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Abstract: Due to the pandemic, organizations were forced to be acute in their crisis management strategies by seek-

ing innovation. However, managers faced innovation problems due to social distancing, a lack of leadership, and in-

creased employee dissatisfaction. Confronting those challenges implies direct actions. Therefore, digital leadership is 

a lever of satisfaction and innovation. Digital leadership and innovation are among the avenues to be explored. This 

article aims to broaden knowledge of the four innovation types. The objective is to assess the relationship between 

digital leadership, employee satisfaction, and four types of innovation, respectively. It gauges employees’ satisfac-

tion as a mediating variable. A questionnaire is a statistical tool for the EFA and CFA. The exploratory factor analy-

sis is conducted on 283 users ensuring factor structure validity and scale. Scales were subject to normality tests. The 

confirmatory factor analysis confirmed the results. Results showed positive relationships between digital leadership, 

employee satisfaction, and innovation. This relationship is even significant when employees perceive managerial 

support. 
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1. INTRODUCTION  

Beyond the simple spread of the disease and containment 
measures, the international economy was highly affected. 
Covid-19 had a substantial effect on national and interna-
tional economy (Wahab Ali, 2020). Worldwide closure and 
lockdown stopped global activities and exerted negative in-
fluence on the international labor market. Working condi-
tions have been altered due to social distancing resulting 
from the pandemic. The latter has imposed telework condi-
tions and distance supervision has become a significant chal-
lenge for both managers and organizations. Following the 
progress of the pandemic and the prolongation of quaran-
tines, organizations were forced to adopt preventive 
measures, including remote work (work from home). How-
ever, organizations and employees were unprepared for this 
practice (Supriadi et al., 2020). Prosperities were mixed for 
those deploying it.  

Organizations learn from experience to better adapt the man-
agement style that suits workforces. Customized remote 
work is becoming relevant after the coronavirus period.  
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Adopting this type of work has resulted in positive out-
comes, including enhancing purchasing power without in-
creasing wages due to flexibility in work hours and signifi-
cant savings in transportation costs. Organizations adapting 
work from home have promoted employees’ autonomy and 
have delegated authority. The delegation of authority in daily 
tasks allowed employees to acquire new experiences. Mana-
gerial strategies have evolved and become persuasive 
(Pramono et al., 2021). Managers take into account the 
workforce’s ideas and opinions in the decision-making pro-
cesses. These practices have secured employees’ satisfaction 
during the pandemic (Kızıloğlu, 2022).  

Cumulated repercussion of the international pandemic will 
influence organizations permanently. Covid-19 pushed exec-
utive to reconsider the fundamentals details of their vision 
and adopted cultures. The health crisis as unparalleled pan-
demic has taught organizations new lessons. Modern organi-
zation have been forced to develop crisis management strat-
egies leading to formulating resilience measurements (Coun 
et al., 2021). The pandemic experience has led organizations 
to quickly face the Covid-19 challenge by implementing new 
procedures and managerial practices. Departing from the 
pandemic era requires a deep and lasting review of adminis-
trative and organizational practices. Empirical reality advo-
cates that mature organizations have the superlatively practi-
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cal know-how to adapt to this painful period. This maturity 
has been illustrated in particular by collaborative initiatives 
and calculated risk. In the case of remote work, employees’ 
attitude towards these initiatives has acted as an indicator 
with a magnifying glass effect between managers’ trust and 
those who amplified the control measures (Houlihan, 2020). 
Behavioral values of teamwork, cohesion, and flexibility 
have emerged as empirical consequences. These values have 
enlightened successful leaders and managers. Contrariwise, 
managers fearing empowerment during this period will be 
faced with associated loss of command. They will be con-
fronted with the loss of employee satisfaction and deteriorat-
ed innovation.  

COVID-19 had profound negative consequences on the labor 
markets. Beyond the pressing health problems, the virus and 
the resulting economic shocks had three-fold impacts on 
labor. Bag et al. (2021) estimated a noteworthy escalation in 
unemployment rate. COVID-19 had a negative effect on 
global GDP growth. Preliminary estimations of (Uluğ, Solak, 
and Kanık, 2022); (Jackson and Ortego-Marti, 2022) showed 
an increase in global unemployment ranging from 6 million 
(“optimistic” scenario) to 25 million (“pessimistic” scenario) 
Libal et al., 2021; Suomi, Schofield, and Butterworth, 2020). 

Labor supply is diminishing due to confinement procedures, 
and a decline in global economic activities was noted. 
Kozicki and Gornikiewicz (2020) submitted that infected 
workers lost their income, especially part-time, contractual, 
as unprotected workers. The influence on employment re-
sulted in significant losses of revenue. Overall labor income 
losses are expected to reach a trillion dollars. The loss of 
labor income directly translated into lower consumption. 
This decrease in sales is detrimental to organizational sus-
tainability and the resilience of economies (Uluğ, Solak, and 
Kanık, 2022). Poverty among workers increased significant-
ly (Caperna et al., 2022). The strain on incomes due to the 
decline in economic activity brought employees closer to or 
below the poverty line. Besides, employees are becoming 
victims of burnout due to devasting consequences of the 
pandemic. The Covid-19 health crisis will cause lasting up-
heavals in the labor market (Caperna et al., 2020).  

Carey et al. (2021) noted a significant economic impact test-
ed in cybersecurity. The education sector was affected by 
health restriction measures. Providers of education, schools, 
and universities suffered from the start of the pandemic as 
public places. Malicious actors took advantage of remote 
work to intensify social engineering campaigns and phishing 
attempts, mainly using keyword lures related to the corona-
virus (Jackson and Ortego-Marti, 2022).  

Organizations were forced to be acute in their crisis man-
agement strategies to sustain during the pandemic. As a re-
sult, organizations developed proactivity to take advantage 
of new opportunities, face challenges and endorse organiza-
tional and cultural change. Socially responsible business 
models have proven to be fascinating to captivate adaptation 
in the context of recurring crises through their constant 
search for sustainability and focus on their vision (Jayaraman 
and Mishra, 2022). Corporate culture improved environmen-
tal and social performance. Organizations with a robust cor-
porate culture founded on entrenched values show higher 
resistance and adaptability during the entire phases of Covid-

19 spread. Consequently, flexibility, dexterity, proactivity, 
resilience, innovative capabilities, and the implementation of 
societal, environmental, and governance standards are con-
sidered durable organizational values and constitute practical 
foundations of corporate culture (Gonçalves et al., 2021).  

According to Kozicki and Gornikiewicz (2020); Uluğ, Solak, 
and Kanık (2022), “post-Covid” cultures are grounded on 
goals shared by stakeholders. This culture goes beyond eco-
nomic performance. With A, this culture will be emancipa-
tory by integrating moral criteria. To Bennett and McWhort-
er (2021), organizations need new types of leadership with 
the capability of adapting and learning to activate transfor-
mations in innovation. Paluszak et al. (2021) affirmed that 
the organizational refocusing strategy on innovation resulted 
from the need to adjust during this crisis. Mascolo and Bur-
bach (2021) offered a corporate culture based on innovative 
and creative practices. De Clercq and Pereira (2021) insisted 
on the importance of creativeness. For Benitez et al. (2022), 
experienced digital leadership is a crucial success factor in 
leveraging innovation. Executive teams have demonstrated 
unprecedented mobilization and adaptability to maintain 
customer service while protecting employees (Hapha and 
Somprach, 2019). Organizations are looking to adapt quick-
ly. Building resilient supply chains and implementing actual 
conduct to interact with and serve customers are priorities 
(Fatima et al., 2021). Financial and operational challenges 
are maneuvered to stand out during pandemics. 

Therefore, organizations must take a supple and flexible ap-
proach, combining a relaxed attitude with onward solid plan-
ning. Diverse leadership styles and strategies should be im-
plemented to achieve goals to ensure potential solutions to 
face crises (Dwiedienawati et al., 2021). Contingency plans 
are organized to meet the new challenges post-pandemic, 
continuously fluctuating. Talented and proficient leaders in 
the post-Covid are those leaders possessing the confidence to 
evolve organizational innovation strategies. Leaders with the 
ability to adopt a flexible approach have the resources to 
undertake crisis changes and plans (Wahyu Wasono Mi-
hardjo and Sasmoko, 2020). 

1.1. Research Gaps  

Research on innovation as a consequence of leadership is 
somehow limited. There is a lack of empirical work in this 
area, notably those studies integrating satisfaction as a medi-
ating variable. Digital leadership and innovation are among 
the avenues to be explored. Few researchers have explored 
the influence of digital leadership and organizational leader-
ship until recently. Understanding the association between 
this type of leadership and innovation helps fill the theoreti-
cal gap. This research aims to explore answers to the prob-
lem of lack of innovation through the mediating role of em-
ployee satisfaction. This paper will attempt to understand the 
factors that drive digital leadership. It aims to enrich the lit-
erature on behavioral concepts to improve organizational 
competitiveness. This research focuses on enhancing corpo-
rate innovation. 

This paper contributes to digital leadership literature by 
adopting a multilevel framework and studying how leaders 
enhance satisfaction and product innovation. Furthermore, 
the contributions align with the recent literature on digital 
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leadership adopting a multilevel framework. The integration 
of employees’ satisfaction into the analysis is echoed in the 
literature by Jayant and Suji Raga Priya (2021); Lyng et al. 
(2021); Scheepers and Bogie (2020), suggesting that models 
are simple to reflect the relationships examined in leadership 
innovation related research accurately. A significant implica-
tion is an opportunity to test the problems associated with 
constructing a multilevel model. Therefore, it helps to identi-
fy the theoretical arguments that validate the emergence of 
employee satisfaction as mediating variable. It constitutes a 
starting point for further empirical study. 

1.2. Problem Statement 

Since 2020, organizations have been experiencing an un-
precedented situation linked to the global pandemic, bearing 
distressing obstacles. This crisis incorporated a human, tech-
nical and financial challenge (Chong and Duan, 2022). The 
pandemic has had a devastating effect on satisfaction, moti-
vation, and innovation. The ability to keep employees satis-
fied motivates them to create innovative ideas and contribute 
to the implementation of strategies for innovation (Mbogo, 
2020). 

