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ABSTRACT

This study investigates the effects of social media use
on employees’ social capital and knowledge sharing.

A research model is proposed and empirically tested with
an online survey study of 288 working professionals using
social media at a Saudi Telecom Company. Results reveal
that social media use in the workplace positively
influence knowledge sharing. The findings contribute

to clarify the importance of the different dimensions of
Social Capital especially shared vision and trust, and their
role in enhancing profitable knowledge sharing practices.
This study offers effective and valuable HR policies
regarding the use of social media at workplace within
the MENA context.
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Sharing, Structural Equation Modeling, Saudi Arabia

Hanen Louati
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Saudi Electronic University, Riyadh, Saudi Arabia
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Résumé

Ce papier examine les effets de l'utilisation des

réseaux sociaux sur le capital social et le partage des
connaissances dans le milieu professionnel. Un modele
conceptuel est proposé et testé empiriquement suite

a une enquéte en ligne aupres de 288 employés d'une
entreprise saoudienne du secteur télécommunication.
Les résultats révelent que l'utilisation des réseaux
sociaux au travail influence positivement le partage

des connaissances. Les résultats contribuent a clarifier
l'importance des différentes dimensions du capital
social, en particulier la vision et la confiance partagée et
leur role dans l'amélioration des pratiques du partages
des connaissances rentables. Cette étude propose des
recommandations RH utiles quant au recours et usages
des réseaux sociaux sur le lieu du travail dans le
contexte MENA.

Mots-Clés : Réseaux sociaux, Capital Social, Partage de
Connaissance, Equations structurelles, Arabie Saoudite

Resumen

Este estidio investiga los efectos de luso de las redes
sociales en el capital social de los emploeados y el
intercambio de conocimientos. Se propone un modelo de
ivestigacion y se prueba empiricamenyte con un estudio
de encuesta en linea de 288 profesionales en activi en une
empresa de telecomunicaciones de Arabia Saudita. Los
resultados revelan que el uso de las redes sociales en el
lugar de trabajo influye positivamente en el intercambio
de conocimientos. Los hallazgos contribuyen a aclarar

la imporancia de las diferentes dimensiones del Capital
Social, especialmente la vision y la confianza compartidas,
y su papel en la mejora de las practicas rentables de
intercambio de conocimientos. Este estudio ofrece
politicas de recursos humanos efctivas y valiosas con
respecto al uso de las redes sociales en el lugar de trabajo
dentro del contexto MENA.

Plabras Clave: Redes sociales, Capital social, intercombio
de conocimientos, modelado de ecuaciones estructurales,
Arabia Saudita
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In today’s knowledge-intensive economy and increasingly networked global society,
knowledge is considered as one of the most significant valuable assets, and strategic
resources for organizations (Nguyen et al., 2020). Several researchers argue that in
most organizations, knowledge management is a necessary premise for success (Balle
et al, 2020; Le & Lei, 2019). Knowledge is a key source that impacts the ability of an
organization to develop skills, solve challenges, improve organizational learning, and
preserve the company’s sustainable growth. Therefore, improving the capacity of
companies to create, gather, share, knowledge will contribute to sustained competitive
advantage over other organizations (Pitafi et al., 2020; Song et al., 2019; Cao & Ali, 2018).
knowledge sharing, is defined as “the exchange of knowledge and experience between and
among individuals, and within and among teams, organizational units, and organizations”
(King, 2006, p. 498], helps to maximize the capacity of a business to manage knowledge
and encourages people to collaborate effectively and accomplish goals (Le & Lei, 2018).
These insights lead some researchers to recommend using both formal and informal
channels to help access knowledge, such as social media networks (Nisar et al,, 2019,
Jarrahi, 2018). The use of social media (SM) at workplace establishes social ties between
employees and encourages “informal networks” of relationships that contribute to more
open and informal discussions, which are considered crucial for employee collaboration
(Lee & Lee, 2020; Ewing et al, 2019). The expansion of SM" use within society has formally
and informally permeated organizations (Nisar et al,, 2019). SM is becoming a powerful
medium for promoting and knowledge sharing at individual, and organizational level
(Oksa et al., 2020; Ellison et al., 2015).

Nowadays, driven by new management patterns and developments, a growing number
of businesses are using SM to promote communication and collaboration, and take
advantage of new business opportunities (Dong et al., 2020). Consequently, SM platforms
are becoming more than just mere means of communication and operate as social
interaction networks for managing human resources, communication, and knowledge
sharing (Sun et al,, 2019; Leonardi & Vaast, 2017). While over the past few years, the
notion of SM for knowledge sharing has gained increasing attention, research about
SM’s use in knowledge sharing is still at an early stage of development (Ahmad et al,
2019). Particularly, there is limited research that examines the impact of SM on knowledge
sharing practices among employees in the workplace within the MENA Region and
especially in Saudi Arabia’s context. Therefore, the main objective of this study is to
investigate the impact of SM use at the workplace on employee’s knowledge sharing in
the telecommunication sector in Saudi Arabia. Consequently, this study aims to answer
the question, “How does SM usage impact employee’s knowledge sharing?” This research
question will be examined from the perspective of employees.

To answer this research question, the Social Theory will be applied. Specifically, in
this research we are interested in understanding how SM use at workplace can foster
the social capital of employees, and subsequently facilitate knowledge sharing. Thus, the

paperisorganized as follows: the next section presents an overview of related literature.
A research model on the effect of SM use in the workplace on work performance will
be proposed. The subsequent sections describe the research methodology, the data
analysis, and findings. We wrap up the paper with discussion, conclusion, and potential
directions for future research.

Literature review: social capital theory

SM is defined as “a group of Internet-based applications that build on the ideological and
technological foundations of Web 2.0, and that allow the creation and exchange of User
Generated Content” (Kaplan & Haenlien, 2010, p.61). Based on this definition, SM has two
defining features. Firstly, SM promotes relationships between groups of users. This
relation can be established through messages, comments, and content sharing. Secondly,
SM enables social connections, interactions, and discussions to be formed between
users (Capriotti et al, 2021; Hadoussa & Menif, 2019). Today, SM is an integral part of
employee’s work that its use is now commonplace for communication and knowledge
sharing among co-workers.

