity performance by supervisor ratings of an 

employee creativity and work-related innovative behavior. 

Scott and Bruce’s general dimension is to involve both genera-

tion and implementation of ideas. Janssen’s   ratings were idea 

generation, idea promotion and idea realization. However, [18] 

applied employees’ ratings which were opportunity explora-

tion, generative, formative investigation, championing and ap-

plication dimensions. [18] pointed that innovative behavior 

consists of five stages including employee behavior, producing 

ideas, opportunities, organization support and implementation. 

On the other hand, [10]; and [2] suggested that innovative be-

havior at the workplace is considered a complex behavior con-

sisting of a set of three different behavioral types: idea genera-

tion, idea promotion, and idea realization. [2] is the first schol-

ar who has tried to develop a truly multi-dimensional measure, 

using both self and other ratings of employees’ innovative 

work behavior. Janssen tried to formulate items especially at-

tempting idea generation, idea promotion and idea implementa-

tion. However, he found out strong relationships between these 

three behaviors and concluded that his items could be the best 

combination and used as a single stabilizer scale. While, [20]; 

[21] suggested that innovative work behavior illustrated from 

four dimensions: opportunity exploration, idea generation, 

championing and application. One of the suggestions presented 

by this study is to use Janssen’s scale with its three dimensions 

of innovative work behavior. The perspective of organizational 

climate supporting innovation [10] included managers’ ratings 

of resource supply and organizational support for innovation. 

[14] applied employees’ ratings as generation, testing and im-

plementation of ideas. The non-managerial employees their in-

novative work behavior and implementation of ideas are ori-

ented towards the use of computer technology and financial re-

sources. [20] argued that both scholars and practitioners em-

phasize the importance of innovative work behavior of individ-

ual employees for organizational success, but the measurement 

of innovative work behavior is still at an evolutionary stage. 

[22] demonstrated that there are three features of employees’ 

participation to survey. First, employee’s cognitive representa-

tion and reports of his or her own innovative work behavior 

may be more accurate than those of his or her supervisor. Sec-

ond, the estimation of innovative behavior as assessment work 

behavior is more like many forms of subjective performance 

appraisal, highly critical and thus likely to vary across evalua-

tors. Finally, the supervisor’s measure may miss much genuine 

employees’ innovative activities, and may capture only those 

gestures intended to affect the supervisor. This study has been 

adopted the viewpoint of measuring innovative work behavior 

on the basis of the three-dimension scale: idea generation, idea 
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promotion and idea realization from the perspective of knowl-

edgeable employees and reports of their own innovative behav-

ior as they seen at the university setting.  

 

   2.2 Intention to Leave 

Intention to leave or intention to quit can be defined as an indi-

vidual’s behavioral intent that can be described as “the extent 

to which an employee plans to leave the work”. [23] divided 

the causes of employee turnover into three factors; factor num-

ber one is related to work setting or context as job satisfaction, 

wages and performance; factor number two is related to em-

ployees’ demographic factors as age, educational level and sex 

or gender. The third one is external as being without a job and 

presence of employees’ unions. Both of [24]; [25] mentioned 

that the main issue is the increase in actual turnover which has 

negatively affected private and public institutions by decreas-

ing efficiencies and increasing expenses. [26] considered that 

quitting work divided to voluntary or involuntary. Voluntary 

turnover is when employees decide to quit the work on their 

own choice while involuntary turnover occurs when the organ-

ization decides to make some modifications of the employees 

redundant or lay them off. In Malaysia context [27] also men-

tioned that involuntary turnover is often vital for the concern of 

the organization, but voluntary turnover is considered very 

dangerous and destructive to the organization’s continuity and 

performance. Therefore, the employees in Egypt are more as-

sociated with semi-voluntary turnover via the offers which 

considered as a mixed shape between voluntary or involuntary 

cases [28]. 

 

   2.3 Readiness to Marketing Innovation 

Private higher education institutions (PHEIs), particularly in 

Egypt, have get highly competitive at private business sector. 

This is due to the continuous educational services and learning 

facilities provided by these universities. The Minister of higher 

education of Egypt said that our higher education system had 

already a large number of students and that we were ready to 

have more numbers of universities. In private higher education 

sector, private universities need to have some teams of highly 

skilled and well experienced employees who are creative and 

innovative enough to do the right marketing process required 

by these universities.  These employees are concerned with us-

ing their marketing mix in such a talented way that they could 

achieve their marketing goals and objectives. They should 

stress on the point of their university distinguishability by dis-

playing all services, benefits, facilities and privileges provided 

to achieve students’ satisfaction. According to the perspective 

of innovation, the marketing mix requires new marketing pro-

cedures, processes and programs that are beyond all traditional 

and conventional techniques. It is the current change that al-

lows for the emergence of new disciplines and sciences that did 

not exist before. Consequently, it has become necessary to re-

spond to that on-going change by offering new services and 

learning programs in order to meet the students’ new require-

ments and desires. The new educational systems and learning 

visions, including distance learning, on-line learning and open 

learning in addition to formal or governmental education have 

become so convenient that they meet all needs, desires and cir-

cumstances of learners. Therefore, competition between private 

universities and governmental ones has become so obvious and 

fierce. The private sector has overcome all the obstacles of 

governmental education by providing better and quality learn-

ing services and programs, creating a new market and a good 

environment for learning. As a result, public universities have 

tended to privatize some educational programs by establishing 

new units for education under the name of specialized pro-

grams where the government has recently adopted new systems 

for assessment and evaluation in an attempt to simulate what is 

done in the private sector. The researcher asked some of the au-

thorized persons at the private higher education sector about 

the reasons of the decline of marketing innovation in some uni-

versities. The answers were shocking to me. The main reason 

for the decline was because of the lack of employees’ participa-

tion in decision-making process. This goes back to the nature 

and type of leadership and management. In addition to the lack 

of a transparency, comes the unfair distribution and implemen-

tation of justice among employees which makes them, in turn, 

reluctant and inactive to provide new ideas, and more im-

portantly, the absence of the marketing role itself at these uni-

versities. [29] defined marketing innovation as a successful ex-

ploitation of creative ideas. Mastering the marketing mix in-

cluding creative ideas, a product/ service distribution, promo-

tion, pricing is a key process for making marketing successful. 

Marketing innovation is very simply process of adopting new 

creative ideas along with developing, improving and promoting 

existing products through different perspectives of marketing. 

Moreover, marketing creativity is a process that has solid steps 

into distinctive practices in an organization’s marketing de-

partment. The organization that has a unique, creative, or inno-

vative marketing strategy can hold a distinguished position in 

marketing industry and is less likely to be imitated by competi-

tors. [30] determined the influence of innovative marketing 

strategies and their effective implementation on the business 

performance. Their study has indicated that innovative market-

ing strategy and effective execution are positively associated 

with business performance. The value innovation is a new way 

of thinking about creation of blue oceans which is driving costs 

down while simultaneously driving value up for the consumers. 

This assured that the “blue ocean strategy” has one of the 

trends that many researchers agree [31] Simply enough, the 

trend claims that firms only achieve positive goals if they be-

lieve in hard decision-making process, innovative solutions and 

innovative strategies. Innovation leads to new marketing strat-

egies which help an organization think innovatively and 

strengthen its competitive capability in the field. Innovative 

strategies comprise a new pricing model, value propositions, 

market expansion, customer-driven policies, efficient supply 

chain, and good communication means with customers or cli-

ents [32]. The marketing mix is the main reason for consumers 

to purchase a certain product or service due to a differentiation 

in customer value that will lead to increased organizational per-

formance. Marketing innovation can be measured against a 

scale, adopted from the study of [33], using a five-item pa-

rameter as dependent variables. I have made some modifica-
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tions to the scale and developed it to be more appropriate for 

the study.  