The current crisis has prompted an active debate on the man-
agerial functions and duties due to social distancing and tel-
eworking. The discussions were more intense on the imple-
mentation of organizational innovation and performance. 
Managers face innovation problems due to social distancing 
and a lack of managerial follow-up and leadership (AlAjmi, 
2022). Those imposed challenges cannot be escaped. Con-
fronting them implies direct actions. Therefore, digital lead-
ership is a lever of creativity and innovation (Antonopoulou 
et al., 2021a).  

In this context of uncertainty, where all companies seek to 
adapt and initiate profound transformations to survive, digi-
tal leadership has become one of the pillars in response to the 
innovation challenge. Organizations are trying to strengthen 
their innovation capacity through leadership and satisfaction 
to seek sustainable prosperity. The success of organizational 
innovation hinges on the leadership style of its representa-
tives. Hence, an in-depth study helps to overcome manageri-
al problems (Susilawati, Suryanto, and Windijarto, 2021). 

In addition, the COVID-19 crisis and the adoption of tele-
work have changed teamwork and created communication 
difficulties that diminish team cohesion. Stress, anxiety, and 
sometimes burnout have accompanied this crisis. Those be-
haviors have affected employees’ commitment to their or-
ganization and weakened their ability to perform job duties. 
Bartsch et al. (2021); Hage et al. (2021) added that that be-
havior caused a progressive depletion of their resources. 

Digital leadership styles have considerably evolved and are 
perceived as a source of satisfaction and a method of devel-
oping innovation. Indeed, digital leadership is a process of 
power-sharing by formal leaders that enhances the autono-
my, potential, meaning, and impact of employees and work 
teams (Lengen et al., 2021). 

1.3. Research Questions 

Managers need to ponder tactics to meet the challenge of 
aligning effective digital leadership metrics with innovation. 

These should not be rhetorical questions but testable hypoth-
eses to be measured empirically. 

1. What is the influence of digital leadership on em-
ployee satisfaction?  

2. To what extent does employee satisfaction influ-
ence the four types of innovation (product, process, 
human resources, and human resources innova-
tion)?  

3. How does employee satisfaction mediate the rela-
tionship between digital leadership and innovation 
factors?  

4. What is the influence of digital leadership on inno-
vation?  

1.4. Research Objectives 

The aim is to study the relationships between digital leader-
ship and organizational innovation. The objectives are as 
follows: 

1. To assess the influence of digital leadership on each 
dimension of innovation  

2. To appraise the relationship between digital leader-
ship and employee satisfaction 

3. To understand the role of satisfaction as mediating 
variable between digital leadership and dimensions 
of innovation 

Organizations are provoked with new leadership challenges 
as they continue to encounter the influence of the COVID-19 
pandemic (Park, 2021). Leaders make instant decisions to 
deal with changing government requirements and respond to 
changing customer demands. They are making decisions 
(Calen et al., 2021). 

Disrupted practices of this current disease have emerged the 
need for exceptional digital leadership. Effective leadership 
should combine different forms and styles. Wijaya Setiawan 
et al. (2021) called for “crisis leadership.” Boukadidi et al. 
(2020) expertly formulated three innovative leadership prin-
ciples. First, leaders should present and be visible to ease 
anxiety and uncertainty during the pandemic. Second, fre-
quent team communication provides updates and explains 
measures to reduce the pandemic’s consequences. Third, 
leaders should opt for honesty to convey truth grounded in 
reality. The effectiveness of crisis management depends on 
applying leadership principles to add a dose of flexibility and 
persistence (Lehr and Vaughan, 2021; Rendo, Au-Yong-
Oliveira, and Dias, 2021; Fadillah et al., 2020). 

COVID-19 certainly had negative impacts. Nevertheless, this 
period has presented opportunities for organizational leader-
ship and innovation. Leadership is based on empowering the 
workforce’s aptitude to work together as a team. Recogniz-
ing the significance of team spirit elevates the desire to im-
prove leadership (Elias, 2021). Crisis and stress improve 
team outcomes through exceptional digital leadership. Be-
sides, transformational leaders fiercely protect employees’ 
behavior, promote exchanges and collaboration, and nurture 
a sense of belonging. Leadership creates trust and respect 
(Debby Reiza Macella, 2020).  
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Leaders can show vulnerability during a crisis. Being open to 
employees by sharing concerns and goals is an example of 
honesty and trust. Leadership leaves members of the team 
with the possibility of giving innovative ideas. Although the 
crisis had a considerable influence on organizations, leader-
ship qualities are essential and valued during the pandemic. 
Nevertheless, it is not only leadership skills that will help 
leaders possess better qualities to face the consequences of 
the pandemic (Islam, Zawawi, and Wahab, 2021). 

This paper is split into two parts. The first part deals with the 
introduction and the literature review. This part consists of 
an explanation of the concepts. The theoretical bases devel-
oped the conceptual framework. According to past studies 
and theories, it has simplified digital leadership, employee 
satisfaction, and innovation types. The second part simpli-
fied the research methodology. The results analysis is ex-
plained. Finally, recommendations and paths for future stud-
ies conclude this study. 

2. LITERATURE REVIEW  

Leadership ensures continuity in organizations during the 
pandemic. Organizational success is elevated by leadership 
and leaders’ ability to satisfy and motivate employees to 
achieve success. Leadership roles include establishing val-
ues, building team confidence to face occupational risks, and 
defining goals. Effective leadership is indispensable for sat-
isfying and empowering team members to work toward an 
innovative plan. The pandemic significantly positively af-
fects organizations’ continuity, namely by increasing their 
capacity for innovation (Muttaqin, Taqi, and Arifin, 2020). 
The pandemic stimulated innovation and creativity to face 
obstacles. The necessary adaptation generates various inno-
vation transformed into solutions to the market evolution. 

Organizations have stepped up their technology investments 
during the COVID-19 pandemic. Large-scale organizations 
have significantly accelerated their growth compared to their 
competitors. The study by Ngo, Le, and Doan (2022); 
Whelehan, Algeo, and Brown (2021); Entress et al. (2020) 
revealed the functions of technology in organizational suc-
cess. The leadership allowed organizations to survive and 
thrive during this disruptive period. Adapting to change is 
one of the characteristics of leadership for corporate survival. 
Beyond simple adaptation, leadership is expected to be able 
to understand the circumstances to be able to make the right 
decisions to ensure continuity in organizations. It allows 
them to provide practical solutions during the rush of Covid-
19 outcomes (Nugroho et al., 2021). 

2.1. Leadership  

Leadership embraces an individual’s ability to satisfy, moti-
vate, and influence others to contribute to adapting innova-
tive performance. Leadership refers to this ability to lead. 
Concentrating on the leadership role contributes to employ-
ees’ satisfaction and innovation. With natural authority, 
knowing how to inspire trust makes a leader easy to impose 
on teams (Negoro and Wibowo, 2021). The role of leader-
ship is to look after the workforce’s interests and takes initia-
tive steps. Leadership motivates associates to carry out inno-
vative tasks with personal influence and great persuasion 
power. A leader must have a sense of listening to get the 

most out of teams. Leadership must recognize employees’ 
needs and analyze difficulties, skills, aptitudes, and values 
(Antonopoulou et al., 2021b). 

Leadership is a procedure to achieve a common goal. The 
mission of leadership is to combine employee well-being, 
group cohesion, and productivity. Leaders offer a vision by 
promoting cohesion between individuals, personal develop-
ment, job satisfaction, and innovation. Leadership can be 
distinguished from the traditional manager (Gerada, 2021). 
The latter plans, organize, and controls without necessarily 
proposing an attractive future for colleagues. However, lead-
ership is characterized by constant follow-up and feedback. 
Leadership tends to eliminate bureaucracy (Chanmugam, 
2021). The ability to satisfy employees is essential. Leader-
ship ensures that relations with employees are in good shape. 
Empathy and communication are imperative (Yokuş, 2022). 

Leadership characteristics are based on the fact that leaders 
must love their duties and know that success does not come 
by itself. This characteristic is an invitation to lead by exam-
ple, motivating and inspiring. Salary alone cannot be a mo-
tive, and it is certainly not enough to retain human talents. 
The leader is fundamental to motivating agents to stay in the 
organization. Good leadership can be translated into superior 
performance, motivated employees, and greater competitive-
ness (Ahern and Loh, 2021). These added factors result in 
increased innovation. 

Leadership studies identified individual and situational vari-
ables that favor leader performance over followers. Howev-
er, authors have regularly called for using a multilevel 
framework in leadership research (Dirani et al., 2020). The 
adoption of both an individual and a collective perspective 
improves this construct. The integration of different types of 
leadership concretely responds to managerial concerns. 
Leadership is guiding and motivating individuals and teams. 
Leadership is managing team members, individually and 
collectively, to achieve innovative performance beyond ex-
pectations.  

Several elements lead researchers to consider a multilevel 
framework. For Caringal-Go et al. (2021), leadership is a 
multilevel phenomenon inherent in the very concept of man-
agement. Consequently, it is vital to address leadership is-
sues in a multilevel framework. As Dwiedienawati et al. 
(2020) pointed out, “working at multiple levels sheds light 
on the individual procedures, particularly innovation. It iden-
tified the personal characteristics, behaviors, attitudes, and 
perceptions that underline and form the organizational struc-
ture. Finally, it highlights the actions that organizational ac-
tors must undertake, individually and collectively, to obtain 
corporate profits (Daraba et al., 2021). 

2.2. Digital Leadership Presence During the Pandemic  

The constricting elements imposed by the health crisis seem 
to be catalysts for a new virtual corporate sociability. The 
renewal of organizational routines revealed a new collective 
need for digital leadership through a developed configuration 
of a new corporate culture. Digital leadership is at the heart 
of innovation and teleworking practices (Hafiza Hamzah, 
Khalid, and Wahab, 2021). The epidemic has been a critical 
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motivational facet to adapt digital organizational leadership 
and technologies to ensure success and continuity. 

For Strielkowski et al. (2022), workforces and teams have 
high expectation on digital transformation. They are antici-
pating an enhanced alignment with their values to leverage 
productivity and organizational opportunities. In contempo-
rary working environment, executives are concentrating on 
the implemented leadership style. Those official leaders are 
emphasising effective tools, techniques, and digital technol-
ogies adoption to support consumers, employees, and inves-
tors feel valued (Karakose, Polat, and Papadakis, 2021). 