This study is guided by the Social Capital Theory, which is considered as “a resource
that actors derive from specific social structures and then use to pursue their interests; it is
created by changes in the relationship among actors.” Baker (1990, p. 619). Social capital
is also considered as “resources embedded in relationships”, like “friends, colleagues, and
more general contacts through whom you receive opportunities to use your financial and
human capital” (Burt, 2009, p. 9). Thus, social capital is the set of links, interactions, and
assets embedded in a social network. It is generally described as a multidimensional
framework comprising three main dimensions: structural capital, relational capital,
and cognitive capital (Chiu et al, 2006). In a social system, structural capital refers to
the type and structure of relationships and interactions between people. Cognitive
capital reflects the common goals, norms, values, and shared understanding formed
through the interactions between network members, and relational capital represents
the relational resources generated by these interactions (Nahapiet & Ghoshal 1998).
This dimension describes qualities that are part of the social relationship, such as trust,
shared identity, or reciprocity. The driving concept behind the theory of social capital is
that people’s social relationships allow productive results. Social capital may, therefore,
be considered an essential instrument that provides organizations with various benefits.
It enables collaboration and the accomplishment of common goals and promotes the
exchange and development of intellectual capital (Bhatti et al,, 2021; Barlatier & Mention,
2019). The benefit of social capital is addressed through its effect on knowledge sharing,
considered as a mechanism for transmitting or disseminating knowledge from one
individual or group to another and acquiring and receiving knowledge from others
(Hadoussa, 2020; Allameh, 2018; Lefebre et al, 2016; Chang et al., 2012).
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Conceptual model and research hypotheses

The impact of SM use at work on social capital

Since the key characteristic of social capital is its emphasis on individual relationships
(Nahapiet & Ghoshal, 1998), and since SM is the primary source of connection among
people, many researchers claim that SM use plays a role in promoting and fostering the
growth of social capital (Marengo et al., 2020; Williams, 2019; Cao et al,, 2016}, as it
encourages social interaction and sharing of knowledge (Ellison et al,, 2015; 2014). SM
consist of various working and communication tools and platforms, providing users means
to search and share information as well as to communicate and develop relationships
among different users in work environments (Oksa et al., 2020; Ewing et al,, 2019). The use
of SM is appropriate for the accumulation and preservation of social capital by users as
it promotes contact, strengthens relationships, reinforces connections with peers, preserves
and enhances their social networks (Cao & Ali, 2018; Carlson et al., 2016). Several research
consider a common classification of social capital which is categorized into three dimensions:
structural capital, cognitive capital, and relational capital, to explore the relationship
between SM use and social capital. This dimensional analysis, particularly applied in the
field of knowledge management, is important because, each dimension has significant
and independent effects (Berraies et al,, 2020; Ganguly et al., 2019).

First, the structural dimension of social capital refers mainly to “the overall pattern of
connections and interactions between individuals and is characterized by the number and
strength of the existing network ties between individuals and by the network’s configuration”
(Ali-Hassan et al,, 2015; p. 68). It reflects the breadth of the relationships, as well as the
amount of time spent, and communication frequency between members (Chang et al,
2012). Several researchers argue that employees who participate in online social inter-
actions with coworkers through SM tend to build close network ties (Sun et al,, 2019). SM
networks have made profound changes in the way people communicate and interact. In
today’s digital age, people have more and more interactions with others online as opposed
toin-person. The deployment of SM strengthens working relationships and facilitates the
development of new working relationships with other peers, which can help to establish
and enhance employee social network ties. Thus, we hypothesize that:

H1: SM use at work has a positive impact on structural social capital.
Hla: SM use at work has a positive effect on social interaction ties.

The relational dimension of social capital focuses on the character and nature of the
connection among people and refers to important aspects that are embedded in inter-
actions, such as trust, norms of reciprocity, and identification (Kamboj et al., 2017).
Identification is “an individual's sense of belonging and positive feeling toward a virtual
community” (Chiu et al., 2006, p.1877). It refers to the perception of belonging, membership,
and attachment to a specific human community or a group of people (Tsai & Hsu, 2019).
Individuals may identify with a certain category based on their similarity with other group
members and on the importance or distinctiveness of their membership in the group
(Ashforth & Mael, 1989). SM users often use these networks to connect with their peers
on concerns of mutual interest, and are likely to continue to connect with each other,
which leads to the creation of specific connections and relationships that contribute to
a sense of status-group membership. Discovering and debating topics of mutual interest
promotes cooperation with other workers and creates a sense of belonging and develops

identity. Besides, norms of reciprocity are the standards of human behavior, which refer
to the mutual expectation that favor or benefit currently provided that should be com-
pensated in the future (Le & Lei, 2018). The face-to-face contacts establish norms of
reciprocity because, through these exchanges, expectations about others’ reactions are
built up and transmitted. However, even if face-to-face interaction is different from online
communication through SM, norms of reciprocity can be also formed online, since
individuals are constantly exposed to social interaction with other connected users and
then expectations are established and norms of reciprocity are formed (Pai & Tsai, 2016).
Finally, Trust is defined as: “the belief that the results of somebody’s intended action will be
appropriate from our point of view” (Misztal, 1996, p. 9-10). Trust is one of the key facets
of relational social capital that can be improved through repeated social exchanges
among people (Nahapiet & Ghoshal, 1998). The use of SM at work enables relational
social capital to be created, as it strengthens overall connections with employees and
provides an adequate context in which social relations can take place (Ali-Hassan et al.,
2015]). SM is mainly important for the generation of trust at the workplace, as it allows
for more regular and frequent social connections and relationships among co-workers,
enabling them to recognize each other, reducing uncertainty and generating a positive
attitude, and ultimately, reinforcing their trust (Cao et al,, 2016). Consequently, we assume
that SM use at the workplace is likely to promote identification within the virtual community.
Based on the above-mentioned arguments, the following hypothesis is proposed:

H2: SM use at work has a positive impact on relational social capital.
H2a: SM use at work has a positive effect on norms of reciprocity.

H2b: SM use at work has a positive effect on identification.

H2c: SM use at work has a positive effect on trust.

