
Social capital affects job
performance through social media

Yung-Shen Yen
Computer Science and Information Management, Providence University,

Taichung, Taiwan

Mei-Chun Chen
Information Management, Vanung University, Zhongli, Taiwan, and

Chun-Hsiung Su
Tourism and Leisure Management, Vanung University, Zhongli, Taiwan

Abstract

Purpose – This study aims to explore the impact of social capital on job performance when workers interact
with coworkers through social media in organizations.
Design/methodology/approach – Structural equation modeling was conducted, and a sample of 230
workers in Taiwan was investigated.
Findings – This study found that bonding social capital has a greater impact on job performance than
bridging social capital for interactions among coworkers through social media in organizations. Moreover,
bridging social capital affects job performance more strongly for male workers than for female workers, but
bonding social capital affects job performance more strongly for female workers than for male workers.
Research limitations/implications – This study extended social capital theory by adding the mediating
effects of job satisfaction and relational satisfaction and the moderating effect of gender into the model.
Practical implications – This study suggests that company managers need to train workers how to use
social media to appropriate their affordances and consider the work team relationship to position adequate
strategies for male and female workers.
Originality/value – This study advances the previous knowledge of social capital theory for workers
interacting with coworkers through social media in organizations.
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1. Introduction
Currently, social media allow individuals to articulate their social networks and maintain
connections with others. Users in social media can easily create, edit, evaluate, and link to
content or to other creators of content (Kaplan and Haenlein, 2010). While scholars have
argued that social media diminish social interactions – specifically, face-to-face interactions
(Bargh andMcKenna, 2004) –most studies have asserted that online interactionsmay replace
face-to-face interactions and create a new online social capital (Park et al., 2013). Social capital
refers to the sum of resources people access from their social networks. The resources can be
useful information, emotional and financial support, or others. In particular, social media
provide new contexts of social capital on the Internet (Hsu, 2015). Leonardi et al. (2013) argued
that there are two types of social media used in organizations: the external use for
communicationwith external parties, such as clients, vendors, and the public; and the internal
use for communication with specific coworkers or supervisors or to broadcast messages to
everyone in the organization. Since these two ways have different communication targets,
social capital derived from social media use may be varied. Lampe and Ellison (2016)
indicated that workers use social media to build or strengthen personal relationships at work,
obtain information that helps them solve problems at work, learn about someone they work
with, and ask work-related questions of people inside of the organization. Babiker (2017)
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indicated that socialmedia can be used formany purposes at work, including communication,
recruitment, marketing, networking, leisure, blogging, online forums, social and business
networking. However, how social capital affects job performance for workers interactingwith
coworkers is still unknown. Since social media used in organizations are commonly
implemented (Leonardi et al., 2013; Wulf and Butel, 2017), this study focused on the outcomes
generated from the internal use of social media in organizations. In fact, most company
managers believe that social media can help to improve organizational processes and job
outcomes (Liu et al., 2019).

Moreover, Putnam (2000) classified social capital into two categories: bridging social
capital, which indicates the resources coming from loose connections (i.e. weak ties) between
individuals; and bonding social capital, which means the resources coming from close ties,
such as emotional and financial support. Moreover, research on social capital through social
media has been widely examined. For example, Huang and Liu (2017) found that bonding
social capital is associated with job satisfaction, not job performance. Sheer and Rice (2017)
argued that the stronger the bonds are with others in the network and themore informational
and connectedness resources are available, the greater the satisfaction employees experience
with both job and relationships but not job performance. Conversely, Huang and Liu (2017)
found that bridging social capital has a positive impact on job performance rather than job
satisfaction for employees using Facebook in organizations. Thus, we may believe that
bonding social capital is more psychologically rewarding, but bridging social capital is more
substantially performing. However, Sheer and Rice (2017) indicated that the relationship
between social capital and job performance is independent of the associations between social
media use, affordances, and demographics. In their study, bridging social capital was not
significantly associated with job performance. Therefore, to clarify the impact of social
capital on job performance in organizations, this study incorporated job satisfaction and
relational satisfaction into the proposed model. Job satisfaction refers to the worker’s attitude
toward his or her job, whereas relationship satisfaction refers to the worker’s perception with
regard to his or her relationship with coworkers. In the workplace, workers tend to perceive
higher job satisfaction when they use social media to interact with coworkers. Moreover,
interactions through social media may develop and maintain relationships with coworkers
(Lin et al., 2019). Therefore, we assumed that job satisfaction and relational satisfaction act as
important mediators influencing the relationship between social capital and job performance
in organizations.