Defining KPIs to lead an effective digital leadership trans-
formation is as important as determining which KPIs drive 
an effective innovation revolution. According to Permana et 
al. (2021), organizations are moving towards hybrid and 
dispersed leadership types. Farrell (2021) explains the transi-
tion from charismatic leadership to a transformational and 
distinguished digital leadership style. According to Muttaqin, 
Taqi, and Arifin (2020), organizations must juggle between 
leadership styles. Damayanti and Mirfani (2021) indicated a 
positive relationship between learning and digital leadership. 
Dewi and Sjabadhyni (2021) stated that digital leadership 
should be retained in the era of post-Covid. Jayaraman and 
Mishra (2022) promoted leadership through satisfaction and 
trust. Houlihan (2020); Caperna et al. (2022) favored the 
triptych leadership, satisfaction, and innovation.  

Leadership has a momentous influence on the efficiency of 
goal achievement in organizations. Digital leadership ensures 
organizational continuity. The use of digital leadership is 
highly accurate in remote work, notably for individuals hav-
ing significant responsibilities away from the workplace and 
possessing a critical function in decision-making. The query 
of digital leadership is crucial. It involves an interface proce-
dure of communication between leaders and followers where 
the leader influences followers to achieve an innovative goal. 
The role of digital leadership is vital. It can affect the work 
system of the organization and employees (Xanthopoulou 
and Plimakis, 2021). 

In managing innovation, an approach of digital leadership 
inspires creative thinking. Big ideas, original products, and 
breakthrough ideas shouldn’t restrict innovative tools. It em-
braces a contribution by smaller ideas that benefit employees 
daily (Laufer et al., 2021). Accordingly, digital leadership 
intends to focus on online research and development. It 
brings a new idea to life and turns it into a procedure. There-
fore, digital leadership is an essential resource for organiza-
tional continuity. Individuals exhibit prosperity through a 
wide range of talents and qualities. Therefore, effective lead-
ership can affect subordinates’ satisfaction and sustain or-
ganizational continuity (Kozicki and Gornikiewicz, 2020; 
Uluğ, Solak, and Kanık, 2022).  

2.3. Employee Satisfaction  

Employees place job satisfaction among the top reasons for 
staying with a company. Working in good conditions is a 
significant matter for both employees and organizations that 
employ them. Leaders are constantly looking for innovative 
methods to improve employee satisfaction and ensure their 
well-being. Satisfaction is delineated in the working envi-

ronment as a positive psychological state of an individual (or 
an employee), which translates into a desire to satisfy a need 
(Boone, 2021). When employees are “satisfied,” they invest 
in themselves and feel pleasure in carrying out simple or 
complex tasks. Satisfaction remains an affective and emo-
tional response positioned on job analysis, description and 
managerial methods of supervision (Al-Fakeh et al., 2020). 

Employee satisfaction is an essential aspect for productivity 
and innovation. It is an asset for the entire organization. To 
measure their level of satisfaction, employees make a com-
parison between their professional experience and their 
needs. Satisfied employees stay with the organization longer. 
Retaining innovative employees can reduce overhead costs 
and increase profitability (Wolter et al., 2019). 

In the management literature, many authors have established 
that job satisfaction results from an individual’s evaluation 
of the work environment, climate, level of responsibilities, 
and power. Job satisfaction results in superior organizational 
commitment and improved performance (Strenitzerová and 
Achimský, 2019). 

Knowing these satisfaction determinants will improve em-
ployee satisfaction and, ultimately, their productivity at 
work. Elrehail et al. (2020) verified that the measurement 
tool adapted to multiple measurement scales highlights four 
dimensions to assess employee job satisfaction: passion, loy-
alty, involvement, and commitment. Even if some authors 
argue that this concept is outdated, job satisfaction remains a 
needed research area in human resource management. Satis-
faction is either intrinsic, extrinsic, or universal. Few studies 
have attempted to explain high and low exchange quality 
satisfaction (Jing et al., 2019).  

Internal surveys and the collection of feedback are compul-
sory for leaders and managers. Surveys of internal opinion 
positively assess employee satisfaction, commitment, and 
retention. Employee satisfaction is not only an indicator of 
serenity. It is proven to be a lever of responsibility through 
the quality of work life and a driver of organizational per-
formance and success. Dissatisfied employees equate to a 
strong tendency for teams to “complain” and lower morale. 
A high rate of dissatisfaction leads to career stagnation. The 
deterioration of quality of life at work added to a deficiency 
in bad decisions taken by leaders and managers (lack of mo-
tivation, dismissals from critical tasks), leading to a decrease 
in dissatisfaction and a decline in the rate of productivity (Ko 
and Choi, 2019). 

Concerning innovation, organizations must emphasize em-
ployees’ ability to innovate. The latter helps accomplish an-
ticipated organizational success. Moreover, some studies 
show that innovative behavior impacts business perfor-
mance. Furthermore, employees consider creative activities 
an excellent way to cope with heavy workloads. Innovative 
behavior allows them to adjust to working demands by inten-
tionally creating new ideas (or processes, products, proce-
dures) to introduce and apply in their daily tasks (Barakat et 
al., 2016). 

The studies of Becker, Cardazzi, and McGurk (2022) have 
focused on the influence of digital leadership style on em-
ployee innovation. Besides, Pramono et al. (2021) highlight-
ed that leadership leads to the adoption of innovative behav-
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iors. However, few studies have addressed the mediating role 
of employee satisfaction enabling leadership to improve in-
novation and creative behaviors. 

Satisfaction maintains the fluidity of operations, productivi-
ty, and the capacity for innovation (Čuček and Kač, 2020). In 
a professional framework, satisfaction is measured by com-
mitment and moral involvement in a mission. The rate of 
organizational commitment, whatever its size or its activi-
ties, is an essential factor of innovation since it directly im-
pacts performance. 

Committed employees involved in the “production chain” 
understand planned tasks through communication. Other-
wise, employees risk feeling dissatisfied due to the ambigui-
ty of required obligations. The objective is to ensure satisfac-
tion from integration into the value chain. Satisfied employ-
ees contribute to implementing innovation if the latter is in-
tegrated into production (Houlihan, 2020). 

Stress and anxiety related to COVID-19 generated signifi-
cant devasting effects on employees. Organizations have 
been encouraged to adopt teleworking using a variety of 
technological means. Telecommuting and remote work in-
creased the feeling of dissatisfaction due to home isolation 
(Abilash and Mary Siju, 2021). Impersonal communication 
engendered substantial and socially diluted tasks.  

Working from home can increase or worsens employees’ job 
satisfaction. Remote work, for instance, online teaching sig-
nificantly negatively influenced different educational aspects 
and increased both students’ and teachers’ dissatisfaction. 
From a theoretical perspective, Chandra Putra et al. (2020) 
have tested that teleworking is a double-edged sword with 
negative and positive effects. On the one hand, Hashim et al. 
(2020) proved that increased flexibility in working hours has 
a positive influence. On the other hand, Rahman and Zahir 
Uddin Arif (2021) deduced that the lack of direct interaction 
between co-workers and superiors negatively influences sat-
isfaction. Empirically, researchers are still verifying the 
long-term effects of working from home on job satisfaction. 

2.4. Innovation  

Innovation is a systematic challenge for modern organiza-
tions. A single definition of innovation doesn’t exist since 
various perspectives exist on this concept. For Vagnani, Gat-
ti, and Proietti (2019), innovation stems from a novel 
good/service launch, the implementation of a original pro-
duction technique. It also embraces strategies for new market 
entry, and new raw materials usage. 

Innovation is executing novel good or service, process, and 
marketing procedure (Zhang et al., 2019). For Rajan, Dhir, 
and Sushil (2021), innovation is a procedure to implement 
one or more products, services, and processes. Innovative 
ideas should satisfy stakeholders’ expectations implicitly and 
explicitly. Innovation is a source of value generation for the 
society, environment, and the economy. 

Innovation creates a justifiable competitive advantage. It 
provides direct solutions to meet consumers’ desires, and 
needs. Innovation is essential due to increased competition 
and customer demands. The development of investments and 
activities in innovation leads to gaining market share, in-

creasing revenues, and reducing costs and profitability. In-
novation is a source of organizational sustainability. Four 
elements are essential to measuring innovation. First, inno-
vative resources are controlled by the organization. Second, 
managerial capacities determine innovation activities. 
Fourth, staff skills and human resources approach measure 
innovation. Fifth, developing and using technological tools 
and data resources are becoming increasingly important for 
innovation (Makgopa, 2021; Damanpour, Sanchez-
Henriquez, and Chiu, 2018). 

De Clercq and Pereira (2021); Benitez et al. (2022) showed 
very few organizations devote a budget to innovation. The 
acquisition of innovative machinery and equipment is a sig-
nificant concern for organizations, in addition to innovative 
software and employees training in innovations. 

From a managerial perspective, innovation is a continuous 
approach to the organization’s competitive strategy. In other 
words, it is a long-term process required by managers. Ac-
cording to the marketing approach, innovation originates 
from a new output intended for the market. Similarly, Calen 
et al. (2021) defined innovation capacity as a continuous 
improvement of the company’s skills and resources to ex-
plore or exploit opportunities for developing a new product 
that satisfies market demands. Finally, according to the black 
box approach, schematized by Elias (2021), innovation re-
quires the realization of several successive stages. 

The costs of the innovation activity evaluate the feasibility of 
the innovation. Expenses may include various expenses such 
as expenses related to R&D activities, knowledge manage-
ment, and the acquisition of patents, licenses, and registered 
trademarks.  

Dwiedienawati et al. (2021) proposed two measures for 
gauging innovation. Measurements include R&D expendi-
ture and issued patents. For Dwiedienawati et al. (2021), 
R&D is the most important indicator for measuring innova-
tion activity. According to Antonopoulou et al. (2021a), 
R&D expenditure is an investment aiming to produce a 
product. Thus, R&D expenditure represents the financial 
effort invested in innovation activities. Examining R&D ex-
penditure, therefore, seems to be most suitable for measuring 
the input associated with innovation activities. According to 
Caperna et al. (2020), organizations group innovation activi-
ties under the label R&D and independently monitor the re-
sources used. Therefore, the R&D expenditure makes it pos-
sible to look at all the revenues from the innovation activities 
of large companies. According to Kozicki and Gornikiewicz 
(2020), publishing patents makes it possible to measure the 
production of new products, defined by Calen et al. (2021) 
as contemporary practices. Three main elements distinguish 
innovation. Elements are the product, the process, and mar-
keting. Finally, Pramono et al. (2021) added HR innovation 
to those elements. 