 

Although several studies have been showed in the Western and 

Middle East on the dimensions of innovative work behavior but 

there is no study has tried to examine the relationship between 

the dimensions of the innovative work behavior as independent 

variable on employees’ intention to leave with the effect of their 

participation on marketing innovation process at the private uni-

versity setting in Egyptian context which can enhance productivi-

ty to keep sustainable of the organization. This study also pur-

poses to find the impact of innovative work behavior dimensions 

on employees’ intentions to quit. Moreover, identify innovative 

work among the employees at the private higher education insti-

tutions in Egypt. On the other side, identify the meditation role of 

employees’ readiness to marketing innovation on the relationship 

between the main study variables. Some objectives can be sum-

marized as: 

 

 To evaluate the level of innovative work behavior, readiness 

to marketing innovation and the level of intention to leave 

among the employees worked at private higher education in-

stitutions in Egypt. 

 To explore the association between innovative work behav-

ior among employees and their intentions to quit work at pri-

vate higher education institutions in Egypt. 

 To examine the meditation role of employees’ readiness to 

marketing innovation on the relationship between both of 

study variables at private higher education institutions in 

Egypt.    

 

Thus, the main study question can be formulated as “Is the inno-

vative work behavior related to employees’ readiness to market-

ing innovation and their intention to quit the work at the private 

higher education institutions in Egypt?” The research questions 

could be also summarized in details: 

 

Question 1: Does the innovative work behavior affect employ-

ees’ intention to quit at the private higher education institutions in 

Egypt? 

 

Question 2: Does the innovative work behavior affect employ-

ees’ readiness to marketing innovation at the private higher edu-

cation institutions in Egypt? 

 

Question 3: Does employees’ readiness to marketing innovation 

affect their intention to quit at the private higher education insti-

tutions in Egypt? 

 

Question 4: Does the employees’ readiness to marketing innova-

tion process mediate the relationship between the innovative 

work behavior and employees’ intention to quit at the private 

higher education institutions in Egypt? 

 

 3. Literature Review and Hypotheses Development 

This study illustrates the role that could be played by employ-

ees’ innovative work behavior in predicting their intention to 

leave and/ or their readiness to marketing innovation. Hence, the 

private higher education institutions (PHEIs) in Egypt is given 

as a context where this study examines the role of marketing in-

novation as a mediating variable to mitigate the employees’ in-

novative work behavior and reduce their intention to leave. The 

study also evaluates innovative work behavior by measuring its 

dimensions to see how far they could influence employees who 

have intention to stay at work and consequently have readiness 

to participate in marketing innovation process. Moreover, the 

study refers to the bad effect of employees’ turnover on the 

Arabian business environment, particularly at the private higher 

education institutions in Egypt. One more objective of the study 

is to examine the impact of innovative work behavior on em-

ployees’ readiness to marketing innovation and how this impact 

might lead to either of the two scenarios: intention to leave work 

or keep staying and becoming ready and active in marketing in-

novation process. In 2019, [34] aimed to illustrate that the ser-

vice employee creativity is the vital requirement for innovative 

work behavior in banking services context among the sales staff 

of the banking industry in Vietnam. This study indicated that the 

creativity of employees positively and significantly with innova-

tive work behavior by 0.52, thereby affecting innovative out-

puts. In addition to the above, [35] hypothesized that innovative 

work behavior can reduce teachers’ turnover intention by medi-

ating the effects of organizational justice. While the study of 

[36] investigated the negative impact of innovative work behav-

ior on intention to leave and they revealed that there was a posi-

tive and significant relationship between innovative work be-

havior and intention to leave at manufacturing and pharmaceuti-

cal companies in Indonesia. However, the same study showed 

that when the distributive justice is moderated the relationship 

between innovative behavior and intention to leave will be nega-

tively relationship. [37] has just revealed that the relationship 

between innovative behavior and the intention of leaving work 

at the private higher education institutions in Egypt was nega-

tively significant. While idea promotion dimension predicts 

about 16.3% of employees' intentions to leave. This study also 

suggested that the increase of innovative work behavior by one 

unit helping to reduce the level of intention to leave by 0.172 

unit. Moreover, the study of [38] demonstrated the impact of 

employee innovation on turnover intention in 36 different ser-

vice firms operating in Turkey. The study revealed that the rela-

tionship between employees’ innovation and intention to leave 

has a negative significant impact. Through the direction of 

quality of the work environment and its effect on employees’ 

intention to quit [39] and his colleagues investigated this rela-

tion and revealed that the lack of information, low satisfaction 

and non-participation in important decisions affecting the em-

ployees’ intention to quit.  In 2015, [40] mentioned that there is 

a negative relationship between perceived boredom as a factor 

could threat the employees’ innovative work behavior in addi-

tion to that there is another study explained the association be-

tween the existing innovation climate and its effect on organiza-

tional performance through the meditation role of innovative 
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work behavior which demonstrated the importance of managers 

and knowledgeable employees in determining the performance 

at organization [41]. In addition, organizations which are adopt-

ed with innovation atmosphere may lead to reduce the level of 

leaving organizations. The previous studies still uncertain and 

most of them did not describe and investigate the relationship 

between innovative work behavior and employees’ intention to 

leave in details. Many studies have cared about the relationship 

between customer participation and its effect on employees’ in-

novative work behavior [42] tended to measure this relationship. 

They also found that perceived customer participation has a sig-

nificant impact and relationship with employees’ work behavior 

from the perspective of employees in hospitality investigation. 

On the other hand, the study of [43] mentioned in their study 

that the internal marketing as a new concept that considered em-

ployees, as internal customers, are new tool of organization’s 

innovativeness which has impact on innovative work behavior 

from the perspective of employees of auto parts manufacturing 

sector. In 2020, [37] has also mentioned that around 8.9% of the 

variation in readiness to marketing innovation at the private 

higher education sector in Egypt is resulted due to the employee 

innovative work behavior. While idea realization predicts 

around 33.2% of employees’ readiness to marketing innovation 

positively. Further, idea generation and idea promotion have not 

the innovation contribution in marketing innovation process. On 

the other side, [37] has already concluded that around 16.1% of 

the variation in employees’ intention to leave is resulted due to 

their readiness to marketing innovation. The model of his study 

provided a negative significant impact of overall marketing in-

novation on employees’ intentions to leave university. From 

these perspectives and due to the previous studies still did not 

describe the relationship between innovative behavior and the 

readiness to marketing innovation. According to the literature, 

the high turnover rate of employees may negatively affect high-

er education sector in Egypt so the researcher supposed that if 

employees do not participate in marketing innovation process, 

they will be willing to quit job. According to the previous stud-

ies we have proposed that employees’ readiness to marketing 

innovation might act as a mediator between innovative work be-

havior and employees’ intention to leave among employees’ 

university. However, there have been few empirical studies con-

ducted to test this proposition. To address this research gap, 

based on the previous ideas we assumed and generated the fol-

lowing hypotheses as follows: 

H1: There is a significant relationship between innovative work 

behavior and employees’ intention to leave. 