The cognitive dimension is related to shared values and meanings as well as common
assumptions among parties. Particularly shared vision is commonly mentioned as the
main element of the cognitive dimension of social capital. The shared vision “embodies
the collective goals and aspirations of the members of an organization” (Tsai & Ghoshal,
1998, p. 467). It reflects the members’ common goals and purposes within the organization.
In virtual settings, number of studies outline that the use of SM supports the creation
and maintenance of a shared vision (Yen et al,, 2020; Tijunaitis et al., 2019; Cao et al,, 2016;
Ali-Hassan et al,, 2015). In the workplace, SM promote the creation of informal relationships
between co-workers, which fosters collaboration, and develops a shared vision for team
members (Sun et al,, 2019; Cao et al,, 2016). Therefore, we hypothesize that:

H3: SM use at work has a positive effect on cognitive social capital.
H3a: SM use at work has a positive effect on shared vision.

The impact of SM use at work on knowledge sharing through social

capital dimensions

Knowledge sharing is an integral aspect of knowledge management, resulting in several
benefits at the individual and organizational levels. It is defined as a process that includes
two dimensions: collecting and donating, tacit and explicit knowledge (Al-Husseini &
Elbeltagi, 2018). Knowledge donating is “communicating to others what one’s personal
intellectual capital”, whereas knowledge collecting is the fact of “consulting colleagues
in order to get them share their intellectual capital” (Van Den Hooff & De Ridder, 2004, p. 118).
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Several previous studies have examined the effect of social capital dimensions on know-
ledge sharing (Ganguly et al., 2019; Polyviou et al,, 2019; Allameh, 2018). Todo et al., (2016)
emphasized the importance of social networks ties (i.e. structural Social Capital), for
encouraging organizational knowledge sharing. Social interaction ties, reflecting the
connections between members in the social network, promote inter-member social
interactions, as well as the exchange of information between individuals and the amount
of time and energy people need to access information sources, which facilitates knowledge
sharing among people (Chui et al,, 2006). Therefore, we hypothesize that:

H4: Structural social capital has a positive impact on Knowledge sharing
H4a: Social interaction ties have a positive impact on Knowledge donating
Hé4b: Social interaction ties have a positive impact on Knowledge collecting

Furthermore, many researchers consider that individuals are more likely to provide
and share valuable knowledge when relationships of trust exist (Le & Lei, 2018; Razak
et al, 2016). This can be explained by the fact that when individuals trust each other,
they are more likely to cooperate and share resources without worrying that their peers
will profit from them. It may, also, reduce the adverse effects of differences between
partners (Lavie etal, 2012). Trust is, then, viewed as “a central characteristic of relationships
that promotes effective knowledge creation” (Abrams et al,, 2003, p.65). Trust creates and
retains exchange relationships that, in turn, lead to knowledge sharing. Additionally,
knowledge sharing is recognized to be the consequence of the profit and cost analysis,
meaning that people “will not share unless they perceive the benefits of sharing, such as
reciprocal benefits, rewards, and stronger interpersonal ties” (Chen & Hsieh, 2015, p.814).
Thus, individuals expect to receive reciprocal benefits that justify their expense in terms
of time and effort spent when sharing their knowledge (Moghavvemi et al,, 2018). Moreover,
in online networks, norms of reciprocity are one of the main factors that influence
students to share knowledge through Facebook groups (Moghavvemi et al., 2017). In
addition, identification acts as a resource influencing the motivation to combine and
exchange knowledge (Nahapiet & Ghoshal, 1998). In fact, when a person develops strong
identification with the organization, she/he is likely to make efforts for the organization’s
benefit. These efforts are manifested in such collaborative behaviors as knowledge

Finally, the cognitive dimension of social capital has also been recognized as a
predictor of knowledge sharing among network members. Several studies use the
notion of shared language or culture and shared vision or common goals to represent
this dimension (Hadoussa et al., 2022). In this study, the cognitive dimension focuses on
the shared vision of the members of a social network. Previous researchers argue that
when employees have a common vision, it is easier for them to share knowledge. In fact,
the employee’s common goals and vision lay to a strong base for the exchange and
integration of resources into the community. Organization members who share a vision
are more expected to become partners in sharing knowledge (Tsai & Ghoshal, 1998]).
Consequently, mutual vision can be seen as the mechanism that connects individuals
together and inspires them to share their knowledge (Todo et al., 2016).

Hé: Cognitive social capital has a positive effect on knowledge sharing.
Héa: Shared vision has a positive effect on knowledge donating.

Héb: Shared vision has a positive effect on knowledge collecting.
Figure 1 illustrates the proposed research model.

FIGURE 1

Research Model: SM effects on knowledge sharing
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Research methodology

This study applies a positivist paradigm as it is more suitable for theory testing rather
than theory generation to test the proposed hypotheses and their causal relationships
and the scale validation (De Vaus, 2002). This study is based on a quantitative research
methodology that explains anissue or phenomenon by gathering data in numerical form
and analyzing it with the assistance of mathematical methods and statistics (Aliaga &
Gunderson, 2006). Quantitative research starts with a statement of a problem, generating
a research question, reviewing related literature to construct a research model, for-
mulating a hypothesis, collecting data, and conducting a quantitative analysis (Williams,
2007). To test our research question, we conducted a survey at a Saudi Telecom Company
which is a leading telecom and technology services provider for individuals and businesses
based in Saudi Arabia and founded on 1998. The company was owned by the Saudi
Government who sold 30% of its shares in 2002. In the following paragraphs we expose
relevant details regarding data collection and hypothesis tests using the structural
equation modeling (SEM) method with SPSS and AMOS statistical package.

Study sample and data collection

According to Sukamolson (2007], the survey encompasses the use of scientific sampling
method with a designed questionnaire (Appendix 1) to measure the population’s char-
acteristics using statistical methods. An online survey was developed and administered
to a population of 500 employees of the company. The respondents are professionals
who used SM for job-related purposes at work. The participation to the survey is
anonymous and voluntary. After eliminating the invalid responses, a final sample of 288
exploitable responses (57.6% response rate), is retained. The respondents’ demographic
profiles show that our sample is composed of 66% male and 34% female employees
which is explained by a local culture of male favoritism in job market. The sample’s
median age is in the range of 25-35 with 61.6%. Most respondents have an experience
below than five years (61.6%) and get access to their position with a bachelor’s degree
(61.9%). More details about the respondents are available in the Table | (Appendix 2).