2.4.1. Innovation Significance  

Resource availability influences the organization’s ability to 
attain its objectives by carrying out different types of activi-
ty, including innovation (Vincenzi and da Cunha, 2021). The 
workforce’s tangible and intangible assets (including intel-
lectual capital) and accumulated experience are the corner-
stones of innovation. Innovation is crucial to ensure organi-
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zational continuity during a crisis. The size of an organiza-
tion is often one of the elements used to assess its innovation 
activities and propensity to innovate (Fatemi et al., 2022).  

Organizational prosperity is influenced by its ability to con-
duct activities, implement innovations and deliver results. 
Organizations are profitable and hold a high share of their 
capital when the return on investment in innovation is guar-
anteed. A company’s internal sources of finance are another 
critical driver of innovation. Scholars identified a variety of 
management practices and capabilities affecting innovation. 
These practices focused on two fundamental aspects: on the 
one hand, the competitive strategy and, on the other hand, 
the organizational and management capacities to implement 
it (Francis et al., 2021). 

2.4.2. Innovation Factors During the Pandemic  

The health crisis implied an obligation for organizations to 
constantly nurture their innovation potential. Innovation pro-
spects depend on three critical factors. First, the quantity and 
quality of resources (Ong et al., 2021) (technical, human, 
and financial) mobilized by organizations to innovate. Sec-
ond, the organization of resources has to activate internal 
learning processes and acquire, integrate and protect infor-
mation. Third, managerial know-how favored access to in-
novation (Pradana et al., 2021). Experience is added to inno-
vative prospects gained during the pandemic to leverage 
market position. Those factors lead to increased knowledge, 
proficiencies, expertise, and skills.  

Those factors are used in the innovation of products, human 
resources, marketing, and processes. Organizations are en-
couraged to practice a combination of different types of in-
novation. One kind of innovation leads to another. Product 
innovation alters production methods and rules to process 
and organizational innovation. Roman (2021); Purba et al. 
(2021) admitted that a process change was noticed following 
the adoption of an innovation. Human resources, marketing, 
and product innovation are the most practiced types during 
the pandemic. The pandemic pushed organizations to com-
bine innovative practices rather than adopt innovation alone. 
Kristinae et al. (2020); Ryan et al. (2021) extracted in their 
studies that the removal or a simple decrease in product in-
novation from the combined innovative factors leads to a 
drastic drop in incremental innovation. Therefore, Wiji Pra-
setiyo and Imanda Firmantyas Putri Pertiwi (2021); Galana-
kis et al. (2021) concluded that product innovation could be 
considered the first impulse of innovation. 

2.4.3. Four Types of Innovation  

Customers’ experience is at the center of innovation. Differ-
entiated innovation types help consumers become familiar-
ized with new products through innovative marketing strate-
gies. To meet their expectations, creative processes are used 
to correct innovation defects encountered as quickly as pos-
sible (Satell, 2017). 

Social networks are critical tools for ensuring brand innova-
tion. Posts on Facebook and Instagram provide awareness 
and perception of customers buying behaviors. Valuable 
information and criticism of innovative products/ services 
are initiated from those platforms. Collected information 
through customer surveys contains clues about potential 

markets. Those surveys analyze customers’ marketing data 
for innovative product characteristics and features (Oliva et 
al., 2019). 

A found that innovation is located on a continuum of which 
incremental and radical innovation would be the two ex-
tremes. Oliva et al., (2019) refined this typology by distin-
guishing three criteria to qualify the degree of novelty: the 
perception of users, the degree of originality, and the modifi-
cation induced (Bahr, 2019). Innovative activities vary de-
pending on whether organizations compete primarily on 
price or quality. Consequently, organizations focusing on 
quality are more likely to develop new product innovations 
for the market, and those focused on price focus more on 
highly efficient processes (Oanh, 2019). It is recommended 
to collect data on cost and quality in competitive strategy by 
first establishing the extent to which organizations focus on 
products’ price (cost competitiveness) to understand the stra-
tegic orientations of innovation. Second, it permits organiza-
tions to focus on qualitative characteristics (for instance, 
functionality, lifespan, and flexibility) (Corrales-Estrada, 
2019). 

2.4.3.1. Product Innovation  

Depending on the degree of innovation, two primary forms 
of product innovation can be distinguished (Qi et al., 2020). 
On the one hand, the design of up-to-date products. On the 
other hand, improving existing products’ performance takes 
the form of progressive or incremental innovation (Han and 
Zhang, 2021). The latter is related to radical product innova-
tion. 

Innovation is concerned with goods leading to substantial 
alteration and revolution in the production technical features 
(machineries, ingredients, integrated software). Another el-
ement to be considered is the commitment to improve prod-
ucts, introduce new ones or adapt them to customers’ re-
quirements. In addition, in the case of a quality-oriented 
competitive strategy, attention should be paid to the place 
given to branding activities to differentiate the products from 
those of competitors (Xie, Huo, and Zou, 2019). 

Choosing between serving a single product market or ad-
dressing several markets is a strategic decision, as greater 
diversification can promote innovation. In general, organiza-
tions serving multiple markets benefit from more opportuni-
ties and have more significant needs in terms of innovation 
than companies that focus on a single product market (Ben 
Arfi and Hikkerova, 2021).  

2.4.3.2. Human Resources HR innovation  

Innovation in HRM pushes implementing a new method to 
optimize daily practices. Human resource management prac-
tices can influence an organization’s ability to leverage its 
creative potential and skills. HRM practices are conducive to 
innovation and achieving goals (Mauro and Borges-Andrade, 
2020). Human resource management practices potentially 
conducive to innovation include creative recruitment, train-
ing, and skills development. Performance appraisal is corre-
lated with innovation ideas and is associated with developing 
innovations and incentives. Opportunities for promotion and 
career advancement motivate performance (Sugianto and 
Hartono, 2017). 
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Human resource management policies can contribute indi-
rectly to improving the results of innovation by reinforcing 
the feeling of satisfaction and loyalty of employees. Policies 
support the flexibility of time and place of work (flexible 
hours, teleworking) and initiatives with a social aim (policies 
allowing to reconcile personal life and professional activity) 
(Nieves and Quintana, 2018).  

2.4.3.3. Process Innovation  

Process innovation is instigating an execution of enhanced 
manufacturing process or distribution technique. This notion 
implies effective techniques, hardware, and software chang-
es. Chirumalla (2021) agreed that innovation processes are 
the rationalization of the imagination. Process innovation 
relies on developing or improving the production scheme 
(employment of new machinery, advanced software applica-
tion) or distribution. 

The imagination or creativity of innovative processes is nur-
tured and fueled by employees. Leaders rationalize creative 
ideas and transform them into strategies to take advantage of 
them. Studying the financial, economic, and technical feasi-
bility and studying the market is the second part of the inno-
vation process to review its novelty. Innovation is constantly 
confronted in the last instance with profitability, which can 
be more or less long-term, but guides the innovation process 
(De Giovanni and Cariola, 2021). 

2.4.3.4. Marketing Innovation  

Innovation is inseparable from the marketing approach to 
such an extent that a new field called “innovation marketing” 
has emerged. It is declined in the marketing mix, 4 P or 7 P. 
In addition to the traditional role of marketing, organizations 
closely monitor innovative products, promotions, and adver-
tising (Purchase and Volery, 2020). Marketing innovation 
aims to open new markets to improve the organization’s po-
sition relative to competitors. Marketing assesses market-
place potential to measure as accurately as possible possibili-
ties of product development. Marketing innovation success 
depends on the analysis of market needs. Hence, innovation 
creates a differentiation power based on the pillars of the 
marketing mix (Ding and Li, 2021).  

Innovative marketing strategies focus on designing offerings 
to offer solutions to solving customer problems. In market-
ing, innovation is translated into a prior identification of 
market opportunities. The invention in the marketing process 
is implemented using the three strategies translating innova-
tion into success. First, it leads to identifying opportunities to 
seize the market. Second, customer problems are deciphered 
following marketing surveys. Third, executives design 
unique offers to create a competitive advantage. Finally, the 
product/market fit strategy is the outcome of innovation 
(Cuevas-Vargas et al., 2021).  

2.5. Past Studies  

Leadership in digital culture illustrated by Gorgenyi-Hegyes, 
Nathan, and Fekete-Farkas (2021) exemplified a strong cor-
relation between digital leadership and innovation. Organiza-
tions following a strict application of digital leadership, em-
phasizing human resource management tasks and regular  
 

feedback, confirmed that workers are pleased with their posi-
tion and understand the value of their contribution. Organiza-
tions adopting this culture have noticed an increase in inno-
vation. Regular coaching and feedback have sustained satis-
faction. In organizations where managers believe in the cul-
ture of leadership through people-oriented tasks, such as 
coaching and feedback, they ensure both satisfaction and 
motivation. 

Atikah and Esti Riwayati (2021); Dwyer et al. (2021) illus-
trated the economic significance of employee satisfaction. 
These studies showed that effective leadership is an im-
portant motivating factor to innovation than financial com-
pensation. The culture of innovation is a critical success fac-
tor for innovation. Managers assume the essential function. 
Employee satisfaction increases If a spirit of leadership em-
braces those managers by transferring decision-making pow-
er, giving regular feedback, and valuing employees’ ideas. 
Consequently, the capacity for organizational innovation 
increases considerably (Gouda, 2020). 

Organizations with a culture emphasizing innovation are 
implementing innovative ideas. Corporate culture, therefore, 
plays a significant part to create and develop inventions. 
However, innovation constitutes a crucial “axis” of the cor-
porate culture by its strategic importance. Innovation devel-
opment involves many risks and challenges, a context likely 
to exacerbate penalties of changing behaviors and organiza-
tional procedures (Aristana, Arsawan, and Rustiarini, 2022). 