H2: There is a significant relationship between innovative work 

behavior and the readiness to marketing innovation.   

H3: There is a significant relationship between employees’ read-

iness to marketing innovation and their intention to leave.   

H4: Employees’ readiness to marketing innovation mediates the 

relationship between their innovative behavior and their inten-

tion to leave. 

This study was intended to explore the relationship between the 

dimensions of innovative work behavior and employees’ inten-

tion to leave in addition to determine the meditation role of em-

ployees’ participation or their readiness to marketing innovation 

on the relation between innovative work behavior and intention 

to leave. (As exposed in figure.1), therefore quantitative study 

design is more appropriate for emerging a framework of present 

study. The data was collected from full-timers employees 

worked at the private universities in Egypt. The data is analyzed 

via Statistical Package for the Social Sciences program version 

23.0 the proposed model is shown in figure 1.  

  
4. Methodology 

  4.1 Participants 

The population consists of all categories at the universities as 

gender, marital status, sex, educational level, tenure and job level, 

those workforces selected from more than governorate in Egypt, 

they invited to participate in this study from six governorates and 

towns in Egypt. The private universities and academies in Egypt 

are concentrated and existing round the six different governorates 

all over the Lower Egypt: Alexandria, Cairo, Giza, Tanta, Port 

Said as one of canal cities and Aswan as a city in Upper Egypt. 

The researcher chose the universities and academies which par-

ticipated to the study, from the six governorates, depending on 

the geographic distance of those institutions which having a 

weight furthermore the ranking web of the universities 

“Webometrics”. The selected institutions are as the following: 

Misr International University, Pharos University, Egypt-Japan 

University, Germany University, British University, French Uni-

versity, American University, Egyptian E-learning University, 

Delta University, Nile University, Arab Academy for Science, 

Technology and Maritime Transport, Sadat Academy and Acad-

emy of Arts. So the study was done on ten private universities 

and three academies in Egypt. The participated institutions were 

thirteen private universities and academies which joined in this 

study from ten private universities and three academies. The tar-

get population of this study was chosen from the population has 

both of the faculty members and knowledgeable employees 

worked as full-timers at private higher education institutions in 
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Egypt. Therefore, the study focuses on the employee who have 

worked at higher education sector at academies and private uni-

versities at all departments, colleges and administrations which 

own the capability and facilities with all levels.  

  4.2 Procedural 

The deductive approach is the most convenient tool to collect, 

obtain data better than the inductive approach at this study which 

has several easy ways including the consideration of the time and 

resources to collect data, convenient, easy in analyzing and sam-

ple way of controlling the progress of quantitative research in 

difficult context and locations. Always, participants have full 

knowledge of the work environment under investigation and the 

researcher’s participation in this work is must to help open dis-

cussions using major and minor questions with managers and 

stockholders to determine the problem statement. Otherwise, the 

quantitative research may be objective, not subjective, and the 

number of participants may be too large. The researcher designs 

the questionnaire with the sensitivity to avoid any biases that may 

not suit of fit with the context of the private higher education 

sector in Egypt. The questionnaire also translated to Arabic to 

make it more convenient for most respondents who are not aware 

or familiar with English language. The pilot testing for the ques-

tionnaire was undertaken in Egypt in February 2019 this pilot 

testing took a round one month. The study survey was developed 

based on a review of the literature, in consultation with potential 

respondents and experienced researchers in the field of organiza-

tional behaviors. The survey instrument was then pre-tested on a 

small sample of 31 colleagues and managers at different depart-

ments, who were asked to complete the questionnaire and then 

evaluate it and suggest improvements. This procedure generated 

minor editorial amendments and modifications till we have at-

tained the final form. About 500 questionnaires were distributed 

through online and mail where 445 were returned and 438 were 

completed. The questionnaire distributed in six biggest cities in 

Egypt which have several private universities where target re-

spondents, knowledgeable employees and faculty members, 

worked as full-timers. The research chose the online and mail for 

delivering the self-administrated questionnaire to get the maxi-

mum response rate especially in the universities context in Egypt. 

 

Generally, the number of universities in Egypt is 27 public uni-

versities, 4 national universities, 25 private universities and 4 

academic institutions as worked institutions. This makes a total of 

60 universities and academies operating in Egypt. The number of 

employees at those universities is known for the researcher but it 

is impossible to get the names of all employees or even to know 

everything about them. The population of the ten private univer-

sities contains 7851 persons as staff members and 29441 persons 

as other employees. As for the three academies, the population 

contains 2199 persons as staff members and 7354 persons as oth-

er employees. Thus the total number of employees that worked as 

full-timers is 46845 employees. A self-administered survey in 

Arabic language with a cover letter stating the purpose of the 

survey has been mailed to each potential respondent employed at 

any private university or academy in Egypt. The Google form 

permitted to all participants were asked to send the completed 

survey back to the researcher. A follow-up mailing with the same 

survey attached took a few months after the initial mailing. Final-

ly, 438 completed questionnaires were received after exclude the 

outliers. A response rate can be reflected an acceptable response 

given that mailed surveys in the Arab world, in particular in 

Egypt, were the lowest response rate among nations and countries 

[44]. The study used demographic factors. Gender is measured by 

two scales, marital status is measured by four scales, education 

level is measured by five scales, age is measured by five scales, 

experience is measured by six scales and designation is measured 

by seven different scales.  

 

4.3 Tools and Measures 

The innovative work behavior is independent study variable. 

Based on the literature review, innovative work behavior is 

measured by the scale created by [2]. The scale measures innova-

tive work behavior across its three dimensions “idea generation; 

idea promotion; and idea implementation/ realization”. I have 

made some modifications to some items of the scale to match the 

nature of selected samples and appropriate all categories of 

knowledgeable employees in the study. Having been taken and 

modified from other previous studies, I have applied these items 

on samples as supervisors, employees and other categories at 

many organizations. Idea generation is measured by four items 

(e.g., “How often does an employee try new ways of doing things 

at work?”, “How often does an employee suggest innovative so-

lutions to solve hard problems?’’ and “How often does an em-

ployee generate original solutions for problems?” Idea promotion 

is the second dimension of innovative work behavior measured 

by five items (e.g., “How often does an employee ask his col-

leagues to get new ideas” and “How often does an employee co-

operate with others in initiating new ideas”. Idea realization is the 

third dimension of employees’ innovative work behavior which is 

measured by four items (e.g., “How often does an employee 

transform innovative ideas into useful applications” and “How 

often does an employee attempt to convince colleagues to support 

an innovative idea”). The reliability of idea generation was 0.832 

after deleting question number 1 that increased the percentage of 

Cronbach’s Alpha. When items were deleted the association 

among the dimension and the item variables ranged between 0.82 

to 0.899 with significance level 1%. The reliability of idea pro-

motion is 0.864 after deleting questions 3, 4 and 5. The associa-

tion among the dimension and the item variable ranged between 

0.931 to 0.964 with significance level 1%. The last dimension has 

a coefficient for the idea realization dimension equal 0.873 after 

deleting questions number 2 and 4 which increased the percent-

age of Cronbach’s Alpha. The relationship between the dimen-

sion and the item variable ranged between 0.94 to 0.945 with 

significance level 1%. Finally, the total of reliability of innova-

tive behavior variable was 0.82. The below table 1 summarizes 

the Cronbach alpha coefficients and the number of items deleted: 