Moreover, we examined the moderating effect of gender in our model, as Sheer and Rice
(2017) suggested (i.e. demographics). In the literature, gender differences have been examined
with regard to emotions, motivations, cognitions, and social behaviors (Gabriel and Gardner,
1999). Previous research has found that men tend to use Facebook to show themselves and
make new friends (e.g. Horzum, 2016), but women prefer to use social media to communicate
with existing friends (e.g. Bonetti et al., 2010). Frison and Eggermont (2016) argued that
women are more passive in the use of Facebook, whereas men are more active in a public
setting. In the workplace, Coleman (1990) found that women likely work in an environment
with closer relationships, while men succeed in a network with less constraint and more
opportunity to execute power and information. Thus, women are more comfortable in a small
circle of friends, but men likely work in a less intimate environment. In this regard, we
assumed that the relationship between social capital and job performance may differ by
gender.

Therefore, this study addressed two research questions: (1) How does social capital affect
job performance via job and relational satisfactions for workers interacting with coworkers
through social media in organizations? (2) Does gender act as a moderator in determining the
relationships in the proposed model? The contribution of the study may extend the
knowledge of social capital in organizations in the context of social media.
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2. Research model and hypothesis development
2.1 Social capital theory
Scholars believe that social capital theory is a useful framework for explaining how people
interact with each other in social networks to obtain psychological and tangible benefits
(Coleman, 1990). Previous research has demonstrated that social capital is a key construct for
understanding the uses and implications of new media. Ellison et al. (2007) found that social
capital is an important consequence for social media use (e.g. Facebook). Sum et al. (2008)
argued that the use of the Internet can generate social capital through the creation of online
ties larger than what exist outside of the Internet. However, while some studies have argued
that social capital is an individual resource (e.g. Coleman, 1990), others have treated social
capital as resources embedded in relationships and social structures (e.g. Lambert, 2016).
Such resourcesmay include emotional support, mutual trust, and access to social information
(Cao et al., 2016). In this regard, social capital is highly related to social relationships and
structure (Putnam and Alone, 2000). Since this study focuses on how workers interact with
coworkers by using social media in organizations, social capital in this study is defined as a
worker’s social relationships that provide access to resources embedded in their
relationships. A worker typically interacts with coworkers face to face in the office while
conducting businessmatters, but such contacts have changed through the use of social media
at any time and in any place. Gibson (1982) indicated that different performances may be
associated with a particular medium depending on which affordances emerge by which
actors. Thus, socialmediamay change thewayworkers engage in the form of communication
with coworkers. For example, a worker can use social media to organize meetings, schedule
appointments, send documents, and communicate about work activities with coworkers in an
efficient and timely manner. Thus, we may expect that this affordance can improve workers’
job outcomes, including job satisfaction, relational satisfaction, and job performance.

2.2 Bridging social capital
Bridging social capital refers to the resources that come from weak ties in social networks
(Trieu et al., 2019). Weak ties with low commitments to others may allow people to discover
different views, information, resources, and talents. For example, workers may share
information, such as routine organizational reports, industry news, or worker training
information, with their coworkers. This connection is a kind of weak tie because it may not be
highly related to the individual jobs. Thus, bridging social capital can provide workers with
more information dissemination and expose others to various ideas. Sheer and Rice (2017)
argued that bridging social capital can provide an individual with a broad horizon and new
opportunities and expose the individual to a variety of information sources. Huang and Liu
(2017) found that bridging social capital positively affects job performance whenworkers use
Facebook to interact. Thus, we assumed that bridging social capital is positively associated
with job satisfaction, relational satisfaction, and job performance because social media can
help workers connect with their coworkers and provide various information to better
understand their jobs and organizations. Accordingly, we hypothesized H1, H2, and H3 as
follows:

H1. Bridging social capital is positively associated with job satisfaction when workers
use social media to interact with coworkers.

H2. Bridging social capital is positively associated with relational satisfaction when
workers use social media to interact with coworkers.