2.6. Research Hypotheses  

The literature review on the associations between leadership, 
employees, and innovation raises empirical questions that 
deserve further investigation. Indeed, studies that has exam-
ined leadership and its association with innovation have limi-
tations. Jackson and Ortego-Marti (2022) underlined the ex-
istence of an association between those variables but high-
lighted that employees’ perception of those concepts con-
strains this relationship. Indeed, those studies provided an-
swers specifying a positive relationship between leadership 
and innovation. Moreover, explicitly centered these links on 
a specific relationship between the corporate culture of digi-
tal leadership and innovation (Bennett and McWhorter, 
2021). The conception of innovation through employee satis-
faction is underdeveloped.  

2.6.1. The Link Between Digital Leadership and Employee 
Satisfaction  

Leadership is a central managerial notion. This concept em-
braces the capacity to lead other individuals toward achiev-
ing organizational objectives (Alsolamy, 2021). The leader 
sets an example for employees, shows the way, ensures their 
satisfaction, and motivates them to give their best (Barasa 
and Kariuki, 2020). 

Leadership maintains a harmonious relationship with the 
work team and succeeds in involving employees in decision-
making. The latter holds employee satisfaction through the 
personalization of goals. Besides, the relationship between 
the leader and subordinates determines satisfaction or dissat-
isfaction at work. Leadership is illustrated by social ex-
change theory (Khan et al., 2020). 
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Training is an effective method to transform employees into 
leaders. Training future leaders is an HRM strategy to bene-
fit from internal resources to improve employee satisfaction, 
develop leadership capacities and establish solid and lasting 
relationships between employees. Leadership adapting men-
toring programs facilitates the transfer of knowledge be-
tween employees, especially those from different genera-
tions. This approach effectively upholds employee satisfac-
tion when career development opportunities or promotions 
arise (Munfaqiroh, Mauludin, and Suhendar, 2021). 

P.Haan (2021); Arnett (2021) promoted that servant leader-
ship increases employee satisfaction and, therefore, the 
quality of life at work. According to Mikhael (2021); Chen, 
Ding, and Li (2022), employees’ satisfaction reflects their 
physical and psychological well-being. Employees in tune 
with work objectives are productive and beneficial for the 
continuity and prosperity of the organization. 

Satisfied employees consider working for the organization as 
a team directed by influential leaders and a clear leadership 
strategy. The workforce has a higher ability to be integrated 
into performing groups. Therefore, satisfied employees are 
motivated to accomplish future visions and contribute to 
executing prospects for development. Dissatisfied employees 
are disengaged from the organizational mission and show 
low commitment. It isn’t elementary to progress and sustains 
the continuity of organizations (Almohtaseb et al., 2021). 
Consequently, the first hypothesis is constructed.  

H1: Digital Leadership and Employees’ Satisfaction  

 H1.0: Digital leadership does not significantly in-
fluence employee satisfaction. 

 H1.a: Digital leadership has a significant influence 
on employee satisfaction. 

2.6.2. Employee Satisfaction and Product Innovation 

Product innovation depends on cutting-edge innovative tech-
nologies and production techniques. Satisfied employees are 
adequately involved in innovation activities. The indirect 
role of satisfaction helps implement product innovation 
(Dirani et al., 2020). Significant changes in product innova-
tion continue to be a logical consequence of satisfaction. 

Innovation inputs include internal and external factors pro-
moting innovative outputs. Innovative inputs and outputs can 
distinguish contributions to employees’ satisfaction. The 
study of Hrnjic and Djidelija (2018) showed that satisfaction 
is an innovation stimulator following research, development, 
and technology push. Okoe et al. (2018) measured satisfac-
tion outputs by introducing innovative products, the change 
or the significant improvement of production methods, and 
the intensity of these innovations measured thanks to em-
ployees’ contribution. 

Executives with diverse skills define the absent jobs. Manag-
ers are distinguishing managerial and research activities. The 
latter are discovered using innovative strategies and the ap-
pearance of an R&D department. Definitely, research and 
development (R&D) teams establishes innovation founda-
tions and tactics. R&D team are seniors with previous expe-
rience in the field. Employees who flourish and evolve are 
satisfied (Chen, Leung, and Evans, 2016). Therefore, those 

employees are involved in innovating the quality of prod-
ucts. Similarly, when employees are placed in favorable 
conditions, it will be easy for them to produce higher-quality 
products. Consequently, the second hypothesis is construct-
ed. 

H2: Employees’ Satisfaction and Product Innovation  

 H2.0: employee satisfaction does not significantly 
influence product innovation. 

 H2.a: employee satisfaction has a significant influ-
ence on product innovation. 

2.6.3. Employee Satisfaction and HR Innovation  

Personal and professional life balance affects employees’ 
satisfaction and well-being at work. Indeed, employee satis-
faction is linked to the quality of life at work. Those strate-
gies are part of human resources innovation. Preserving em-
ployees’ well-being maintains the proper functioning of the 
organization. Employee satisfaction is ensured by a pleasant 
and safe working environment and is supported by innova-
tive human resources strategies (Han et al., 2020).  

Creating an excellent working atmosphere is a targeted or-
ganizational tactic in attaining innovation. Dispensing em-
ployees with technologies motivate then to give their poten-
tial. In conclusion, HRM can assess employees’ satisfaction 
with working on their innovative strategies and increase em-
ployee satisfaction. Human resources managers can choose 
the most suitable method following the work environment 
and teams. Human resources managers can harmonize inno-
vation with production, organization, marketing, and innova-
tive procedures. Indeed, the employee is a basic configura-
tion of HRM innovations (Barakat et al., 2016). 

HR experts set up a cultural system favorable to innovation. 
Technological scheme is structured on employee’s aware-
ness and knowledge to its implementation. It focuses on em-
ployee qualification processes, training, and communication 
between them and management. The team leverage their 
interest in customer desires. Employees are attentive to inno-
vation obstacles. To sustain continuity in innovation and 
generate an innovative culture, HRM should always follow 
up on employee satisfaction to ensure the implementation of 
innovative strategies. This relationship presupposes the pres-
ence of satisfied and competent personnel (Strenitzerová and 
Achimský, 2019). Consequently, the third hypothesis is con-
structed. 

H3: Employees’ Satisfaction and Human Resources Innova-
tion 

 H3.0: employee satisfaction does not significantly 
influence human resources innovation. 

 H3.a: employee satisfaction has a significant influ-
ence on human resources innovation. 

2.6.4. Employee Satisfaction and Process Innovation 

Employee satisfaction is a tool for managing process innova-
tion. Organizations need an innovative process to bring ideas 
into the world. Creative processes help move projects from 
conception to action. This move is encouraged by satisfied 
employees to share their thoughts and transform them into 
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concrete results. Employees’ satisfaction contributes to the 
effective implementation of process innovation (Lasisi et al., 
2020). Satisfied employees are creative, share ideas, and fuel 
process innovation. Results are often promising. Creativity 
and innovation suffer when employees are dissatisfied. 
Teamwork and collaboration leverage the idea off the 
ground. Process innovation can arise among the most satis-
fied employees. Consequently, the fourth hypothesis is con-
structed. 

H4: Employees’ Satisfaction and Process Innovation 

 H4.0: employee satisfaction does not significantly 
influence process innovation. 

 H4.a: employee satisfaction has a significant influ-
ence on process innovation. 

2.6.5. Employee Satisfaction and Marketing Innovation  

Employee satisfaction is a central point that should not be 
overlooked within marketing innovation. Indeed, the opin-
ions and ideas of employees are valuable levers of innova-
tion and marketing competitiveness. Maintaining employees’ 
satisfaction can revolutionize marketing and its innovative 
ideas. Innovation is a leadership task. Leaders have realized 
that creative ideas come from the most satisfied employees. 
Organizations rely on an R&D department to drive innova-
tion but focus on employees’ satisfaction to enhance their 
marketing innovation (Tsai and Yen, 2020). 

A study of the cross-sectional influence of crisis showed that 
an increase in productivity was explained by positive varia-
tion in job satisfaction. Therefore, working from home in-
creases job satisfaction, which in turn has a positive conse-
quence on productivity. On the opposite side, working alone 
from home has resulted in a loss of interest and decreased 
productivity (Hashim et al., 2020) due to the absence of di-
rect supervision and feedback. However, Yu and Wu (2021) 
found no evidence that Covid-19 and the change in the 
workplace affected job satisfaction by facilitating the transi-
tion to telework and ensuring a balance between work and 
leisure time. 

The deterioration of work-life balance is the most explicit 
bias that counteracts the positive influences of teleworking. 
In addition, Rinaldi and Riyanto (2021) found that the health 
crisis negatively impacted the deterioration of relations with 
employees and superiors. This finding is noteworthy, as pre-
vious analysis shows that digitalization had a negative effect 
on job satisfaction through difficulties in communication and 
interaction with colleagues and managers. Safuan and Kurnia 
(2021) suggested that digitization decreased employee satis-
faction. Consequently, the fifth hypothesis is constructed. 

H5: Employees’ Satisfaction and Marketing Innovation 

 H5.0: employee satisfaction does not significantly 
influence marketing innovation. 

 H5.a: Employee satisfaction has a significant influ-
ence on marketing innovation. 

2.6.6. The Mediating Role of Employee Satisfaction  

Due to forceful competition, and the constant alteration in 
consumers’ requirements, satisfaction of workforces is a 

fundamental facet for success and organizational continuity. 
Innovation is regenerated. Innovations allow us to gain a 
foothold in the market. The most critical factor for an organ-
ization’s innovativeness is employees’ motivation and com-
mitment. Dissatisfied employees cannot achieve the latter 
(Yoon and Na, 2018). Therefore, employee satisfaction en-
sures innovation and competitive advantage and thus con-
tributes significantly to organizational survival (Lasisi et al., 
2020). Therefore, employee satisfaction affects each type of 
innovation. Consequently, the sixth hypothesis is construct-
ed. 

H6: Employees’ Satisfaction (Mediating Role) 

 H6.0: employee satisfaction does not significantly 
mediate between digital leadership and innovation 
factors.  

 H6.a: employee satisfaction has a significant medi-
ating role between digital leadership and factors of 
innovation. 

2.6.7. Digital Leadership Influence on Innovation 

Investment in radical technological innovations is powered 
by leadership. Organizational changes accompany these rev-
olutionary inventions. Innovation is a concern of the admin-
istrative procedure and leadership style. Productivity ad-
vantages have increased. The success of innovations is rein-
forced by technological novelty. Indeed, victory pushed the 
innovators (founders) to shape and produce new ideas differ-
ently. Through creativity and risk control, organizations cre-
ate an environment to implement promising ideas (Mascolo 
and Burbach, 2021). Bold ideas are encouraged.  