Measures

To measure the different constructs of our conceptual framework, we diffused an online
survey. The questionnaire is a research instrument consisting of a series of questions to
gather relevant information from respondents. The online questionnaire provides a quick,
cheap, and efficient way to obtain responses to our research question. It adapts items from
previous studies, based on a 5-point Likert-type scale; ranging from “strongly disagree”, to
“strongly agree”. Appendix 1 presents the questionnaire and lists all the constructs and their
related sources as well as the number of items used per construct. Regarding the research
context, all items were translated into Arabic language by a professional translator.

Data analysis and results

The data analysis is performed through structural equation modeling (SEM). For this
purpose, two statistical software are used: SPSS V.28 is used to solve the basic encoding
process and descriptive statistics analysis, and AMOS V.28 is used to test the fit of the
model and for estimating causal models with latent variables and proposed hypotheses.
SEM can simultaneously test a set of interrelated hypotheses by estimating the relationships
between multiple independent and dependent variables in a structural model.

APPENDIX 2
Table I: Sample Description

Criteria Frequency Percentage
Gender

Male 190 66%
Female 98 34%
Age

Below 25 years 18 5.5%
Between 25 - 35 years 202 61.6%
Between 35 - 45 years 62 18.9%
More than 45 years 6 1.8%
Position

Subordinate staff 30 9.1%
Junior staff 109 33.2%
Senior staff 115 35.1%
Department manager 24 7.3%
Senior manager 10 3%
Experience

Below 5 years 202 61.6%
Between 5 -10 years 51 15.5%
More than 10 years 35 10.7%
Academic level

High School 12 3.7%
Diploma " 3.4%
Bachelor 203 61.9%
Master 62 18.9%
Total 288 100%

Scales reliability and Constructs validity

To determine the scales’ reliability and constructs validity, a scale purification is
carried out. To eliminate weak and non-representative items, Crombach’s Alpha and
item-to-total correlations are calculated (Churchill, 1979). Therefore, the evaluation
of scales reliability and constructs validity is based on three criteria: (1) composite
reliability (CR) and Cronbach’s Alpha (a) should be greater than 0.7 in reliability testing;
(2) all communalities should exceed 0.4, and the average variance extraction (AVE) of
the convergence validity test should exceed 0.5; (3) the square root of each AVE should
be greater than the inter-structure correlation for discriminant validity testing (Costello
and Osborne, 2005). Table Il (Appendix 2) shows the reliability and convergence validity
results. The Cronbach’s Alpha for all variables ranged from 0.731 to 0.946, and the
composite reliability was between 0.678 and 0.843, indicating satisfactory reliability.
In addition, all communalities were above 0.4 and the AVEs were above 0.5, indicating
an acceptable results and favorable convergence validity (Fornell & Larcker, 1981).
Finally, according to Table Il (Appendix 2), the square root of the AVEs (the number on
the diagonal of the matrix) was greater than the correlation between the constructs
in all cases, indicating sufficient discriminant validity. Furthermore, to test the factorial
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structure of the scales, a confirmatory factor analysis is conducted. The construct
validity indicates the extent to which a given construct is different from other variables.
With reference to Fornell & Larcker, (1981), we calculate the discriminant validity
through AMOS V.28. The Criteria of discriminant validity is to examine whether the
square root of the AVE for each construct exceeds the correlation shared between the
construct and other constructs in the model. As shown in Table Ill Appendix 2, all

APPENDIX 2
Table lI: Measurement Construct

Indicator Square of Sum of the squared Numbor of Square root
variable Variable Standardized loadings standardized loadings standardized loadings indicators A\" = of AVE

diagonal values exceeded the inter-construct correlations, thereby demonstrating
adequate discriminant validity of all constructs and confirming our previously presented
results. Finally, the results indicate that eight factors (SM use at work, Social interaction
ties, identification, norms of reciprocity, trust, shared vision, knowledge donating, and
knowledge collecting] are identified and used subsequently as the latent variables for
the analysis conducted (Table Ill, Appendix 2).

Cronbach’s a

TRUST2 <--- TRUST 0.876 0.767376
TRUST3 <--- TRUST 0.904 0.817216
TRUSTS <--- TRUST 0.758 0.574564
TRUST4 <--- TRUST 0.745 0.555025
TRUST!1 <--- TRUST 0.728 0.529984 3.244165 5 0.648833 0.805501707 0.899
IDENT1 <--- IDENTI 0.913 0.833569
IDENT2 <--- IDENTI 0.932 0.868624
IDENT3 <--- IDENTI 0.927 0.859329
IDENT4 <--- IDENTI 0.842 0.708964 3.270486 4 0.817622 0.904224253 0.946
KCOLL2 <--- KCOLL 0.942 0.887364
KCOLL1 <--- KCOLL 0.908 0.824464
KCOLL3 <--- KCOLL 0.775 0.600625
KCOLL4 <--- KCOLL 0.763 0.582169 2.894622 4 0.723656 0.850679434 0.914
SMUW1 <--- SMUW 0.732 0.535824
SMUW3 <--- SMUW 0.738 0.544644
SMUWS5 <--- SMUW 0.765 0.585225
SMUW2 <--- SMUW 0.769 0.591361
SMUW6 <--- SMUW 0.693 0.480249
SMUW4 <--- SMUW 0.728 0.529984 3.267287 6 0.544548 0.737934844 0.789
KDON3 <--- KDON 0.865 0.748225
KDON'1 <--- KDON 0.892 0.795664
KDON2 <--- KDON 0.893 0.797449 2.341338 3 0.780446 0.883428548 0.914
SOINTER1 <--- SOINTER 0.738 0.544644
SOINTER3 | <--- SOINTER 0.563 0.316969
SOINTER4 | <--- SOINTER 0.807 0.651249
SOINTER2 | <--- SOINTER 0.722 0.521284 2.034146 4 0.508537 0.713117452 0.794
NRECIP3 <--- NRECIP 0.862 0.743044
NRECIP2 <--- NRECIP 0.727 0.528529
NRECIP1 <--- NRECIP 0.596 0.355216
NRECIP4 <--- NRECIP 0.673 0.452929 2.079718 4 0.51993 0.72106137 0.784
SHAV2 <--- SHAV 0.729 0.531441
SHAV3 <--- SHAV 0.789 0.622521
SHAV1 <--- SHAV 0.695 0.483025 1.636987 3 0.545662 0.738689606 0.713
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APPENDIX 2