H3. Bridging social capital is positively associated with job performance when workers
use social media to interact with coworkers.
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2.3 Bonding social capital
Bonding social capital refers to the resources that come from close ties in social networks
(Sheer and Rice, 2017). Close ties, such as family or close friends, allow people to feel a sense of
relational obligation and intend to reciprocate emotional and financial support for one
another (Adler and Kwon, 2002). In organizations, workers may frequently contact their
supervisors and intimate coworkers by using social media. This connection is closer,
stronger, and more homogeneous, and the communication may have a more relational
obligation to support emotional and substantial feedback to colleagues (Adler and Kwon,
2002). For example, if a worker wishes to find solutions to problems at work, he or she may
communicate with close colleagues by using social media at any time and in any place.
Moreover, Sheer and Rice (2017) found that bonding social capital is positively associated
with relational satisfaction because of its close social ties that enhance the emotional
relationship. Thus, we assumed that bonding social capital can increase job satisfaction,
relational satisfaction, and job performance when workers use social media to interact with
coworkers. Accordingly, we hypothesized H4, H5, and H6 as follows:

H4. Bonding social capital is positively associated with job satisfaction when workers
use social media to interact with coworkers.

H5. Bonding social capital is positively associated with relational satisfaction when
workers use social media to interact with coworkers.

H6. Bonding social capital is positively associated with job performance when workers
use social media to interact with coworkers.

2.4 Job satisfaction influencing job performance
Eagly and Chaiken (1993) argued that if people favor an attitude object, they will endeavor to
foster or support the behavior. In this regard, satisfaction toward the job should be related to
behaviors on the job, the most central of which is performance on the job. However, some
scholars have argued that the relationship between job satisfaction and job performance
remains uncertain (Judge et al., 2001). The possible reason is that situational strength may
limit a worker’s choice of behavior (Bowling et al., 2015). For example, working in jobs with
well-established procedures (e.g. assembly line workers or accountants) presents a stronger
situation than does working in jobs with more flexible procedures (e.g. tour guides or
salespersons) because the latter provide workers with more leeway when deciding how to
behave. Using social media in organizations can be viewed as a flexible way for workers to
interact with coworkers. Thus, we assumed that job satisfaction is positively associated with
job performance when interacting with coworkers through social media in organizations.
Accordingly, we hypothesized H7 as follows:

H7. Job satisfaction is positively associated with job performance when workers use
social media to interact with coworkers.

2.5 Relational satisfaction influencing job performance
On the other hand, using social media can foster member relationships in organizations
(Ellison et al., 2007). Social capital derived from social media use may increase relational
satisfaction for workers (Sheer and Rice. 2017). Similar to job satisfaction, relational
satisfaction is a positive affective state resulting from an appraisal of a worker’s relationship
with their coworkers. Through an instant interaction, workers can easily acquire job
information or support from coworkers to do their job (Leonardi andMeyer, 2015; Kwahk and
Park, 2016). Sheer and Rice (2017) found that relational satisfaction is related to reducing
interruptions when workers use mobile instant messaging to connect with coworkers. Thus,
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we assumed that relational satisfaction may have a positive impact on job performance for
workers. Accordingly, we hypothesized H8 as follows:

H8. Relational satisfaction is positively associated with job performance when workers
use social media to interact with coworkers.

2.6 The moderating effect of gender
In the literature, evidence reveals that men are more independent and rational and focus on
individual goals, but women are more sensitive, intuitive, and passive and focus on
communal goals (Palan, 2001). Horzum (2016) found that male users use Facebook for the
purpose of making themselves known, becoming popular, meeting new people, and
socializing, whereas female users use Facebook for the purpose of communicating with their
existing friends. In organizations, Broadbridge (2010) found that men acquire social capital
and use networking techniques more strategically and instrumentally than women. Burt
(1998) argued that men can either build (establish their own ties) or borrow (establish ties
through a sponsor) social capital, butwomen aremore successful when they borrow the social
capital of an established manager or well-connected mentors. Thus, we expected that female
workers are characterized by strong ties among a smaller, closer group in organizations,
whereas male workers tend to be connected by weak ties to a larger network of people.
Accordingly, we hypothesized H9 as follows:

H9. Bridging social capital affecting job performance is stronger for male workers than
for female workers, but bonding social capital affecting job performance is stronger
for female workers than formale workers when they use social media to interact with
coworkers.

Figure 1 depicts the conceptual model of this study in terms of the previously postulated
hypotheses. In addition, we added two control variables, namely, age and education, in the
proposed model to make sure the results of the study were not due to covariance with other
variables, as suggested by Miller et al. (2013).