Innovation comes from technology. The behaviors of both 
employees and managers evolve as a result of innovation. 
With radical innovation, behaviors will change because they 
are based on leadership values allowing workers to develop 
innovative capabilities. Indeed, the effort underlying innova-
tive projects is organized due to a well-channeled procedure. 
Employees rely on their creativity and innovative minds to 
enhance services/goods production and marketing. Leaders 
coordinating research activities improve innovation (Wahab 
Ali, 2020). 

H7: Digital Leadership and Factors of Innovation  

 H7.0: digital leadership does not significantly influ-
ence factors of innovation. 

 H7.a: digital leadership has a significant influence 
on factors of innovation. 

2.7. Conceptual Framework  

The recent pandemic has emphasized the vital role that hu-
man capital plays in sustaining and evolving innovation. The 
quarantine increased obstacles in working conditions. Those 
obstacles result from a lack of material resources and train-
ing for remote work. An increase in innovation is due to effi-
ciency leadership types, namely digital leadership. Employ-
ees’ satisfaction mediates this increase. Corporate culture 
possesses a significant share of methods to leverage the 
adoption of leadership and innovation. Covid-19 has 
changed those concepts’ theoretical and practical conditions 
(Eichenauer, Ryan, and Alanis, 2022).  
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Covid-19 has continued to expose the workforce’s capacity 
to establish dedication, resilience, and commitment. Never-
theless, preserving these capabilities entails ensuring em-
ployees’ satisfaction and well-being. Satisfaction is the cen-
ter of the organization’s value chain. Leadership supports 
employees in achieving goals and empowers them through 
special autonomy and satisfaction. Renewing organizational 
culture to support employees’ satisfaction and sustain the 
quality of life at work are innovative strategies in human 
resources management (Sanusi et al., 2020). The change in 
organizational culture can materialize through digital leader-
ship.  

Leaders are trying to adapt and solve challenges resulting 
form the crisis. A lack of information on organizations’ abil-
ity to innovate remains an encountered challenge in the fu-
ture. However, organizations could quickly adapt and ensure 
continuity during and after the health crisis. In the post-
Covid era, organizations will have to continue to adapt lead-
ership of innovation to face new changes and uncertainties 
arising in the future. Following the deliberated literature, the 
conceptual framework is constructed (Caramanica and 
O’Rourke, 2021).  

3. RESEARCH METHODOLOGY  

The elaboration of the literature review clarified digital lead-
ership (independent variable) and organizational innovation 
dimensions (dependent variable). Employees satisfaction 
functions were introduced and explained as the mediating 
variable. The quantitative study was carried out in the bank-
ing field through a quantifiable survey tool. The question-
naire is a practical statistical exercise to describe and com-
pare the results collected. Inferential data resulting from this 
tool are verification tests for the research hypotheses. The 
quantitative analysis depends principally on the research 
question. The quantitative research explicates and examines 
hypotheses with statistical analysis. (Saunders et al., 2009) 
describe the quantitative approach as a technique for collect-
ing or analyzing data producing data that can be processed 
numerically. 

The deductive approach is preferred in this study. Hypothe-
ses are tested after a critical deduction from a grounded liter-
ature review. The deductive reasoning is relevant since the 
research aims to test hypotheses that an organizational cul-
ture implementing digital leadership is aligned with the in-
novation process through delighted employees. Digital lead-

ership strategies company has a positive influence on corpo-
rate innovation while aligning it with workforce satisfaction. 

Indeed, digital leadership and organizational innovation can 
be analyzed in numerical numbers through the perception of 
the bank’s employees. Participants marked their answers on 
the Likert scale to measure each dimension objectively. In-
depth and better-finalized statistics are presented in the find-
ings.  

3.1. Data Collection Techniques 

A questionnaire is a selection tool collecting primary. The 
pre-structure questionnaire was given to banks’ employees 
personally (face to face) to identify their perceptions and 
behaviors. Six concepts constructed the research framework, 
and a section dedicated to participants’ demographics formed 
the evaluation scale. This behavioral-oriented questionnaire 
was distributed at the end of the corona era (the beginning of 
2022). Each participant in this study answered the questions 
according to a Likert scale. The latter comprises five answers 
extending from “highly dissatisfied” to “highly satisfied.” 
This scale is commonly utilized to measure opinions, percep-
tions, and behavior.  

This behavioral questionnaire assessed digital leadership (8 
items) based on the taxonomy of (Muttaqin, Taqi, and Arifin, 
2020; Supriadi et al., 2020; Pramono et al., 2021). The ques-
tions are grouped into one dimension identifying leadership 
characteristics. For employee satisfaction, nine questions 
were based on the arrangement of (Eichenauer, Ryan, and 
Alanis, 2022). Four dimensions classify and identify the in-
novation in an organization. Twenty-seven questions are 
subdivided, namely: product innovation (6 items); human 
resources innovation (6 statements); process innovation (8 
statements); and marketing innovation (7 items). The subdi-
vision of the questionnaire will allow us to assess the rela-
tionship between digital leadership and innovation, placing 
employee satisfaction as a mediating variable.  

3.2. Participants and Procedure 

The participants (n = 283) answered the questionnaires. 
Sampling was done using the traditional method of face-to-
face collection. Participants were employed by the bank 
when the study was conducted. Ten participants had to be 
removed from the analyzes due to missing responses. The 
sampling technique was the convenience sample; partici-

 

Fig. (1). Conceptual Framework. 
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pants did not receive compensation upon completing the 
questionnaire. The sample included only employees, so they 
filled in the metrics for their leaders. It is a cross-sectional 
correlational study. The descriptive statistics and the correla-
tions between the variables are available in the next section. 
A first questionnaire was presented to professors specializing 
in HRM to be face validated and to test its ability to collect 
data to identify the degree of the coherence of answers and 
their suitability with the objectives. This questionnaire was 
prepared to be used for data collection as a pre-test. This pre-
test provided tips and instructions for adjustments and then 
deleted ambiguous items. Then, the distribution stage to all 
sample members was executed to collect the necessary data. 
The data were analyzed using SPSS software. 

3.3. Statistical Methods 

Principal component factor analysis (PCA) is an appropriate 
method to synthesize information and discover the underly-
ing structure of digital leadership, employee satisfaction, and 
innovation. Multivariate data analysis method PCA explores 
the relationships that exist between those variables. The  
 

Kayser Meyer Olkin (KMO) test and the Bartlett sphericity 
assess its effectiveness. The KMO test must be greater than 
0.5, and the Bartlett test must be significant for factor analy-
sis to be feasible. 

The exploratory factor analysis is conducted on 283 users 
ensuring factor structure validity and scale. Then a confirma-
tory factor analysis was carried out using the AMOS. Scales 
are subjected to normality tests. To be considered normal, 
the value of these indicators must approach 0 for symmetry 
(Skewness) and 3 for concentration (Kurtosis). The multi-
normality of variables should be verified using the scales and 
variables normality of the variables. 

Cronbach’s alpha analyzed the reliability of the measurement 
scale. The coefficients should be higher than 0.5. A meas-
urement of the significance of Cronbach alpha values less 
than 0.60 is insufficient. Between 0.60 – 0.65 is low, be-
tween 0.65 – 0.70 is minimum acceptable, and between 0.70 
– 0.80 is a good value. However, when these coefficients are 
more significant than 0.90, the number of items should be 
reduced.  

 

Table 1. Participants Demographics. 

 Frequency Percent Valid Percent Cumulative Percent 

Age 

Between 20 and 25 years 38 13.4 13.4 13.4 

Between 26 and 31 years 76 26.9 26.9 40.3 

Between 32 and 37 years 50 17.7 17.7 58.0 

Between 38 and 43 years 57 20.1 20.1 78.1 

Between 44 and 49 years 61 21.6 21.6 99.6 

Between 50 and 55 years 1 .4 .4 100.0 

Total 283 100.0 100.0  

Gender 

Female 134 47.3 47.3 47.3 

Male 149 52.7 52.7 100.0 

Total 283 100.0 100.0  

Position 

Non-Managerial Employees 135 47.7 47.7 47.7 

Supervisory Level 46 16.3 16.3 64.0 

Assistant Manager 50 17.7 17.7 81.6 

Managers 50 17.7 17.7 99.3 

Executive Level 2 .7 .7 100.0 

Total 283 100.0 100.0  

Years of experience 

Less than two years 34 12.0 12.0 12.0 

Between 3 to 4 years 48 17.0 17.0 29.0 

Between 5 to 6 years 96 33.9 33.9 62.9 

Between 7 to 8 years 102 36.0 36.0 98.9 

More than nine years 3 1.1 1.1 100.0 

Total 283 100.0 100.0  
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4. FINDINGS AND RESULTS  

According to the methodology approach, the statistical was 
implemented using SPSS and AMOS. This section synthe-
sized the main statistical results obtained. 

Table 3 established the demographic characteristics of the 
sample. It has been underlined that 52.7% of the sample are 
men and 47.3% women. 26.9% of the sample are between 26 
and 31 years old, and 21.6% are between 44 and 49 years 
old. This percentage is followed by 20.1% (61 employees) 
between 38 and 43 years and 17.7% between 32 and 37 years 
old. Therefore, employees are young. Table () noted a per-
centage of 16.3%, which represents the supervisory level, 
17.7% is associated with the position of managers, and 0.7% 
represents the category of executives. 47% have a non-
managerial role, which proves that the company gives para-
mount importance to attracting and recruiting individuals 
who have high skills. 

Regarding the number of years of experience, table (1) signi-
fied 36% of the sample have practical experience ranging 
from 7 to 8 years, and 33.9% have 5 to 6 years of experience. 
This increase in practical experience is due to the constant 
evolution and changes in the organizational structure. The 
majority of participants are experienced in the field. 

4.1. Descriptive Statistics 

Table (2) presents the descriptive data for the perception of 
digital leadership, employees’ satisfaction, and innovation 
factors (products, human, process, and marketing innova-
tion). 