APPENDIX 2
Table IV: Adequation indices - AMOS V.28 Output

Fitindices Observed indices Recommended values

Table Ill: Discriminant validity of the theoretical construct R e
measurement Discrepancy (x2 18.711 -
2 -
SOINTER | IDENT | NRECIP | TRUST | SHAV | KDON | KCOLL zd[lx] 0'157
SMuw 0738 GFI 0.934 >0.90
SOINTER | 0.438 0.713 AGFI 0.929 > 0.90
IDENT 0.470 0.578 0.904 RMR 0.009 The smaller the RMR value the better
NRECIP 0.351 0.361 0.475 0.721 SRMR 0.0087
TRUST 0.377 0.378 0.538 0.534 0.806 RMSEA 0.062 0.05t00.08
SHAV 0.542 0452 | 0572 | 0428 | 0616 | 0.738 DL (FE e Ees
KDON 0.320 0.322 0.336 0.390 0.460 | 0.493 | 0.882 NP 0.998 > 050
: : : : : : : CFI 0.961 >0.90
KCOLL 0.225 0.156 0.294 0.255 0307 | 0.294 | 0417 | 0.851 Fl 0.946 - 0.90
Diagonal elements are the square root of average variance extracted (AVE] between the constructs Parsimony Indices More possible weak
and their measures.
Normed x? (x¥/ddl) 3.118 <5

Off diagonal elements are correlations between constructs.

Structural Model

This study used Structural Equation Modelling (SEM] with Amos V.28 to apply the
inferential analysis and test the hypotheses. This study uses p-value criteria with a 95%
confidence level that should be less or equal to 0.05 for the significance result to test
the different hypotheses using all available observations in group analysis. Furthermore,
as suggested by previous authors (Byrne, 2016; Hair et al,, 2016}, this study refers to
some relevant indices (absolute, incremental and parsimony) to evaluate the overall
fitness to test the Model Fit. These indicators consist of Goodness of Fit Indices, Adjusted
Goodness of Fit Index, Comparative Fit Index, Incremental Fit Index, and Normed Fit
Index (GFI, AGFI, CFl, IFI, and NFI > 0.90), Root Mean Square Error of Approximation
(RMSEA] (0.05 < RMSEA < 0.08), RMR with the smaller value (Yen et al,, 2014). The model
fit represents the fitness of the data collected from the survey with the theoretical
model. The observed indices compared to the recommended values (Fornell, 1987)
indicate a good fit of the optimal model. The Chi Square/df ratio is less than 5 (3,118).
The observed absolute fit indices GFI (0.934 > 0.90), AGFI (0.929 > 0.90), RMR (0.009),
and RMSEA (0.062] indicate very acceptable results and provide sufficient information
to evaluate the ‘s fitness (Hair et al., 2016). Moreover, the observed incremental indices
NF1(0.958), CF1(0.961), and IFI (0.946) indicate a good and acceptable values (>0.90) as
suggested by (Hair et al, 2016). In addition, the observed parsimony indices measured
by the normed X2 (X*/ddl) indicates a value of 3,118 < 5 [recommended value). According
to these results summarized in Table IV (Appendix 2), the goodness of fit of the structural
model can be confirmed. Thus, the observed model is accepted as the study’s optimal
measurement model as shown in Figure 2.

After examining the relationships between the causes and the latent variables, the
results agree with the previous literature mentioned above and highlight the positive
relationship and causality between the use of SM at work, the social capital’ dimensions
and knowledge sharing.

FIGURE 2

Optimal Model Fit - AMOS V.28 Output
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As shown in Table V (Appendix 2], the results of the structural model emphasize the
validation of 11 hypotheses. The results in Table V, show that the SM use at work [SMUW]
has a positive impact on social interaction ties (SOITER]) (B = 0.610, t-value = 6.095), iden-
tification (IDENT) ( = 0.773, t-value = 7.002), norms of reciprocity NRECIP] (p = 0.417, t-value
= 6.090), Trust (TRUST] (B = 0.652, t-value = 6.423) and shared vision (SHAV] (B = 0.596,
t-value = 6.710). Based on these results, H1a, H2a, H2b, H2c, H3a are supported. These
findings corroborate previous research (Cao & Ali, 2018; Cao et al,, 2016; Ali et al., 2015;
Ellison et al,, 2014; Carlson et al, 2012). In addition, the results indicate that most of the
social capital dimensions are strongly correlated with knowledge sharing dimensions. The
results demonstrate an important impact of shared vision (SHAV) on both employees’
knowledge donating (KDON] (B = 0.374, t-value = 3.654) and knowledge collection (KCOLL)
(B = 0.205, t-value = 2.768). Moreover, the results highlight the positive impacts of trust
(TRUST) on knowledge donating (KDON) and knowledge collecting (KCOLL) with respectively
B=0.227,t-value = 3.265, p<0.001; p = 0.084, t-value = 2.412, p<0.005. However, the results
illustrate that identification (IDENT) only impact positively knowledge collection (KCOLL)
with B = 0.140, t-value = 2.337, p<0.005. Besides, the results emphasize only the positive
impact of norms of reciprocity (NRECIP) on knowledge donation (KDON]) with § = 0.207,
t-value = 2.956, p<0.001. These findings allow to support only hypotheses H5b, H5c, H5d,
H5e, H5f, Héa, and Héb. The research findings corroborate with some previous studies
(Berraies et al., 2020; Cao et al., 2016; Chiu et al., 2006). Only four hypotheses H4a, H4b,
Hb5a, and H5d are not supported. In fact, the results show that there are no causality and
no implications of identification on knowledge donation, and norms of reciprocity on
knowledge collection. Furthermore, instead of different previous studies, the findings show
that social interactions ties have no causality and no implications on knowledge sharing
dimensions. Table V (Appendix 2] below summarizes the details of the hypotheses test.