H8

H9: The moderating effect

H4

H6

H2

H7

H5

H3

Bonding social capital

Bridging social capital

Job 

performance

H1

Gender

Job 

satisfaction

Relational 

satisfaction

Control variables

Age Education

Figure 1.
The conceptual model

of this study
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3. Research method
3.1 Measures
The instrument design was adopted from prior studies with appropriate modifications for
workers. Bridging social capital was operationalized as the resources from loose connections
when workers interact with coworkers through social media in organizations. The scale of
bridging social capital was revised from Sheer and Rice (2017), which includes five items.
Bonding social capital was operationalized as the resources from close coworkers when
workers interact with coworkers through social media in organizations. The scale of bonding
social capital was revised from Sheer and Rice (2017), which includes five items. Job
satisfaction was operationalized as the perception of the worker’s attitude toward the job
when he or she interacts with coworkers through social media in organizations. The scale of
job satisfaction was revised from Huang and Liu (2017), which includes five items. Relational
satisfaction was operationalized as the perception of a worker’s satisfaction with relationship
to his or her coworkers through social media in organizations. The scale of relational
satisfaction was revised from Sheer and Rice (2017), which includes two items. Job
performancewas operationalized as the extent towhich aworker’s goals at work are achieved
when he or she interacts with coworkers through social media in organizations. The scale of
job performance was revised from Huang and Liu (2017), which includes six items. All items
weremeasured on a seven-point Likert-type scale. The ratings ranged from strongly disagree
(1) to strongly agree (7). Moreover, the instrument was modified by three e-commerce experts
and scholars to identify ambiguities in terms and meanings. The questionnaire items were
originally written in English. Due to the survey in Taiwan, all items were translated into
Chinese. The Chinese version was back-translated to guarantee semantic equivalence with
the English version. The instrument items are shown in Appendix.

3.2 Subjects
A nonprobability quota-based sampling was conducted to investigate the workers who were
using social media in the workplace in Taiwan. In the sampling procedure, four research
assistants invited visitors of two shopping malls located near Taipei main station to
participate in a survey. The survey was then used to interview respondents on the spot.
Taipei main station was selected as the investigation locale because Taipei is the biggest city
in Taiwan, and the main station area is a business center and traffic transfer hub in Taipei.
The survey took place fromMonday to Friday during the day due to the security concerns of
research assistants. Moreover, social media apps used in organizations vary (Ali-Hassan
et al., 2015). Due to users’ habits, people using social media apps may have country
differences. For example, LINE is more popular in Japan, Taiwan, and Thailand; WeChat is
used in China; and Snapchat is mostly used in Norway, Australia, and Denmark (Lien and
Cao, 2014; eMarketer.com, 2019). According to the study of Wang et al. (2016), companies in
East Asia most commonly use LINE, WeChat, and Facebook as their social media apps for
organizational communications. Taiwan is located in East Asia. Thus, all respondents were
asked to confirm that they have experience using LINE,WeChat, or Facebook to interact with
their coworkers to organizemeetings, schedule appointments, send documents, communicate
about work activities, or other the internal contacts in organizations over the past three
months.

Data were collected for two months during the period fromMay 01 to June 30, 2019. There
were 257 respondents, of which 27 were deleted due to incomplete data. Thus, the final valid
sample totaled 230. This study set gender quota for the sample to be representative of the
worker population according to the labor profile obtained from the Ministry of Labor in
Taiwan (Ministry of Labor, 2019). Table I indicates that females (55.7 percent) surpassed
males (44.3 percent). This result is close to the ratio of the worker population in Taiwan (i.e.
female workers: male workers5 52:48). Moreover, the majority of the respondents were 30–
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39 years of age (56.5 percent) and had amonthly income of less than NT$40,000 (76.5 percent).
Most respondents held undergraduate degrees (66.1 percent), were office staff (71.7 percent),
and had experience using social media in the workplace for at least three years (53.0 percent).

3.3 The test of common method bias
As our sample datawere collected froma single source at the same time, commonmethod bias
was tested. First, we performed Harman’s single-factor test. Table II shows that the first
factor tends to explain less than half of the variance (39.267 percent). The majority of the
variance in the items is not common method variance. Second, we also followed the study of
Malhotra et al. (2006) and combined all items as indicators of a factor. The result shows a poor
fit (e.g. GFI5 0.633 (< 0.9), RMSEA5 0.164 (> 0.08)). Therefore, common method bias was
not significant in this study.

4. Analysis of empirical results
In the analysis of empirical data, the measurement model tests the links between items and
constructs, whereas the structural model examines the causal relationships between
constructs.