Table 1 
Innovative Work Behavior and Cronbach Alpha Coefficients 

 

Dimensions Number of valid items Cronbach alpha coeffi-
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cients 

Idea generation 3 0.832 

Idea promotion 2 0.864 

Idea realization 2 0.873 

Total items and reliability 7 0.82 

Source: The researcher, based on data analysis 

The innovative work behavior consisted of idea generation, idea 

promotion and idea realization. The 9-item scale created, devel-

oped and adapted by [2] between supervisors’ and knowledgeable 

employees’ rates proved efficient. Each question is answered 

against a 5-point Likert scale from 1=Never to 5=Always. Exam-

ple questions are: “The employees create innovative solutions to 

solve hard problems” (idea generation), “The employees ask col-

leagues to get new ideas” (idea promotion) and “The employees 

transform innovative ideas into useful applications” (idea realiza-

tion). In case of innovative work behavior scale, the number of 

items used was 7 after the deletion of all inapplicable, invalid and 

unreliable. The 5-point Likert scale (1= Never to 5= always) was 

used. The total number of items in the modified innovative work 

behavior became 7 out of 9 items existing in the original scale. 

Consider a university setting as follows: (1) Idea generation in-

cludes 3 Items; (2) Idea promotion includes 2 Items; and (3) Idea 

realization includes 2 Items. Marketing Innovation, being a medi-

ator variable of the study, is measured by the scale created by 

[33]. The scale measures marketing innovation across its five 

dimensions. The dimensions are service innovation, promotion 

innovation, sales innovation, pricing innovation and communica-

tion innovation. It is a mediator variable of the study. Based on 

the literature, marketing innovation, as from the perspective of 

internal marketing, is measured by the scale created by [33] and 

was adapted for this particular study. The readiness of marketing 

innovation consisted of five dimensions where the first one ser-

vice innovation is measured by four items (e.g., “Most of the 

employees have readiness to create and present a new service”, 

“Most of the employees have readiness to diversify the services 

by creative ways”). Promotion innovation is the second dimen-

sion of marketing innovation and is measured by four items (e.g., 

“Most of the employees have readiness to encourage promotion 

methods innovated by themselves” and “Most of the employees 

have readiness to promote leaders to use multi-promotion meth-

ods”). Sales innovation is measured by four items (e.g., “Most of 

employees are ready to serve all new programs that are pub-

lished”. Pricing innovation is measured by four items (e.g., “Most 

of the employees are ready to use a multi-technique to collect 

tuition fees”). The pilot study also gets a new construct to the 

marketing innovation mix called communication innovation and 

measured by six items (e.g., “Most of the employees have many 

tools that allow them to communicate with the expected appli-

cants”). Table 2 provides the reliability of the service innovation 

which is 0.961 after deleting question number 1, and the relation-

ship between the dimension and the item variable ranged between 

0.963 to 0.964, The reliability of promotion innovation is 0.951 

after deleting questions 3 and 4. The relationship between the 

dimension and the item variable ranged between 0.975 to 0.98. 

The reliability of sales innovation is 0.937 after deleting ques-

tions 1 and 3. The association between the dimension and the 

item variable ranged between 0.969 to 0.971. The reliability of 

pricing innovation dimension is 0.792. The correlation between 

the dimension and the item variable ranged from 0.725 to 0.865 

without deleting any questions. The last dimension of marketing 

innovation is communication innovation dimension which has a 

reliability coefficient 0.924, after deleting question number 6 

which increased the percentage of Cronbach’s Alpha. The rela-

tionship between the dimension and the item variable ranged be-

tween 0.846 to 0.915. Finally, the total of reliability of employ-

ees’ readiness to marketing innovation variable is 0.945. The 

below table 2 summarizes the Cronbach alpha coefficients and 

the number of items deleted: 

Table 2 
Employees’ Readiness to Marketing Innovation, Eliminated Questions and 

Cronbach Alpha Coefficients 

 

Dimensions Number of valid items Cronbach alpha coefficients 

Service innovation 3 0.961 

Promotion innovation 2 0.951 

Sales innovation 2 0.937 

Pricing innovation 3 0.792 

Communication innovation 5 0.924 

Total items and reliability 15 0.945 

Source: The researcher, based on data analysis 

Readiness to marketing innovation is measured by using a five-

point scale composed of five items adopted by the study of [33] 

after being modified and developed. (e.g. “Most of the employees 

have the readiness to develop services with creative ways and are 

able to introduce educational programs with more innovative 

techniques”). The instrument used to measure this construct is 

adapted from [33] scale: “The impact of functional competencies 

packages in activating marketing innovation has been used as an 

applied study on Egyptian banks”. The total of items was 15 after 

eliminating all items that were inappropriate and not fit in terms 

of validity and reliability. All items use a 5-point scale with an-

chors ranging from (1) to a small extent to (5) to a large extent. 

The total number of items in the modified marketing innovation 

scale has become 15 against 16 items existing in the genuine 

scale. Consider a university context: (1) service innovation in-

cludes 3 Items; (2) promotion innovation includes 2 Items; (3) 

sales innovation includes 2 Items; pricing innovation includes 3 

Items and communication innovation includes 5 items. This study 

is measuring employees’ intentions to leave by the scale created 

by [45], cited in [46]. This variable is dependent variable of the 

study. The scale measures intentions to leave across its five ques-

tions. Intention to leave is measured by the scale created by [45]. 

The scale was adapted for this particular study. The intention to 

leave was measured by five items (e.g., “If I had a good oppor-

tunity, I would like to find another job”, and “I do not enjoy this 

job and have been searching for other positions”). The study re-
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vealed that the reliability of intention to leave variable was 0.865 

after deleting questions 4 and 5. “Layoffs are a typical occurrence 

around here”, and “People often get fired from this organization 

without good reasons” which increased the percentage of 

Cronbach’s Alpha when item deleted. The number of items after 

deleting unnecessary questions is 3 items, the relationship be-

tween the dimension and the item variable ranged between 0.863 

to 0.91 with significance level 1%. Thus, the scale measures em-

ployees’ intention to leave job across its three questions. Inten-

tion to leave, being the main dependent variable, is measured by 

using a five-point scale composed of five items adopted by the 

study of [45], cited in [46], five-item scale adopted by using a 

five-point Likert scale. (e.g. “If I have a good opportunity, I 

would like to find another job”). Finally, the intention to leave 

has three items. The total of items was 3 after eliminating all 

items that were inappropriate. All items use a 5-point scale with 

anchors ranging from (1) totally disagree to (5) totally agree. The 

total number of items in the modified intention to leave scale has 

become 3 against 5 items existing in the original scale. All varia-

bles tested to be suitable for dimension analysis with Kaiser-

Meyer-Olkin > 0.5 and significance <.001. The KMO values 

more than 0.6 indicate the sampling is acceptable and sufficient. 