According to the individuals’ perceptions, displayed results 
show that the average responses concerning digital leader-
ship are between 2.7 and 4.1. this range is compatible and 
approves the satisfaction of participation. It indicates that 
answers vary between neutral and highly satisfied points. 
Besides, the average responses to innovation scales are be-
tween 3 and 5. Therefore, participants are satisfied with prac-
tices of innovation and applied digital leadership. Employees 
are satisfied with their ability to perform tasks freely. Re-
garding the satisfaction items, answers had an average of 3.5, 
indicating that participants generally answered: “satisfied.” 
Hence, this index explains that their satisfaction is well-
noticed in the organization. 

The Skewness and Kurtosis indices vary within the normal 
range. The dimensions of innovation analysis, Product Inno-
vation, Human Resources Innovation, Process Innovation, 
and Marketing Innovation show that responses are typically 
distributed. The distribution analysis shows that the answers 
are generally spread around the mean. Thus, the Skewness 
and Kurtosis indices are 1.5 and -1.1, respectively. Indeed, 
the Skewness for employee satisfaction is 0.1 for a kurtosis 
of 0.16, which implies a normal distribution. 

4.2. EFA (Exploratory Factor Analysis)  

A factor analysis was performed with digital leadership 
items to determine if those items correspond to a statistically 
measured factor. Items were removed to reduce the number 
of parameters. Indicators presenting the lowest factorial 
weights were eliminated. Elements with the highest factorial 
weights for each latent variable were retained. 

Table 2. Descriptive Statistics. 

 
N Minimum Maximum Mean Std. Deviation Skewness Kurtosis 

Statistic Statistic Statistic Statistic Statistic Statistic Std. Error Statistic Std. Error 

Digital Leadership 283 2.75 5.00 3.6564 .51909 .309 .145 .034 .289 

Employees Satis-

faction 
283 2.56 5.00 3.5359 .61592 .107 .145 .164 .289 

Product Innovation 283 1.83 4.83 4.0277 .81910 .336 .145 .905 .289 

Human Resources 

Innovation 
283 2.17 5.00 3.8009 .68087 .696 .145 .340 .289 

Process Innovation 283 1.63 5.00 3.6983 .68767 .630 .145 .157 .289 

Marketing Innova-

tion 
283 2.14 5.00 4.1348 .50879 .469 .145 .211 .289 

Table 3. Digital Leadership. 

 
1 Compo-

nent 

Cumulative % 

Eigenvalues 
KMO 

Cronbach 

alpha 
Sig. 

DL2 Executive managers show a greater interest in technologies compared 

to competitors 
.876 

65.5% 0.791 0.831 0.00 
DL3 Leaders have regularly informed employees about the progress of the 

new technology implementation and its progress 
.896 
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The results in Table 2.5 on the exploratory factor analysis 
(with Varimax rotation) regarding digital leadership yield a 
Kaiser-Meyer-Olkin of .79. Two items measuring digital 
leadership were retained with a p < .001. The alpha coeffi-
cient (.83) is excellent. Therefore, one factor represents the 
perception of digital leadership. The factorial solution ex-
plains a total of 65.5% of the variance.  

The EFA analysis (with Varimax rotation) for employee per-
formance yielded a KMO of .0.73. Four retained items 

measured digital satisfaction with a p < .001. Therefore, one 
factor represents the perception of participants concerning 
their satisfaction. The factorial solution explains a total of 
52.7% of the variance. The alpha coefficient (.68) is satisfac-
tory. 

The factor analysis retained four factors with a total ex-
plained variance of 63% and a KMO of 0.735. 0.96, 0.78, 
0.69, and 0.65 are the respective Cronbach’s alpha. Those 
coefficients represent satisfactory reliability and validity.  

Table 6. Components of Innovation Types. 

 

Components 

Process 

Innovation 

Product 

Innovation 

Marketing 

Innovation 

Human Resources 

Innovation 

PRO7 Programming and control are planned carefully and in detailed processes .973    

PRO8 Creativity is integrated into different processes in a mandatory way (quality, design, 

in the deployment of the action plan, during the development of strategy 
.964    

PRO6 There is a good match between the nature of R&D skills and the process require-

ments of innovation 
.925    

PI2, Prototype development, and testing are favored by the introduction of continuous 

improvement and innovation 
 .842   

PI3 There is a good match between production skills and the requirements of products 

innovation 
 .806   

PI6 Clients’ needs and wants are regularly consulted and used to introduce innovative 

products into the market 
 .748   

PI5 The organization dedicates a budget for research and development to innovate current 

products 
 .706   

PI1 There is an effective match between target market needs and innovative products  .546   

MI5 The organization adopts market research skills to leverage innovation in marketing   .744  

MI4 Sales and marketing skills are ideal for innovative project   .717  

Table 4. Employees Satisfaction. 

 1 Component 
Cumulative % 

Eigenvalues 
KMO 

Cronbach 

alpha 

ES1 The organization has a clear business plan and shares it with employees. .743 

52.7% 0.733 0.681 

ES3 Organizational policies are clear, and you know them .647 

ES6 For organizations, employee satisfaction, is a priority for the quality of inno-

vation 
.599 

ES7 Management respects its commitments to customers and employees within 

the established deadlines. 
.883 

Table 5. Dimensions of Innovation. 

 Items Cronbach alpha Kmo Cumulative Eigenvalues% 

Process Innovation 3 961 

0.735 63% 
Product Innovation 5 786 

Marketing Innovation 5 699 

Human Resources Innovation 3 654 
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MI3 There was a significant match between the organization’s marketing skills and the 

innovation needs 
  .665  

MI2 There are organized practices for external benchmarking of the competition (bench-

marking) 
  .624  

MI1 The management team meets regularly to review and innovate marketing activities.   .624  

HRI3 Management offers employees the to organize their work flexibly (remote work, 

flextime) 
   .845 

HRI5 There is an established process for the annual review of objectives and performance    .821 

HRI4 Key performance indicators (KPIs) are defined and measured periodically in a dash-

board 
   .700 

 

Fig. (2). Path Analysis (Second Order Model). 

 

After rotation, three questions were related to processing 
innovation, and five items formed the product innovation. 
Those items are the subject of confirmation by a second-
factor analysis (CFA). Five things were also verified to be 
the items constructing the marketing innovation, and three 
questions composed the scale of human resources innova-
tion. Those items provided high confidence for accurate 
analysis. 

Table 7. Regression Weights. 

   
Estimate S.E. C.R. P 

DL2 <--- Digital Leadership 1.000 
   

DL3 <--- Digital Leadership .670 .053 12.590 *** 

ES1 <--- 
Employees Satis-

faction 
1.102 .152 7.265 *** 

ES3 <--- 
Employees Satis-

faction 
1.000 

   

ES6 <--- 
Employees Satis-

faction 
.809 .141 5.733 *** 

   
Estimate S.E. C.R. P 

ES7 <--- 
Employees Satis-

faction 
1.709 .241 7.089 *** 

PRO7 <--- Process Innovation 1.025 .022 46.530 *** 

PRO8 <--- Process Innovation 1.000 
   

PRO6 <--- Process Innovation .958 .034 27.799 *** 

PI2 <--- Product Innovation 1.000 
   

PI3 <--- Product Innovation .487 .054 9.029 *** 

PI6 <--- Product Innovation .357 .040 8.984 *** 

PI5 <--- Product Innovation .864 .058 14.885 *** 

PI1 <--- Product Innovation .330 .050 6.607 *** 

MI5 <--- 
Marketing Innova-

tion 
.834 .112 7.463 *** 

MI4 <--- 
Marketing Innova-

tion 
1.000 
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Estimate S.E. C.R. P 

MI3 <--- 
Marketing Innova-

tion 
.828 .120 6.925 *** 

MI2 <--- 
Marketing Innova-

tion 
.714 .112 6.347 *** 

MI1 <--- 
Marketing Innova-

tion 
.831 .134 6.193 *** 

HRI3 <--- 
Human Resources 

Innovation 
1.000 

   

HRI5 <--- 
Human Resources 

Innovation 
.771 .069 11.135 *** 

HRI4 <--- 
Human Resources 

Innovation 
.669 .079 8.438 *** 

Table (6) verified indicators assessing digital leadership, 
employee satisfaction, process, product, marketing, and hu-
man resources innovation. At this stage, the estimated pa-
rameters are 22 for an N = 283. Factorial weights are more 
significant than 0.5 for the model, including the reduced in-
dicators. Consequently, the required threshold has been 
reached. 

Table 8. Assessment of Normality. 

Variable min max skew c.r. kurtosis c.r. 

HRI4 1.000 5.000 -.888 -6.100 -.717 -2.461 

HRI5 1.000 5.000 -1.481 -10.169 1.139 3.913 

HRI3 1.000 5.000 -.917 -6.299 -.727 -2.498 

MI1 1.000 5.000 -.801 -5.502 -.067 -2.231 

MI2 1.000 5.000 -.743 -5.101 .201 2.690 

MI3 2.000 5.000 -.710 -4.874 -.097 -2.333 

MI4 2.000 5.000 -.537 -3.688 -.708 -2.432 

MI5 2.000 5.000 -.811 -5.573 .335 1.150 

PI1 2.000 5.000 -1.155 -7.932 -.005 -2.019 

PI5 1.000 5.000 -.959 -6.585 -.419 -1.438 

PI6 2.000 5.000 -1.403 -9.634 1.455 4.995 

PI3 1.000 5.000 -1.289 -8.849 .719 2.470 

PI2 1.000 5.000 -.727 -4.996 -.814 -2.794 

PRO6 1.000 5.000 -.943 -6.477 -.747 -2.564 

PRO8 1.000 5.000 -.678 -4.657 -.981 -3.369 

PRO7 1.000 5.000 -.677 -4.647 -.968 -3.323 

ES7 1.000 5.000 -.646 -4.437 -.725 -2.489 

ES6 1.000 5.000 .167 1.149 -1.355 -4.652 

Variable min max skew c.r. kurtosis c.r. 

ES3 1.000 5.000 .072 2.494 -1.539 -5.284 

ES1 1.000 5.000 -.588 -4.038 -.899 -3.086 

DL3 1.000 5.000 -.866 -5.950 -.328 -1.127 

DL2 1.000 5.000 -.878 -6.029 -.802 -2.755 

Skewness and Kurtosis indices are 1.5 and -1.1, respectively. 
Indeed, the Skewness for constructs and kurtosis have a C.R. 
higher than 1.96, indicating the normal distribution. 