4.1 Measurement model
To assess reliability, we employed Cronbach’s alpha (α) to examine the internal consistency of
the constructs. The result shows that the reliability of the constructs satisfies the general
requirements (i.e. α value > 0.7), as shown in Table III. Thus, this study had adequate
reliability. Moreover, to assess discriminant and convergent validity, we calculated the

Measure Item Frequency Percentage (%)

Gender Female 128 55.7
Male 102 44.3

Age Under 20 years 5 2.2
20–29 years 45 19.6
30–39 years 130 56.5
40–49 years 36 15.6
Over 49 years 14 6.1

Monthly income Under NT $30001 100 43.5
NT $30001–40000 76 33.0
NT $40001–50000 18 7.8
NT $50001–60000 13 5.7
NT $60001–70000 13 5.7
Over NT $70000 10 4.3

Education High school or less 18 7.8
Undergraduate 152 66.1
Graduate degree 60 26.1

Position Staff 165 71.7
Mid-level manager 53 23.1
Top-level manager 12 5.2

How many years of using social
media to work in organizations

1 or less 50 21.7
2 58 25.3
3 47 20.4
4 21 9.1
Over 4 54 23.5

Note(s): N 5 230

Table I.
Demographic

characteristics of the
sample

Social capital
affects job

performance

909



Items BISC BOSC JS RS JP

BISC1 0.660 0.022 0.012 0.236 0.499

BISC2 0.693 0.107 0.102 0.287 0.448

BISC3 0.714 0.233 0.252 0.098 0.280

BISC4 0.815 0.026 0.114 0.289 0.240

BISC5 0.789 0.165 0.186 0.153 0.185

BOSC1 0.412 0.708 0.216 0.108 0.181

BOSC2 0.425 0.660 0.169 0.202 0.364

BOSC3 0.390 0.614 0.166 0.155 0.489

BOSC4 0.097 0.854 0.121 0.172 0.137

BOSC5 0.085 0.617 0.359 0.248 0.285

JS1 0.280 0.035 0.730 0.260 0.389

JS2 0.202 0.229 0.715 0.235 0.172

JS3 0.298 0.294 0.798 0.382 0.274

JS4 0.049 0.284 0.821 0.113 0.104

JS5 0.172 0.023 0.739 0.194 0.229

RS1 0.253 0.107 0.204 0.786 0.209

RS2 0.305 0.260 0.267 0.753 0.139

JP1 0.307 0.174 0.181 0.150 0.832

JP2 0.287 0.144 0.189 0.148 0.817

JP3 0.365 0.105 0.246 0.132 0.679

JP4 0.126 0.482 0.362 0.289 0.652

JP5 0.038 0.261 0.372 0.342 0.645

JP6 0.274 0.325 0.271 0.261 0.729

Eigen values 5.376 4.287 3.673 2.478 1.397

Percent of total variation 39.267 15.376 12.116 10.035 9.572

Cumulative percent of total 
variation 39.267 54.643 66.759 76.794 86.366

Table II.
Factor analysis with
cross-loadings
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correlation of constructs and factor loadings. There are two types of factor analysis, namely,
exploratory factor analysis (EFA) and confirmatory factor analysis (CFA). EFA is the most
appropriate analysis option when little is known about the structure of a domain (Vickers,
2004). However, the constructs in this study were based on existing scales. Thus, CFA was
performed for scale validity assessment. Convergent validity was measured using average
variance extracted (AVE). The criterion of AVE should be greater than 0.5. The result shows
that the AVE values met the requirement, as shown in Table III. Thus, convergent validity
was adequate. Similarly, discriminant validity wasmeasured using the criterion whereby the
AVE square root of each construct is greater than the correlation of the constructs. In
Table IV, all values were satisfied. Therefore, discriminate validity was acceptable.

4.2 Structural model
A structural equation model using AMOS 21.0 was constructed to test the hypotheses of this
study. Figure 2 shows the structure results. The model fitness indexes include χ2 5 459.76,
df 5 111, χ2/df 5 4.14, p 5 0.427, GFI 5 0.93, CFI 5 0.97, and RMSEA 5 0.04. The
recommended norms for good fit are a small χ2 with a high p value, χ2/df < 5, GFI and CFI >
90, and RMSEA < 0.08 for reasonable fit (Hu and Bentler, 1999). Thus, our collected data fit
the postulated model. Moreover, the R2 indicates the amount of variance explained by the
model (Barclay et al., 1995). The result reveals that the model explains 44.2 percent of the
variance in job satisfaction, 39.2 percent of the variance in relational satisfaction, and 56.9