APPENDIX 2
Table V: Results of the structural model - Hypothesis Test

Hypothesis | Correlation relationship t-value Result
H1a SMUW --->SOINTER 0.610 6.095 roxx Confirmed
H2a SMUW ---> IDENT 0.773 7.002 roxx Confirmed
H2b SMUW ---> NRECIP 0.417 6.090 roxx Confirmed
H2c SMUW ---> TRUST 0.652 6.423 roxx Confirmed
H3a SMUW ---> SHAV 0.596 6.710 Hoxx Confirmed
Héa SOINTER ---> KDON 0.088 0.959 .338 Infirmed
Héb SOINTER ---> KCOLL -0.111 -1.344 179 Infirmed
H5a IDENT ---> KDON -0.038 -0.501 516 Infirmed
H5b IDENT ---> KCOLL 0.140 2.337 .005 Confirmed
H5c NRECIP ---> KDON 0.207 2.956 .001 Confirmed
H5d NRECIP ---> KCOLL 0.079 0.845 .298 Infirmed
H5e TRUST ---> KDON 0.227 3.265 .001 Confirmed
H5f TRUST ---> KCOLL 0.084 2.412 .005 Confirmed
Héa SHAV ---> KDON 0.374 3.654 roxx Confirmed
Héb SHAV ---> KCOLL 0.205 2.768 Hoxx Confirmed

Discussions and implications

This study contributes to MIS and HR literature by investigating the impacts of using SM
at work on knowledge sharing through implications on social capital’ dimensions. The
study’s findings here support the preceding literature (Leonardi, 2014) that SM use is
associated with employees’ knowledge sharing measured by knowledge donation and
knowledge collection (Faraj et al., 2016; Aksoy et al., 2016).

Nonetheless, this study complements earlier research in business digitalization and
the integration of SM at work which enable organization to modernize their practices
and provide them competitive advantage (Theiri & Hadoussa, 2023; Hadoussa, 2022;
Mazurchenko & Maréikova, 2019; Barlatier & Mention, 2019). By applying a confirmatory
approach, the findings enhance the social capital theory within the diffusion and use of
SM at work (Ellison et al., 2015 and 2014). The contribution of this study is to emphasize
the significant improvement of knowledge management resources especially the
employees’ knowledge sharing practices through SM use. This study extends knowledge
in the relatively understudied area of SM use at work and its effects on HR practices,
especially within knowledge sharing practices at work.

This study reveals that all the hypotheses are supported except for four hypotheses:
social interaction which was found to have no causality and no implications on knowledge
donation and collection (H4a and H4b); identification which was found to have a significant
relationship with only knowledge collecting and no causality with knowledge donating
(H5a), which means that the assumption of the effect of relational capital dimension on
knowledge sharing is partially supported. Moreover, norms of reciprocity which also
was found to have only a significant implication with knowledge donating and no causality
with knowledge collection (H5d).

The findings validate the assumptions made by researchers in digital management
(Capriotti etal,, 2021; Berraies, et al., 2020; Cao & Ali, 2018; Cao et al,, 2016; Carlson et al,,
2012]. The findings support that the social characteristics of SM promote employees’
social capital dimensions (Lu & Dzikria, 2020; Ellison et al,, 2015). Accordingly, a SM
professional environment characterized by an important shared vision, trust, norms of
reciprocity, and identification, enhances the knowledge sharing practices between
employees. The study highlights the crucial role of shared vision as the most important
factor affecting knowledge sharing. This cognitive dimension of social capital means that
team members are more likely to share their knowledge when they think that they have
the same vision, which confirms Chiu et al., (2006) findings. In addition, shared vision
occupies an important place in the Middle Eastern culture specially in the Saudi economic
tissue and government institutions. This issue explains the fact that shared vision is the
most important factor impacting employees’ knowledge sharing practices.

This study reveals also that trust enables knowledge sharing. In fact, trust affects
the employees’ willingness to donate their knowledge and cooperate with other organ-
izational members via social networks. Moreover, employees believe that donating and
collecting knowledge with their colleagues require strong confidence and trust that
their contribution will not be misused against their interests (Kim, 2019). In other words,
within a SM environment, if one does trust another member, it does mean that she/he
will seek knowledge from her/him. This finding runs to the results of the studies conducted
by Chang et al, (2012) and Hau et al., (2013]), which found that a high level of trust among
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workers has a significant effect on knowledge sharing. Furthermore, greater norms of
reciprocity enhance knowledge sharing within the use of SM at work. Previous studies
in the higher education context in Saudi Arabia highlight this issue (Hadoussa & Menif,
2019). As demonstrated by Fraj et al,, (2016), this study shows that SM create significant
economic and relational value forits users when there are strong norms of reciprocity
among communities’ members. These relational values enhance the feeling of identi-
fication and trust (Chang & Chuang, 2011). Nevertheless, the no-causality between
social interaction ties and knowledge collection and donation could be explained by the
working environment in Saudi Arabia in which gender separation still persists and in
which bureaucracy and hierarchy occupy an important place. Also, such results could
be explained by the important number of young respondents were recruited at the
company and who did not get sufficient time to discover its organizational culture and
make contact with other colleagues to enhance social interactions. These findings do
not corroborate with many previous studies (Huong & Truong, 2021; Berraies, 2020;
Ewing et al., 2019; Allameh, 2018; Chung et al., 2016) which demonstrate that once an
employee builds up stronger ties with his/her colleagues using SM at work, more she/
he will collect and donate knowledge and so contribute to the knowledge sharing
experience within her/his organization. Besides, this study exposes a weak result
regarding identification with no implication on knowledge collection. In fact, identification
presents just an impact on knowledge donation. This issue could be explained by cultural
aspects related to Saudi locals’ behavior known by having difficulties in asking for
information contrary to donating information. Mainly, these findings are consistent with
prior research, which consider norms of reciprocity, identification, and trust as an
important social capital dimensions encouraging knowledge sharing at work (Pitafi
etal., 2020; Ricciardelli et al,, 2020; Lu & Dzikria, 2020; Capiriotti et al, 2020; Song et al,,
2019; Kim, 2019; Allameh, 2018; Lefebre et al., 2016; Chang et al., 2012).