KMO measure of sampling adequacy and Bartlett’s Test of Sphe-

ricity for innovative behavior estimated (KMO = 0.884; χ2 = 

2093.959; p < 0.001) and the amounted of intention to leave was 

(KMO = 0.703; χ2 = 398.387; p < 0.001) performed by the meth-

od of Principal Component Analysis. The demographic factors 

are divided into gender (1 = male; 2 = female), marital status (1 = 

single; 2 = married; 3 = divorced; 4 = widowed), educational 

level (1 = bachelor; 2 = postgraduate diploma; 3 = Master degree; 

4 = PhD), age (1 = 26-34; 2 = 35-44; 3 = 45-53; 4 = more than 54 

years), experience (1 = 5 years; 2 = From 6-10 years; 3 = From 

11-15 years; 4 = From 16-20 years; 5 = From 21-25 years; 6 = 

more than 25 years), job position or designation (1 = Vices Presi-

dent; 2 = Deans / Deputies; 3 = Heads of Departments / Deputies; 

4 = faculty members; 5 = Mangers / Supervisors; 6 = Specialists’ 

employees; 7 = other).  

5. Empirical Analysis 

5.1 Demographic characteristics of samples  

 
The study survey has sent out to the respondents via mail and 

whatsApp are distributed. More than 400 questionnaires are re-

plied and came back again. The response of the survey has cov-

ered 438 respondents which include all classifications and groups 

worked at the universities. The respondents are categorized into 

seven ranks: vice president (n= 14), deans or their deputies (n= 

44), heads of departments their deputies (n= 47), faculty mem-

bers (n= 165), supervisors (n=102), specialists (n=50) and other 

(n=16). Many scientists suggest that the first column within the 

table should suffice (Confidence Level = 95%, Margin of Error = 

5%).  To use these values, simply determine the size of the popu-

lation down the left most column. if we have 46845 employees 

and we want to sample a sufficient number to generate a 95% 

confidence interval that predicted the proportion who would be 

repeat employees within plus or minus 2.5%, we would need 

responses from a random sample of 381 of all employees howev-

er we have got around 438 forms of the distributed survey which 

is good If outliers and extremes seem to be due to a mistake in 

your data. The researcher determined the sample the sample size 

for a given population size [47]; [48], cited in [49]. The main-

stream of employees who have participated into this survey rep-

resented as the following men (71.7%) and female (28.3%). with-

in marital status single (13.7%), married (81.7%), divorced 

(3.2%) and widowed (1.4%).  In addition, Educational level 

bachelor (5.9%), postgraduate diploma (4.1%), Master degree 

(41.1%) and 48.4% were PhD holders. age range of 26-34 

(22.8%), 35-44 (39.7%), 45-53 (24.7%) and more than 54 years 

(12.8%). With work experience at university 5 years (10.5%), 

from 6-10 years (19.9%), 11-15 years (20.5%), 16-20 years 

(20.3%), 21-25 years (16.4%) and more than 25 years (12.3%). 

Top managerial positions were (47.2%) included vices president, 

deans, deputies, heads of departments and supervisors), academi-

cians and their associates were (37.7%) and non-managerial posi-

tions including specialists and others (15.1%).  

 

5.2 Descriptive Statistics and Pearson’s Correlations  

 
The innovative work behavior consists of three dimensions as 

follows: “idea generation, idea promotion and idea realization”. 

The descriptive statistics for the perceptions regarding idea gen-

eration showing that item # 2 of idea generation dimension “The 

employees generate original solutions for problems” has the max-

imum score (Mean= 3.72, SD= 0.928). The range of mean scores 

of this dimension was from (3.6 to 3.72) and overall the level of 

idea generation was high (Mean= 3.65, SD=0.906). Idea promo-

tion shows that, item # 1 of idea promotion measurement “The 

employees ask colleagues to get new ideas” has the maximum 

score (Mean= 3.68, SD= 1.045). The range of mean scores of this 

dimension was from (3.53 to 3.68) and overall the level of idea 

promotion is high (Mean= 3.61, SD=1.012). Idea realization 

shows that, item # 2 of idea realization dimension “The employ-

ees put effort in the development and schedule plans of new 

things” has the highest mean score (Mean= 3.40, SD= 1.066). 

The range of mean scores of this dimension was from (3.37 to 

3.40) and overall, the level of idea realization was medium 

(Mean= 3.385, SD=.974). Lastly, the overall innovative work 

behavior at the private higher education institutions in Egypt 

shows that the mean score (Mean= 3.57, SD= 0.841) and overall 

the level of innovative work behavior perception is high. The 

employees’ readiness to marketing innovation consists of five 

dimensions as follows: “service innovation, promotion innova-

tion, sales innovation, pricing innovation and communication 

innovation”. The descriptive statistics of service innovation is 

presented that item # 3 of service innovation “Most of the em-

ployees have readiness to develop services in creative ways” has 

the maximum mean (M = 3.34, SD= 1.108). The range of mean 

scores of this dimension was from (3.34 to 3.42) and overall the 

level of service innovation dimension is medium (M= 3.39, 

SD=1.997). The highest score is (M = 2.96, SD= 1.040) for item 

# 2 of promotion innovation dimension “Most of the employees 

have the readiness to promote leaders and principals to use multi 

promotion methods”. The range of mean scores of this dimension 

was from (2.95 to 2.96) and overall the level of promotion inno-

vation dimension is medium (M= 2.96, SD=1.020). The readiness 

to sales innovation shows that the maximum average is (M = 
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3.59, SD= 1.057) for item # 1 of sales innovation dimension 

“Most of the employees are ready to serve all programs pub-

lished”. The rate of mean scores of this dimension was from 

(3.57 to 3.59) and overall the level of sales innovation dimension 

is high (M= 3.57, SD=1.010). The readiness to pricing innovation 

shows that the highest average score is (M = 3.66, SD= 1.11) for 

item # 1 of pricing innovation dimension “Most of the employees 

are ready to give the students a period of time for paying tuition 

fees”. The range of mean scores of this dimension was from (3.34 

to 3.66) and overall the level of pricing innovation dimension is 

high (M= 3.48, SD=0.93). The fifth dimension of marketing in-

novation is communication innovation, item # 4 of communica-

tion innovation dimension, the highest mean score is (M = 3.60, 

SD= 1.025), “Most of the employees have many tools that allow 

them to communicate with students”. The range of mean scores 

of this dimension was from (3.05 to 3.60) and overall the level of 

communication innovation dimension is medium (M= 3.33, 

SD=0.865). Lastly, the readiness to marketing innovation at the 

private higher education institutions in Egypt shows that the 

mean score is (M = 3.35, SD= 0.698). Generally, the readiness to 

marketing innovation is medium at the private higher education 

sector in Egypt. The descriptive statistics for the intention to 

leave private universities are shows that item # 1 of intention to 

leave variable, the highest mean score to get a good opportunity 

and find another job is (M = 3.22, SD= 1.348). The range of 

mean scores range in (2.73 to 3.22) and the total intention to 

leave is medium (M= 2.896, SD=1.189). Table 3 shows the de-

scriptive statistics of study constructs. 
 

Table 3 
Descriptive Statistics and Pearson’s Correlations (n = 438) 

Variables and 

Dimensions 
mean SD 1 2 3 4 5 6 

Gender 1.28 0.451 

      

Marital status 1.92 0.467 

      

Educational status 1.69 0.842 

      

Age 3.27 0.956 

      

Experience 3.49 1.533 

      

Job Lev-

el/designation 
4.17 1.338 

      

Idea generation 

dimension 
3.658 0.906 1.000 

     

Idea comm. dimen-

sion 
3.607 1.012 0.684 1.000 

    

Idea realization 

dimension 
3.386 0.974 0.678 0.593 1.000 

   

Intention to leave  2.896 1.189 -0.150 -0.163 -0.142 1.000 

  

Innovative work 

behavior 
3.566 0.841 0.921 0.856 0.848 -0.172 1.000 

 

Readiness to market-

ing innovation 
3.334 0.698 0.214 0.175 0.302 -0.379 0.259 1.000 

At the 0.01 level (2-tailed) correlation is significant 

6. Testing the Study Hypotheses 
 

The hypothesis H1 suggests that there is a significance relation-

ship between innovative work behavior and employees’ intention 

to leave. The correlation analysis explains the relationship be-

tween the dimensions of innovative work behavior and intention 

to leave. To avoid the problem of multicollinearity, the study 

reveals these values in Table 4 as follows. 