Construct and observable variables Mean (S.D.) SFL CR AVE α

BISC 0.915 0.684 0.914
BISC1 5.08 (1.35) 0.754
BISC2 4.90 (1.38) 0.888
BISC3 5.38 (1.33) 0.758
BISC4 5.10 (1.35) 0.896
BISC5 5.36 (1.36) 0.827
BOSC 0.930 0.728 0.858
BOSC1 5.74 (1.24) 0.832
BOSC2 5.41 (1.36) 0.751
BOSC3 5.48 (1.29) 0.894
BOSC4 3.60 (1.17) 0.958
BOSC5 5.40 (1.49) 0.817
JS 0.773 0.630 0.815
JS1 3.36 (0.93) 0.762
JS2 5.59 (0.94) 0.824
JS3 5.26 (1.04) 0.810
JS4 5.03 (0.85) 0.793
JS5 5.29 (0.91) 0.781
RS 0.797 0.663 0.824
RS1 4.97 (0.73) 0.800
RS2 5.53 (0.88) 0.828
JP 0.966 0.827 0.939
JP1 5.33 (1.38) 0.905
JP2 5.18 (1.46) 0.926
JP3 5.13 (1.42) 0.917
JP4 5.10 (1.01) 0.918
JP5 5.12 (1.22) 0.902
JP6 5.02 (1.18) 0.887

Note(s): BISC: Bridging social capital; BOSC: Bonding social capital; JS: Job satisfaction; RS: Relational
satisfaction; JP: Job performance

Table III.
Model of research

construct
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percent of the variance in job performance. Moreover, since standardized estimates in the
structure model cannot provide p values for judging significance, scholars likely use
unstandardized estimates to show test results in their studies (Grace, 2006). Thus, in Table V,

Construct Mean S.D. BISC BOSC JS RS JP

BISC 5.16 1.21 0.83
BOSC 5.13 1.06 0.22 0.85
JS 4.91 1.10 0.14 0.32 0.79
RS 5.25 1.18 0.12 0.37 0.29 0.81
JP 5.15 0.97 0.31 0.46 0.02 0.54 0.91

Note(s): Diagonal elements in bold type represent the square root of AVE

Note(s): ***indicates significance at p < 0.001

0.0290.048

0.744***

0.346***

0.497***

0.316***

0.398***

0.265***
0.141

0.125

Non-significant path

Significant path

Bonding social capital

Bridging social capital

Job 

performance

(R2=0.569)

Job 

satisfaction

(R2=0.442)

Relational 

satisfaction

(R2=0.392)

Age Education

Control variables

Relationship Estimate SE CR P Result

(1) Bridging social capital → Job satisfaction 0.125 0.140 1.666 0.316 H1: Reject
(2) Bridging social capital → Relational satisfaction 0.141 0.150 1.845 0.235 H2: Reject
(3) Bonding social capital → Job satisfaction 0.265 0.045 5.869 *** H3: Support
(4) Bonding social capital → Relational satisfaction 0.398 0.061 6.524 *** H4: Support
(5) Bridging social capital → Job performance 0.316 0.086 3.688 *** H5: Support
(6) Bonding social capital → Job performance 0.497 0.108 4.602 *** H6: Support
(7) Job satisfaction → Job performance 0.744 0.231 3.223 *** H7: Support
(8) Relational satisfaction → Job performance 0.346 0.020 5.217 *** H8: Support
(9) Age → Job performance 0.048 0.065 0.731 0.465
(10) Education → Job performance 0.029 0.072 0.395 0.693

Note(s): Estimate: unstandardized coefficient; SE: standard error; CR: critical ratio; p: probability value;
***indicates significance at p < 0.001

Table IV.
Correlation between
constructs

Figure 2.
Results of the
structural model

Table V.
Coefficients in the
structural model
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our evidence shows that bridging social capital is not significantly associated with job
satisfaction or relational satisfaction (Estimate 5 0.125, SE5 0.140, CR5 1.666, p5 0.316;
Estimate5 0.141, SE5 0.150, CR5 1.845, p5 0.235), but it positively affects job performance
in social media (Estimate 5 0.316, SE 5 0.086, CR 5 3.688, p < 0.001). However, bonding
social capital is positively associated with job satisfaction, relational satisfaction, and job
performance (Estimate 5 0.265, SE 5 0.045, CR 5 5.869, p < 0.001; Estimate 5 0.398,
SE 5 0.061, CR 5 6.524, p < 0.001; Estimate 5 0.497, SE 5 0.108, CR 5 4.602, p < 0.001).
Moreover, job satisfaction and relational satisfaction are positively associated with job
performance (Estimate 5 0.744, SE 5 0.231, CR 5 3.223, p < 0.001; Estimate 5 0.346,
SE5 0.020, CR5 5.217, p < 0.001). Therefore, H3, H4, H5, H6, H7, and H8 are supported, but
H1 and H2 are rejected.