CFA with SEM verified the goodness of fit model measuring 
digital leadership, employees’ satisfaction, and innovation 
factors (process, product, marketing, human resources inno-
vation). In other words, they assessed the anticipated differ-
ences between the measured constructs. Indeed, they are 
represented in the data. The measurement model is compared 
to an alternative model.  

4.3. Hypothesis Examination  

The model best fits the data determined based on the Chi-
square test. GFI, TLI, CFI, and RMSEA indices measure the 
verification of the fit.  

Table 9. Global Model Fitness 

X2 P-Close RMSEA CFI TLI GFI 

2.8 0.000 0.000 0.951 0.985 0.914 

The (GFI) index a critical measure is calculated to evaluate 
the fitness degree between the hypothetical model and the 
observed covariance matrix. The GFI yielded a value greater 
than 0.9, indicating a good model fit. The (CFI) examined 
the deviation between results and the hypothetical model. 
CFI yielded values higher than 0.9. This value has proven to 
be an excellent indicator sustaining the model fitness. The 
RMSEA value of 0.06 or less showed a good model fit. Fi-
nally, the model fitness is authenticated by the value of p-
close of less than 0.01. to summarize, The GFI, CFI, and TLI 
indices are more significant than 0.9 and close to 1. In addi-
tion, the RMSEA is less than 0.1 and converges towards 0. 

The structural model adjustment confirmed that the varia-
bles’ linear relations are statistically significant. The value of 
C.R. echoes the discrepancy percentage in the response vari-
able explicated by its relationship to the predictor variables. 
Convergent validity was checked if the associated values 
with each factorial contribution were significant (> 1.96). 
Discounts range from 2.3 to 4.9.  

Schematically, this model positions employee satisfaction as 
a mediating variable explaining the relationship between 
digital leadership and the four classifications of innovation. 
Employee satisfaction significantly influences the process, 
product, marketing, and human resources innovation (good 
C.R. varying between 2.4 and 4.9 associated with a signifi-
cant p-value of 0.000). Besides, digital leadership influence 
employee satisfaction positively and significantly (CR=2.3, 
P=0.00 <0.01). The analysis of the results showed that test 
values (C.R.> 1.96) between hypotheses variables are signif-
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icant for the six explanatory model variables. Consequently, 
the hypotheses are confirmed.  

H1: Digital Leadership and 

Employees’ Satisfaction 

H1.a: Digital leadership has a significant 

influence on employee satisfaction. 

H2: Employees’ Satisfaction 

and Product Innovation 

H2.a: employee satisfaction has a signifi-

cant influence on product innovation. 

H3: Employees’ Satisfaction 

and Human Resources Inno-

vation 

H3.a: employee satisfaction has a signifi-

cant influence on human resources innova-

tion. 

H4: Employees’ Satisfaction 

and Process Innovation 

H4.a: employee satisfaction has a signifi-

cant influence on process innovation. 

H5: Employees’ Satisfaction 

and Marketing Innovation 

H5.a: Employee satisfaction has a signifi-

cant influence on marketing innovation. 

H6: Employees’ Satisfaction 

(Mediating Role) 

H6.a: employee satisfaction has a signifi-

cant mediating role between digital leader-

ship and factors of innovation. 

H7: Digital Leadership and 

Factors of Innovation 

H7.a: digital leadership has a significant 

influence on factors of innovation. 

 

To conclude, the use of the structural equation method has 
attained the expected maturity. The SEM verified empirical 
results (Park and Rahmani, 2021), (Demircioglu, 2021); 
(Drosos et al., 2021); (Loyola, 2019). This study generated 

precise and relevant results. Indeed, digital leadership influ-
ence employee satisfaction and the four dimensions of inno-
vation. When backed up by digital leadership, employee sat-
isfaction results in positive creation. Therefore, the empirical 
outcome discussion generally propose a rich and in-depth 
debate, intending to suggest a set of theoretical and opera-
tional recommendations. 

Employee satisfaction, directly and indirectly, influences 
innovation, performance, and product/service quality. In-
deed, satisfied employees are apt for innovation and the abil-
ity to deliver better service. Investing in human resource 
management practices influences employee satisfaction posi-
tively and motivates them to innovate. Therefore, a relation-
ship between employee satisfaction and innovation is pre-
dicted. Satisfaction is an imperative factor that must be con-
sidered when establishing a continuous innovation approach. 
Well-being and satisfaction are motivational factors. Great 
interest is taken in leadership styles that continue to evolve. 
Therefore, it assumed that satisfied employees would be 
more motivated and efficient in implementing innovation.  

Employees and leaders must work together to achieve inno-
vative goals. Teamwork is an essential component of suc-
cess. Inefficiencies in operations are evident when satisfac-
tion drops. Teamwork adds value to creating a cohesive team 
capable of accomplishing innovative tasks. When teams 
work together, they can generate new ideas, adopt the correct 
answers and reject errors. Satisfied teams lead to a more effi-

 

Fig. (3). Structural Equation Model (First Order Model). 

Table 10. Regression Weights. 

   
Estimate S.E. C.R. P 

Employee satisfaction <--- Digital leadership .404 .045 2.319 *** 

Process Innovation <--- Employee satisfaction .238 .088 2.431 *** 

Product Innovation <--- Employee satisfaction .214 .052 4.134 *** 

Marketing Innovation <--- Employee satisfaction .417 .035 4.485 *** 

Human Resources 

Innovation 
<--- Employee satisfaction .323 .065 4.957 *** 
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cient process and speed up the process, allowing the business 
to accelerate its growth and overcome challenges. Effective 
teamwork enables each team member to speak, compare 
ideas, and find inspiration. Satisfaction leads to innovation.  

In a competitive market, innovation does not happen by 
chance. Organizations have documented the implementation 
of satisfaction strategies to innovate. Satisfied teams can 
develop new ideas and innovate. Faced with the talent short-
age, innovation in management is a powerful argument for 
attracting and retaining the best employees. When manageri-
al innovation aims to provide more comfort at work and con-
tributes to the well-being of employees, their productivity 
improves, and their commitment is strengthened for the 
company’s benefit. The health crisis has been an example of 
innovation with the development of telework and collabora-
tive work using digital leadership. 

5. CONCLUSION, IMPLICATIONS, AND RECOM-
MENDATIONS  

Organizations must evolve with the changing environment to 
stay competitive in today’s market. Findings confirmed that 
digital leadership influenced employees’ satisfaction posi-
tively. The latter also influenced innovation. Job satisfaction 
is a significant mediator. Satisfaction mediates the relation-
ship between digital leadership and four innovation catego-
ries. Satisfied employees are encouraged to participate with 
innovative ideas. Employee satisfaction intensifies the rela-
tionship between digital leadership and innovation in the 
organization. This relationship of satisfaction allows auton-
omy to flourish and the information and knowledge neces-
sary for creating innovative ideas to spread.  

The theoretical and empirical arguments underlined the sig-
nificance of digital leadership and job satisfaction in promot-
ing innovation. Hence, managers should be encouraged to 
believe in satisfaction as an opportunity. Managers need to 
think in digital leadership, granting autonomy at work to 
satisfy and motivate employees to participate with innova-
tive and creative ideas. Managers should also trust the inno-
vation of their subordinates. It is an important factor influ-
encing their willingness to engage in intrapreneurial behav-
ior.  

This study verified that innovation is a multi-dimensional 
variable composed of Process Innovation, Product Innova-
tion, Marketing Innovation, and Human Resources Innova-
tion. On the theoretical level, previous studies focusing on 
the antecedents of innovation focused on this variable as one 
dimension variable. Prior studies concentrated on organiza-
tional and environmental factors. Rare are those that focus 
on the role of digital leadership and employee satisfaction in 
facilitating innovation. This paper contributed to filling part 
of the insufficiency in knowledge.  

This study highlighted managerial implications. Managerial 
implications are to be taken into consideration for its opera-
tion. To ensure innovation, the organizational environment 
should increase executive awareness to enhance satisfaction 
and digital leadership. They should adopt their organization-
al structure to remain competitive and innovative. Leader-
ship should be shared between team members, promoting 
collective innovation and intelligence. This research exam-

ines the influence of digital leadership employees’ satisfac-
tion on organizational innovation. Managers must accept this 
managerial change and understand its benefits. Indeed, or-
ganizations must set up a favorable work environment to 
motivate employees’ participation in digital leadership. The 
latter encourages initiative-taking and knowledge-sharing. 
Innovation resulting from digital leadership and satisfaction 
requires setting a mutual goal, social support, and good 
communication. Second, digital leadership is essential to 
team operations and cohesion. It empowers employees’ pro-
fessional and personal development and promotes innova-
tion. 

Interviews should analyze in depth the variables driving or-
ganizational innovation and its dimensions. Although results 
could be extracted from the survey, limitations should be 
considered to remain as objective and critical as possible. 
First, concerning the sample, the number of chosen partici-
pants is satisfactory but still limited and not representative of 
the Lebanese banking sector. Indeed, collecting a more sig-
nificant sample was difficult due to economic changes in the 
Lebanese banking sector. Time constraints reduced the 
chance to survey different banks. Consequently, the survey 
could be extended by a future qualitative study.  

Several avenues of research can be identified. These un-
locked avenues deserve to be pursued. In particular, clarify-
ing the link between factors such as task complexity, the 
efficiency of its execution, and organizational innovation is 
another avenue of research that needs to be pursued and re-
fined. 

Innovation represents a massive organizational challenge. To 
remain competitive, stand out, and create value. Innovation 
is an effective lever. Innovation strategies aligned with cor-
porate policies reap the rewards. However, how can organi-
zations secure innovation paybacks without the proper in-
formation technology, infrastructure, and equipment? Future 
research should research the influence of these factors. How 
to develop innovative products if no internal process exists 
to support these projects? It would be interesting to continue 
this research on companies with larger and smaller teams to 
analyze whether the size of the teams and the organization 
could significantly influence digital leadership. In addition, it 
would be interesting to do more in-depth research on the 
incubation time of innovation and digital leadership in com-
panies. The goal is to direct organizations to implement new 
organizational culture and structure strategies. 
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