 
Table 4 

Multicollinearity between Innovative Work Behavior Dimensions 

 

Dimensions Tolerance VIF 

Idea generation  dimension 0.418 2.394 

Idea promotion dimension 0.502 1.993 

Idea realization dimension 0.509 1.966 

 Source: The researcher based upon data analysis 

 

The table above shows that tolerance is more than 0.1 and VIF is 

less than 10, which means that there is no problem of multicollin-

earity between idea generation, idea promotion and idea realiza-

tion. The assumption of the relationship between innovative work 

behavior and employees’ intention to leave has generated a hy-

pothesis that there is a significant relationship between innovative 

work behavior and employees’ intention to quit. The correlation 

analysis explains the relationship between the dimensions of in-

novative work behavior and intention to leave. The study has 

used a non-parametric correlation as Spearman’s rho correlation 

displayed in table 5. 

Table 5 
Correlation between Innovative Work Behavior Dimensions  

Predicting Intention to Leave 

 

Variables 1 2 3 4 5 

Idea generation  dimension 1     

Idea promotion dimension .686 1    

Idea realization dimension .684 .575 1   

Intention to leave -.105* -.126 -.124 1  

Innovative work behavior .904 .848 .484 -.136 1 

 At the 0.01 level (2-tailed) correlation is significant 

 *At the 0.05 level (2-tailed) correlation is significant 

 

The table above contains negative significant relationship be-

tween innovative work behavior and employees’ intention to quit 

(R= 0.136, level of confidence= 99 %), and the relationship be-

tween “idea generation dimension and employees’ intention to 

quit is also negative with 0.105”, “idea promotion dimension and 

their intention to leave are negative with 0.126”, and “idea reali-

zation dimension and employees’ intention to leave are negative 

with 0.124”.  

 
Table 6 

Regression Coefficient between Innovative Work Behavior and 

 Intention to Leave 

 

Model 

Unstandardized 

Coefficients 

Standard-

ized Coeffi-

cients 

T Sig. 

B Std. 

Error 

Beta 
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(Constant) 3.765 .244  15.408 .000 

Innovative work 

behavior 

-.244 .067 -.172 -3.654 .000 

 Dependent variable: Intention to leave 

 

The hypothesis (H1) has suggested testing of the relationship 

between innovative work behavior and employees’ intention to 

leave, claiming that if the innovative behavior increases the em-

ployees’ intention to stay at the organization; their intention to 

leave will be decreased. The simple linear regression is calculated 

to determine employees’ intentions based on their innovative 

behavior (table 6). The regression results show significance from 

the table of ANOVA (F= 13.352) with adjusted R square of 0.027 

and Beta is negative with 0.172. Thus, hypothesis (H1) is sup-

ported. 
 

Table 7 
Regression Coefficients between Innovative Work Behavior Dimensions and 

Intention to Leave 

 

Model 

 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. 

Error 

Beta 

(Constant) 3.757 .246  15.301 .000 

Idea generation -.060 .096 -.046 -.627 .531 

Idea promotion -.120 .078 -.102 -1.534 .126 

Idea realization -.061 .081 -.050 -.758 .449 

Dependent variable: Intention to leave 

 

Table 7 is testing the sub-hypothesis formulated as there is a sig-

nificant relationship between the innovative work behavior di-

mensions, such as idea generation, idea promotion, idea realiza-

tion, and the employees’ intention to leave. The study has used 

the Enter technique in a multiple-liner regression. The relation-

ship between all dimensions of innovative work behavior and 

intention to leave is (R= -0.17), but the coefficients table explains 

that all dimensions of innovative behavior have no significant 

relationship with intention to leave at significance level 0.05.  

Otherwise, the stepwise liner regression technique gets infor-

mation about the most effective dimension on the intention to 

leave. The study has entered dimensions of innovative work be-

havior and generated one model by using the stepwise liner re-

gression. Table 8 presents the coefficients of the model as fol-

lows: 

 
Table 8 

Stepwise Regression Analysis of Innovative Work Behavior Dimensions  

Predicting Intention to Leave 

 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. 

Error 

Beta 

1 (Constant) 3.589 .208  17.254 .000 

Idea promotion 

dimension 

-.192 .056 -.163 -3.459 .001 

Dependent Variable: Intention to leave 

 

This sub-hypothesis has a partial significance and there is a nega-

tive significant relationship between the innovative work behav-

ior idea promotion and employees’ intention to leave. Which 

means we accepted the sub- hypothesis partially. 

 
Table 9 

Correlation between Innovative Work Behavior Dimensions and Employees’ 

Readiness to Marketing Innovation 

 

Variables 1 2 3 4 5 

Idea generation  dimension 1     

Idea promotion dimension .686 1    

Idea realization dimension .684 .575 1   

Readiness to Marketing 

innovation dimension 
.196 .155 .283 1  

Innovative work behavior .904 .848 .848 .253 1 

At the 0.01 level (2-tailed) correlation is significant 

 

The table above contains a significant relationship between inno-

vative behavior and readiness to marketing innovation which has 

a positive association (R= 0.253, level of confidence= 99 %), the 

relationship between “idea generation and marketing innovation 

is positive with 0.196”, “idea promotion dimension and market-

ing innovation is positive and equals 0.155”, and “idea realization 

dimension and marketing innovation also is positive with equals 

0.283”.  

 

 

 

 

 

 
Table 10 

Regression Coefficient between Innovative Work Behavior and  

Marketing Innovation 

 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. 

Error 

Beta 

(Constant) 2.505 .135  18.522 .000 

Innovative work 

behavior 

.243 .037 .302 6.573 .000 

Dependent variable: Readiness to marketing innovation 

 

The second hypothesis is testing the relationship among the main 

innovative work behavior and marketing innovation, suggesting 

that if the innovative behavior is high there will be an increase in 

marketing innovation. Table 10 shows that the simple linear re-

gression is calculated to determine employees’ readiness to inno-

vative based on their perception of innovative behavior. The re-

gression results have significance (F= 43.208) with adjusted R 

square of 0.089 and Beta is positive with 0.302. Thus, hypothesis 

(H2) is supported. 

 
Table 11 

Regression Coefficients between Innovative Work Behavior Dimensions and 

Marketing Innovation 

 
Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. 

Error 

Beta 

(Constant) 2.526 .134  18.786 .000 

Idea generation .038 .052 .051 .731 .465 

Idea promotion .004 .043 .005 .083 .934 

Idea realization .206 .044 .295 4.624 .000 
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Dependent Variable: Readiness to marketing innovation 

 

In order to test the following sub-hypothesis table 11 shows the 

significant relationship between the innovative work behavior 

dimensions as idea generation, idea promotion, idea realization 

and employees’ readiness to marketing innovation is formulated. 