Moreover, control variables (i.e. age and education) in the study are not significantly
associated with job performance. An additional analysis was conducted by removing the
control variables from our model. The result shows that variance in job performance
decreased from 0.569 to 0.564, indicating that the inclusion of these control variables does not
significantly increase the explained variance. Consequently, the empirical results of this
study are not due to covariation with control variables.

4.3 The mediating effects of job and relational satisfactions
This study further examined the mediating effects of job and relational satisfactions in the
model. Previous research suggested that bootstrapping is more powerful than the Sobel test
for testing a mediating effect (Hayes, 2009). Thus, we applied the bootstrapping bias-
corrected confidence interval procedure to test the mediating effects in our proposed model.
To obtain confidence intervals, we used 5,000 samples, and the bias-corrected percentile
method generated 95 percent confidence intervals. The result shown in Table VI reveals that
the indirect effect of bridging social capital on job performance is not significant
(Estimate 5 0.032, 95 percent CI 5 �0.112 to 0.332, p 5 0.219), while the indirect effect of
bonding social capital on job performance is significant (Estimate 5 0.139, 95 percent
CI5 0.005 to 0.343, p5 0.046). Thus, job and relational satisfactions are two criticalmediators
influencing the relationship between bonding social capital and job performance but not
between bridging social capital and job performance. The possible reason is that information
derived from bridging social capital may not be as useful or highly related to work as that
from bonding social capital (Sheer and Rice, 2017). Thus, the mediating effects of job
satisfaction and relational satisfaction may not be significant in the relationship between
bridging social capital and job performance.

4.4 The moderating effect of gender
To test the moderating effect of gender, this study divided the data set into two groups,
including male (N5 102) and female (N5 128) workers. Multiple-group structural equation

Bootstrapping 95% CI
Effect Estimates Lower Higher Two-tailed Sig.

Total effect of BISC 0.348 �0.093 0.729 0.087
Direct effect of BISC on JP 0.316 0.049 0.607 0.025*
Indirect effect of BISC on JP 0.032 �0.112 0.332 0.219
Total effect of BOSC 0.636 0.346 0.924 0.001*
Direct effect of BOSC on JP 0.497 0.171 0.842 0.004*
Indirect effect of BOSC on JP 0.139 0.005 0.343 0.046*

Note(s): Estimate is unstandardized coefficient; * indicates significance at p < 0.05
Table VI.

Mediation analyses
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modeling was performed, and the χ2 difference test was used to determine significant
differences between the two groups (Yang and Lee, 2010). The result in Table VII shows that
the moderating effect of gender is significant in the full constrained model, with three limited
path coefficients between male and female workers (χ2 (8) 5 15.184, p 5 0.044). In other
words, the path between bridging social capital and job performance, the path between job
satisfaction and job performance, and the path between relational satisfaction and job
performance are significantly different between male and female workers (χ2 (1) 5 5.158,
p 5 0.023; χ2 (1) 5 8.048, p 5 0.005; χ2 (1) 5 7.863, p 5 0.006).

Figures 3 and 4 depict the structural models of male and female workers, respectively. In
Table VIII, evidence shows that four paths are significant for male workers, including the
relationship between bonding social capital and job satisfaction (Estimate 5 0.268,
SE 5 0.071, CR 5 3.763, p < 0.001), the relationship between bonding social capital and
relational satisfaction (Estimate5 0.212, SE5 0.079, CR5 2.663, p5 0.008), the relationship
between bridging social capital and job performance (Estimate 5 0.634, SE 5 0.158,
CR 5 4.002, p < 0.001), and the relationship between bonding social capital and job
performance (Estimate5 0.436, SE5 0.127, CR5 3.434, p < 0.001). The other four paths are

Path χ2 DF P

Full constrained model 15.184 8 0.044*
(1) Bridging social capital → Job satisfaction 0.014 1 0.906
(2) Bridging social capital → Relational satisfaction 0.478 1 0.489
(3) Bonding social capital → Job satisfaction 0.000 1 0.999
(4) Bonding social capital → Relational satisfaction 3.007 1 0.083
(5) Bridging social capital → Job performance 5.158 1 0.023*
(6) Bonding social capital → Job performance 0.008 1 0.927
(7) Job satisfaction → Job performance 8.048 1 0.005*
(8) Relational satisfaction → Job performance 7.863 1 0.006*