To summarize, this study’s findings corroborate partially with many previous studies
showing that SM can serve as a good platform for sharing knowledge and acquiring direct
and tacit knowledge, which are difficult to obtain in one-to-one communication (Leonardi,
2014). Thus, we note that users with higher connectivity and issue involvement are better
atinfluencing information and knowledge flow, and that social content shared by directors
at the organization had greater influence than those by middle managers and individual
users. This observation is consistent with previous research findings (Xu et al,, 2014).

Theoretical Contributions

This study offers significant literary contributions, especially for academics and
practitioners in digital and HR Management and interested in the effects of SM use at
work. Guided by the Social Capital Theory, this study proposes a linear research model
connecting SM professional use and the forms of knowledge sharing through the
dimensions of social capital. Thus, this study extends the previous studies on SM at
work by understanding in depth the complex human electronic relationships that impact
knowledge sharing practices. In addition, few studies investigated in depth the impacts
of each dimension of the Social Capital on knowledge sharing (Song et al, 2019; Cao &
Ali, 2018). While some researchers studied the relations between Social Capital and
knowledge sharing, they commonly recognize the relational dimension of social capital
by only one variable which is “trust”. Few empirical studies examined the simultaneous
effect of trust, shared vision, norms of reciprocity, identification, and social interactions

on knowledge sharing within SM networks. Nevertheless, the study of the effect of each
dimensionis crucial for researchers and practitioners to master and engage in practical
actions assisting managers with applying specific policies regarding the diffusion and
use of SM at work. Since the intensive use of SM at work especially in the MENA Region
and in Saudi Arabia, this research contributes to clarify the importance of the different
dimensions of Social Capital and the role that they could have in enhancing profitable
knowledge sharing practices. Finally, although researchers recognize the importance
of distinguishing between two knowledge sharing behaviors: knowledge collecting -
consulting other colleagues to get them to share their knowledge - and knowledge
donating - communicating one’s knowledge to others - (Van den Hooff & De Ridder,
2004), this issue is generally ignored in the literature. Most of the research has
conceptualized knowledge sharing as a unidimensional construct (Kim, 2019; Yang,
2010). The findings of this study clearly show the difference in employees’ interpretation
between the two knowledge sharing behaviors.

Managerial Implications

SMis still an emergent technology at the workplace. Previous studies pay attention to
SM use and its impacts on organizations (Cao et al., 2018; Cao et al., 2016). Different
studies stressed their effects at work on employee performance. Although some studies
consider SM as a source of stress, anxiety (Lee-Won et al,, 2015), distraction in academic
settings (Chang et al,, 2020; Feng et al., 2019) and at work (Marengo et al., 2020; Rozgonjuk
et al,, 2020; Song et al,, 2019; Braojos et al.,, 2019); other few studies deem SM as a
platform for knowledge sharing and communication (Pitafi et al, 2020; Song et al., 2019;
Leonardi, 2014; Turban et al,, 2011). This study provides a substantial contribution to HR
and digital management practices with the proposal of a valid empirical instrument
measuring the positive relationship that exists between SM use at work and employees’
knowledge sharing practices. This empirical instrument could be used to evaluate any
specific SM contribution to knowledge sharing within professional virtual communities.
The study findings reveal the significant contribution of SM use to the development of
Social Capital among employees, which enhance their practices of work-related know-
ledge sharing and professional relations. This indicates that SM support different
knowledge management activities and practices at the workplace as demonstrated by
Mogbel & Nah (2017). Thus, to take advantage of SM networking and promote the
exchange of knowledge sharing practices, organizations need to enable their employees
to use and optimize the managerial opportunities offered by these tools. This could be
enhanced by providing clear policies and ethical rules on their use for work purposes,
as well as supporting knowledge-related activities that are coordinated through these
tools by strengthening the shared business vision. In addition, HR managers could
encourage their employees to participate regularly in professional discussions through
SM networks to build especially social interaction ties, to enhance the shared vision,
trust, norms of reciprocity, and identification values that will result in more successful
knowledge sharing practices. For this purpose, HR managers and directors could
introduce specific policies promoting reciprocity, identification between the group and
the organization, and for sure the shared vision of the organizational culture. This could
be done by implementing a financial and/or motivational reward system for active
employer who shares her/his knowledge with the group. Also, this would be an opportunity
to make each member’s knowledge contribution noticeable, visible, valuable, and will
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help her/him assesses social exchange fairness. In addition, such digital practices could
enhance the shared vision and social identification within the organizational environment
and culture especially for young employees, and propose them a frame that assists and
guides them in their professional lifes. HR Direction may, therefore, create clear goals
and objectives by strengthening discussions and social interactions between network
members within the organization, to enhance the knowledge sharing practices and
make more successful the professional practice community. As demonstrated in this
research, shared vision and trust are crucial for the success of knowledge sharing
practices within social networks. Thus, HR managers who aim to enhance knowledge
donating and collecting activities through SM, have to encourage and foster activities
developing human behaviors of trust between employees such as encouraging regular
social interactions and fair discussions allowing employees to better know and understand
each other by having at the same time a professional shared vision. This issue could be
challenging especially in the Saudi social context because of the fact of gender separation
that exists between male and female employees, and which was stressed by many
respondents who found some difficulties in sharing [donating and collecting) knowledge
at work. The social and cultural context in Saudi Arabia is still conservator and many
cultural and social barriers still exist and have pressures on the working environment
which could be problematic (Hadoussa et al., 2022). Nevertheless, SM use at work
represents a real opportunity for Saudi employees and especially the youth generation
to go beyond these social pressures (Hadoussa & Menif, 2019). SM at work in the Saudi
context are very diffused and used to facilitate communication between employees.
This issue strengthens the shared vision and could be an opportunity to build and develop
socialinteraction ties which may increase the knowledge sharing practices. Furthermore,
regarding the local culture and social habits, HR managers can ensure an acceptable
level of visibility of the employee’s personal information, especially women who share
knowledge on SM, such as the employee’s name, and her/his professional profile, which
may increase also the level of trust among organizational members and thus lead to an
honest sharing of knowledge, as well as a sense of social responsibility.