The stepwise liner regression technique includes information 

about the most effective dimension which can make the best 

combination on the marketing innovation. The dimensions of 

marketing innovation have generated one model. Table 12 pre-

sents the coefficients of the model which means we have accept-

ed the sub- hypothesis partially. 

 
Table 12 

Stepwise Regression Analysis of Innovative Work Behavior Dimensions  

Predicting the Readiness to Marketing Innovation  

 

Model 

Unstandardized 

Coefficients 

Standard-

ized Coef-

ficients 

t Sig. 

B Std. 

Error 

Beta 

1 (Constant) 2.590 .111  23.362 .000 

Idea realization  

dimension 

.231 .032 .332 7.326 .000 

Dependent Variable: Readiness to Marketing innovation 

 

Hypothesis number three is testing the relationship between the 

readiness to marketing innovation and employees’ intention to 

leave, suggesting that if the employees’ readiness or participation 

to marketing innovation process is high there will be reduce in 

leaving organization. Table 13 shows that the simple linear re-

gression. Thus, hypothesis (H3) is supported. 

 
Table 13 

Regression Coefficient between Marketing Innovation and Intention to leave 

 

Model 

 

Unstandard-

ized Coeffi-

cients 

Standard-

ized Coeffi-

cients 

t Sig. 

B Std. 

Error 

Beta 

(Constant) 5.026 .259  19.384 .000 

Readiness to 

marketing  

innovation 

-.635 .076 -.373 -8.391 .000 

   Dependent variable: Intention to leave 

 

The mediation effect means that the variable may be considered a 

mediator to the extent to which it carries the influence of a given 

independent variable to a given dependent variable. The media-

tion occurs firstly, when the independent variable significance 

affects the mediator, “hypothesis number two is partially sup-

ported and there is a significant relationship between idea realiza-

tion and marketing innovation”. Secondly, the independent varia-

ble significance affects the dependent variable in the absence of 

the mediator, “hypothesis number one is fully supported and 

there is a significant relationship between innovative behavior 

and employees’ intention to quit in absence of the mediator. 

Thirdly, the mediator has a significance unique effect on the de-

pendent variable, “the sub-hypothesis of hypothesis number four 

has a partial significance and there is a positive relationship be-

tween the innovative work behavior “idea realization as the main 

dimension” and the readiness to marketing innovation and lastly, 

the effect of the independent variable on the dependent variable 

shrinks or decreases when the mediator is added to the model. 

The study will check it in the current hypothesis. The generated 

hypothesis has proposed that the employees’ readiness to market-

ing innovation is a mediator variable which can affect the rela-

tionship between innovative work behavior and intention to 

leave. To test the hypothesis below, the study has used the Sobel 

mediator test multiple regression to calculate some values as fol-

lows: 

 

The effect of the independent variable innovative work behavior 

on the dependent variable intention to leave without the mediator 

was R square = 0.03 and the explanatory  power (Beta= -0.172), 

the effect of the independent variable on the dependent variable 

must decrease upon the addition of the mediator to the model and 

its R square= 0.146 and the explanatory  power (Beta= -0.352) 

that means the increase of innovative work behavior by one hun-

dred units affects the decrease of employees’ intention to quit by 

thirty-five units. The relationship between innovative work be-

havior as (independent variable) and mediator variable marketing 

innovation as (dependent variable) has R square equals 0.064, 

The letter (a=0.210) is an abbreviation of unstandardized coeffi-

cient between the mediator and the predictor and its (s=0.038) 

means the standard error of (a) coefficient, where the mahalano-

bis distance test for normality was not violated 10.83 is critical 

mahalanobis and the max value is 9.57, and there were not outli-

ers in respondents’ answers. For the relationship between the 

readiness to marketing innovation (mediator variable) as (inde-

pendent variable) and intention to leave as dependent variable has 

R square that equals 0.139 The letter (b=0.599) is an abbreviation 

of unstandardized coefficient between the mediator and the pre-

dictor and its (s=0.078) means the standard error of (b) coeffi-

cient, where the mahalanobis distance test for normality was not 

violated 10.83 is critical  mahalanobis and the max value is 9.31 

and there were not outliers in respondents’ answers. The previous 

values were put as input parameters in the Sobel test that pro-

vides the result as shown in Table 14 [50], cited in [51]. 

 
Table 14 

The Mediation Effect Using Sobel Test for Readiness to Marketing Innovation on 

Innovative Work Behavior and intention to leave 

 

Parameters Input Test statistic Std. Error P-value 

a 0.21 

4.48560227 0.02804306 0.00000727 
b 0.599 

Sa 0.038 

Sb 0.078 
Source: The researcher based upon data analysis 

7. Results 

Averages and standard deviations of employees' readiness to 

marketing innovation at the private higher education sector have 

categorized the dimensions of employees’ readiness to marketing 

innovation from sales innovation dimension as the large average 

and weight in readiness and participation. According to the study 

findings levels of the study variables have been distributed as 

follows: intention to leave has been given a medium level, as its 

average is 2.896 out of 5 and innovative work behavior has been 
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given a high level. This result conforms to the result of [52], 

where they have revealed that the low level of innovative work 

behavior affects many negative outcomes, low productivity, ab-

senteeism, and higher intention to leave. Throughout the study, 

the researcher has been interested in finding out the impact of 

innovative work behavior and marketing innovation on intention 

to leave; yet at the same time he has been concerned with deter-

mining the effect of the dimensions of innovative work behavior 

on marketing innovation and intention to leave. The study find-

ings are that it indicates that observing the partial impact of inno-

vative work behavior fosters the marketing innovation and em-

ployees’ intention to quit at the private higher education institu-

tions in the Arab republic of Egypt. On one hand, the increase of 

innovative work behavior causes an increase in the level of mar-

keting innovation; on the other hand, “idea realization” one of the 

most critical dimensions of the innovative work behavior will be 

highly activated leading to more marketing innovation tech-

niques. Moreover, the increase of innovative work behavior helps 

to reduce the level of intent to leave when applying “idea promo-

tion”, being another important dimension of innovative work 

behavior, where there is a continuous communication between 

the university and its employees. The increasing in employees’ 

readiness to marketing innovation as a new predictor helps re-

duce the level of intention to quit; whereas there is a negative 

relationship between marketing innovation and intention to leave, 

especially as per the two dimensions “communication innovation 

and promotion innovation”, and the employees’ intention to 

leave; while the readiness to marketing innovation mediates the 

relationship between innovative work behavior and employees’ 

intention to leave. As for the innovative work behavior, the high-

est dimension is “idea generation” (mean =3.65); whereas the 

lowest dimension is “idea realization” (mean=3.38). The highest 

dimension of readiness to marketing innovation is “sales innova-

tion” (mean=3.57); whereas the lowest one is “promotion innova-

tion” (mean=2.96). In addition, there is a negative relationship 

between the innovative work behavior “idea promotion” and em-

ployees’ intention to leave. Moreover, the “idea promotion” di-

mension is the most important dimension that affects intention to 

leave negatively by 0.163 unit. Also, the negative relationship of 

the “promotion dimension” towards intention to leave explains 

that promotion dimension is the greatest significant dimension 

influencing intention to quit university. There is a positive rela-

tionship between the innovative work behavior and readiness to 

marketing innovation; whilst the “idea realization” is the most 

important dimension that affects employees’ readiness to market-

ing innovation. According to the study findings, we might say 

that the employees’ readiness to marketing innovation has a me-

diating effect which improves university employees’ intention to 

quit. Employees of private universities and academies can not 

only directly promote the readiness to marketing innovation to a 

university but also can indirectly enhance readiness to marketing 

innovation via innovative work behavior. One of the study results 

indicates that employees’ innovative work behavior could be an 

important predictor of two variables, namely readiness to market-

ing innovation and intention to leave for university directors and 

decision takers at the private higher education institutions in 

Egypt. Thus, the hypothesis H1 is fully supported and the sub-

hypothesis is partially supported which means that the significant 

relationship between idea promotion, as type of innovative work 

behavior, does exist towards employee intention to quit. On the 

other side, the remained dimensions as idea generation and idea 

realization are not significant with intention to quit the university 

at p-value > 5%. Thus, the researcher can say that the employees’ 

innovative work behavior affects partially employees’ intention 

to leave at the private higher education institutions in Egypt. The 

hypothesis H2 also partially supported which means there is a 

significant relationship between all dimensions of innovative 

work behavior and marketing innovation is (R= 0.335) whereas 

the coefficients table proves that the idea realization dimension 

has a significance correlation with marketing innovation at signif-

icance level 0.05 with a positive explanatory power that equals 

0.295 which means that the increase in this dimension of innova-

tive work behavior by one unit will affect positively on the mar-

keting innovation by the same units. Then, the idea generation 

and idea promotion have no significance with marketing innova-

tion. The third hypothesis H3 also fully supported which means 

there is a negative significant relationship between employees’ 

participation to marketing innovation process and their intention 

to leave university (R= 0.373). Lastly, the hypothesis H4 is sup-

ported the relation between the independent and dependent varia-

ble of this study which means that the mediator of marketing in-

novation significance explained that the employees’ intention to 

leave was determined by the predictor innovative work behavior 

with the help of mediator. That means we have accepted the hy-

pothesis which said that the employees’ readiness to marketing 

innovation is a mediator variable which can affect the relation-

ship between innovative work behavior and their intention to 

leave at private universities. 

 

8. Discussion 

This study aims to investigate the relationship between innova-

tive work behavior dimensions and employees’ intention to quit/ 

leave among all categories worked at the private higher education 

institutions in Egyptian context. In addition, it determinates to 

what extend that intention to leave is affected by employees’ 

readiness to marketing innovation and their innovative work be-

havior. The study results show that innovative work behavior has 

a significant negative correlation with employees’ intention to 

leave at private universities in Egypt. This explains that an in-

crease in innovative behavior, including its dimensions, has the 

chance to reduce their intentions to quit or intentions to leave the 

organization. Also, the results indicate that the most important 

factor of innovative work behavior that affect negatively on em-

ployees’ intention to leave is idea promotion in addition to above 

the most important factor which can affect positively on employ-

ees’ readiness to marketing innovation is idea realization. This 

study has examined the mediation role of the employees’ readi-

ness to marketing innovation at the private universities setting on 

the relation between innovative behavior and intention to leave. 

The study has recommended that if an organization has a high 

intention of innovative work behavior, then we can predict what 

the employees’ intention to leave will be, built on the amount of 

their readiness in marketing innovation process inside the univer-

sity. An increase of innovative behavior by one unit helps to cut 

or reduce the level of intention to leave by 0.17 unit. In addition 

IJSER

http://www.ijser.org/


International Journal of Scientific & Engineering Research Volume 11, Issue 6, June-2020                                                                                                       1679 

ISSN 2229-5518  

 

IJSER © 2020 

http://www.ijser.org  

to that the increase of innovative behavior by one unit helps to 

raise the level of marketing innovation by 0.30 unit. On the other 

hand, if an organization has a high innovative work behavior 

through knowledgeable employees, then we can predict employ-

ees’ intention to leave should also be low, more particularly when 

the employees have a strong readiness to marketing innovation. 

Thus, both of innovative behavior and marketing innovation can 

significantly promote towards reduce the level of intention to 

leave/ quit private universities in Egypt. The study results support 

the concept of the innovation atmosphere that negatively related 

to employee’s intention to leave in Arab context. This result in 

the line with the study of [40] which concluded that innovation 

climate has more effect on organizational performance.  

9. Contributions, limitations & future suggestions 

This study adds new shadows of how to use innovative work be-

havior and employees’ readiness to marketing innovation to de-

terminate employees’ intention to leave and also to explain the 

range of these variables that can affect employees’ intention to 

leave. The researcher has also proposed that idea generation, idea 

promotion and idea realization have received less attention in 

affecting intention to quit clearly. This work limited in scope as 

the participants represented population only from the private in-

stitutions in education in Egypt. Although the context of private 

universities in Egypt have numerous categories as administrative 

locations, schools, laboratories, workrooms, public libraries and 

other locations inside universities. In future research, the poten-

tial bias may reduce by using a stratified random sampling and to 

generalize the future result. In addition, the faculty members have 

more than four sets or categories “teaching assistant, teacher, 

assistant professor, associated professor and professor”. There-

fore, future studies may develop a larger sample size and differ-

ent classes from the different context private, governmental, pub-

lic and different regions. It is also advised that longitudinal stud-

ies should be showed in short term to reflect whether changes 

over the time alter the employees innovative work behavior. Fu-

ture studies may also include the mediation role of the different 

possible variable such as perceived organizational justice, man-

agement support, organizational commitment, employee job sat-

isfaction, innovation work climate, and others as an attempt to 

develop a broader understanding of the concept in the academic 

context. In addition to the above the measurements of the study 

were adopted on foreign constructs so future researcher could use 

another local measurement which will enhance the reliability of 

future surveys.  

 

10. Conclusion 

Our study may shadow new light to find out whether the employ-

ees’ innovative work behavior has affect their intention to leave 

or not with the meditation role of their readiness to marketing 

innovation. Totally, this work investigates and evaluates the role 

of innovative work behavior and its dimensions predicting the 

relationship between employees’ readiness to marketing innova-

tion process and their intention to leave. The regression clarifies 

the increase of innovative work behavior by a unit helping to 

decrease or reduce the employees’ intention to leave by 0.172 

unit. In addition to the regression technique, stepwise, that used 

at this study discover the greatest combination of predictors, it 

explains which one of the dimensions of work behavior has more 

impact on intention to leave. The study also exposes that idea 

promotion dimension is correlated negatively with turnover in-

tentions. Furthermore, the idea promotion dimension has the su-

preme significance dimension effecting intention to leave nega-

tively by 0.163. Secondly, the results show that the increase of 

innovative work behavior by one unit helping to increase the lev-

el of readiness to marketing innovation by 0.302 and there is a 

positive relationship between idea realization dimension and 

readiness to marketing innovation especially that idea realization 

has the most significance dimension influencing marketing inno-

vation. Thirdly, the relationship and regression results between 

marketing innovation and employees’ intention to leave have 

significance (F= 70.405) with adjusted R square equal 0.14 and 

Beta is negative with 0.37 approximately, which means the in-

crease of participating in marketing innovation process by one 

hundred units helping to reduce the employees’ intention to leave 

by thirty-seven units. Lastly, the role of employees’ readiness to 

marketing innovation can mediate between innovative work be-

havior and their intention to leave which means that If the organ-

ization/ university had a high intention of innovative work behav-

ior, then they could predict employees’ intentions to quit the jobs 

and should also be as low only if the employees have more par-

ticipation into marketing innovation process.  
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