Conclusions, Limitations and Future Research

In the past few years, SM has come close to the people and is taking part in almost all
spheres of life [Hadoussa & Menif, 2019; Zaki, 2019). SM has gained wide popularity at
the workplace and has especially affected the HR management field (Louati & Hadoussa,
2021; Yen et al., 2020; Nguyen et al., 2020; Rozgonjuk et al., 2020; Pitafi et al., 2020; Song
etal, 2019; Braojos et al., 2019). Therefore, these network tools provide interconnected
platforms for communication, collaboration, and promotion of the exchange of knowledge
(Cao & Ali, 2018). These tools create and enhance knowledge sharing practices and the
development of communities of practice in the wave of today’s business digital trans-
formation (Zaki, 2019; Jarrahi, 2018). In the healthcare sector, SM allow the essay and
rapid dissemination and sharing of information and knowledge to much wider audiences
than traditional methods of communication (Hadoussa, 2022; Chan et al., 2020). In the
education sector, SM help in creating a useful learning climate for students as they
inspire users/learners to participate in online discussions (Chatti & Hadoussa, 2021;
Hadoussa, 2020). Nevertheless, the rise of SM has sparked discussions regarding its
use in the workplace and especially its impact on HR management and knowledge sharing
(Braojos et al,, 2019; Song et al., 2019). Many companies are blocking employee access

to these tools in the workplace. Banning the use of those sites could lead companies to
lose a huge number of opportunities for business development as improving communi-
cation, knowledge sharing, and even employees’ performance (Ali-Hassan et al.,, 2015).
The insights obtained by this study are useful for researchers and HR practitioners. The
findings of this study stress important issues enriching the scientific debate on the effect
of using SM in today’s digital workplaces. This study highlights that SM encourage
knowledge donating and collecting. The study’s findings illustrate that SM enhance
knowledge sharing practices within professional communities of practice (Rasheed et al,
2020; Ricciardelli et al., 2020; Dong et al., 2020; Cao & Ali, 2018). Furthermore, this study
offers effective and valuable HR policies regarding the use of SM at the workplace within
the MENA social context. The study’s findings are beneficial to HR managers for estab-
lishing a strategic policy to optimize the use of SM at the workplace and gain in terms of
knowledge sharing and capitalization which may enhance the creativity and innovation
practices within businesses (Nguyen et al,, 2020; Lee & Lee, 2020; Lee, 2018). Although
this study has found important results and insights regarding SM diffusion and use at
the workplace within the wave of digitalization, the findings should be seen in terms of
its limitations. For instance, the study is conducted and limited to one company in a
specific sector which is telecommunication. In addition, although the sampling method
and the use of structural equation modeling provide interesting data, considering the
use of additional sources of data, such as interviews and focus groups can cross-validate
the results and emphasize the importance of social and cultural aspects dealing with
the Saudi and Arab culture. Future research may include various other sectors (health
care, education, industrial, etc.] to increase the generalizability of the study’s findings.
Also, future studies can be carried out in other countries and regions (Europe, North
America, etc.) and should assess the effect of cultural differences.
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APPENDIX 1
Questionnaire

Constructs

Adapted from

SMUW1 | use personal SM to tell others about the work that | do.
SMUW?2 | use personal SM to maintain professional relationships.
Work related | SMUW3 | publish information about my profession on SM. Van Zoonen
SMuse SMUW4 | stay up to date with co-workers’ and professional relations activities using personal SM. etal. (2016
SMUW5 | share my organization’s accomplishments on my personal SM.
SMUWé6 | use my personal SM to share work-related information.
SOINTERT1 | I maintain close social relationships with people through SM.
isnc;:i:alction SOINTER? | | think that | spend a lot of time interacting with other people through SM. Chiu et al.
ties SOINTERS | | personally know some of the people who actively use SM. (2006)
SOINTER4 | | think that | frequently communicate with people through SM.
IDENT1 | feel a sense of belonging towards the virtual community created by SM.
Identification IDENT2 | have the feeling of togetherness or closeness in the virtual community created by SM. Chiu et al.
IDENT3 | have a strong positive feeling toward the virtual community created by SM. (2006)
IDENT4 | am proud to be a member of the virtual community created by SM.
TRUST1 | assumed that members in the virtual community created by SM would always look out for my interests.
TRUST2 | assumed that members in the virtual community created by SM would go out of their ways to make sure | was not damaged or harmed. ]
Trust TRUST3 | felt like members in the virtual community created by SM cared what happened to me. :.Zea/[;z]et al
TRUST4 | believed that members in the virtual community created by SM approached their jobs with professionalism and dedication.
TRUSTS Given members in the virtual community created by SM track record, | saw no reason to doubt their competence and preparation
NRECIP1 | I believe that it is fair and obligatory to help others when | engage in SM activities because | know that other people will help me some day. Chen and
Norms of NRECIP2 | | believe that other people will help me when I need help if | share knowledge with others through SM. Hung, (2010);
reciprocity NRECIP3 | | believe that other people will answer my questions regarding specific information and knowledge in the future if | share knowledge with others through SM. | Wasko and
NRECIP4 | | think that people who are involved with SM develop reciprocal beliefs. Faraj (2005)
SHAV1 Members in the virtual community share the vision of helping others solve their professional problems. i
‘Slit;?::d SHAV?2 Members in the virtual community share the same goal of learning from each other. g%'g;t al
SHAV3 Members in the virtual community share the same value that helping others is pleasant.
KDON!1 When I've learned something new, | tell my colleagues in my department about it.
Know!edge KDON2 When they’'ve learned something new, colleagues within my department tell me about it. Van Den Hooff
donating etal. (2004)
KDON3 Knowledge sharing with my colleagues within my department is considered a normal thing.
KCOLL1 | share the information | have with colleagues within my department when they ask me to.
Knowledge KCOLL2 | share my skills with colleagues within my department when they ask me to. Van Den Hooff
collecting KCOLL3 Colleagues within my department tell me what they know, when | ask them about it. etal. (2004)
KCOLL4 Colleagues within my department tell me what their skills are, when | ask them about it.
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