Note(s): * indicates significance at p < 0.05

Note(s): ** indicates significance at p < 0.01;

0.253

0.015

0.436***

0.634***

0.212**

0.268***
0.154

0.131

Non-significant path

Significant path

Bonding social capital

Bridging social capital

Job 

performance

(R2=0.609)

Job 

satisfaction

(R2=0.275)

Relational 

satisfaction

(R2=0.394)

***indicates significance at p < 0.001

Table VII.
The moderating effect
of gender

Figure 3.
Results of structural
modeling analysis for
male workers
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not significant for male workers. However, five paths are significant for female workers,
including the relationship between bonding social capital and job satisfaction
(Estimate 5 0.268, SE 5 0.059, CR 5 4.538, p < 0.001), the relationship between job
satisfaction and job performance (Estimate5 0.518, SE5 0.092, CR5 5.632, p < 0.001), the
relationship between bonding social capital and job performance (Estimate 5 0.460,
SE 5 0.181, CR 5 2.542, p < 0.001), the relationship between job satisfaction and job
performance (Estimate 5 1.464, SE 5 0.504, CR 5 2.906, p < 0.001), and the relationship
between relational satisfaction and job performance (Estimate 5 0.529, SE 5 0.028,
CR 5 4.792, p < 0.001). The other three paths are not significant for female workers. In

Note(s): ***indicates significance at p<0.001 

0.529***

1.464***

0.460***

0.086

0.518***

0.268***
0.135

0.115

Non-significant path

Significant path

Bonding social capital

Bridging social capital

Job 

performance

(R2=0.658)

Job 

satisfaction

(R2=0.401)

Relational 

satisfaction

(R2=0.532)

Relationship Estimate SE CR P

Male workers (N 5 102)
(1) Bridging social capital → Job satisfaction 0.131 0.079 0.925 0.318
(2) Bridging social capital → Relational satisfaction 0.154 0.099 0.187 0.203
(3) Bonding social capital → Job satisfaction 0.268 0.071 3.763 ***
(4) Bonding social capital → Relational satisfaction 0.212 0.079 2.663 0.008
(5) Bridging social capital → Job performance 0.634 0.158 4.002 ***
(6) Bonding social capital → Job performance 0.436 0.127 3.434 ***
(7) Job satisfaction → Job performance 0.253 0.177 1.428 0.153
(8) Relational satisfaction → Job performance 0.015 0.257 0.057 0.954

Female workers (N 5 128)
(1) Bridging social capital → Job satisfaction 0.115 0.144 0.875 0.346
(2) Bridging social capital → Relational satisfaction 0.135 0.158 1.535 0.173
(3) Bonding social capital → Job satisfaction 0.268 0.059 4.538 ***
(4) Bonding social capital → Relational satisfaction 0.518 0.092 5.632 ***
(5) Bridging social capital → Job performance 0.086 0.131 0.655 0.512
(6) Bonding social capital → Job performance 0.460 0.181 2.542 ***
(7) Job satisfaction → Job performance 1.464 0.504 2.906 ***
(8) Relational satisfaction → Job performance 0.529 0.028 4.792 ***

Note(s): Estimate: unstandardized coefficient; SE: standard error; CR: critical ratio; p: probability value;
*** indicates significance at p < 0.001

Figure 4.
Results of structural
modeling analysis for

female workers

Table VIII.
Results of the

structural models
between high- and low-

experience users

Social capital
affects job

performance

915



addition, we tested the direct and indirect effects between male and female workers in the
model, as shown in Table IX. The evidence reveals that bridging social capital affects job
performance more strongly for male workers (Direct effect 5 0.634, Indirect effect 5 0.063,
Total effect 5 0.697) than for female workers (Direct effect 5 0.086, Indirect effect 5 0.067,
Total effect 5 0.153), but bonding social capital affects job performance more strongly for
female workers (Direct effect 5 0.460, Indirect effect 5 0.274, Total effect 5 0.734) than for
male workers (Direct effect5 0.436, Indirect effect5 0.071, Total effect5 0.507). This result
confirms our assumption that bridging social capital affecting job performance is stronger for
male workers than for female workers, but bonding social capital affecting job performance is
stronger for female workers than for male workers. Therefore, H9 is supported.

5. Discussion and conclusion
5.1 Summary of results
This study aims to examine the effects of social capital on job performance for workers who
interact with coworkers through social media in organizations. Moreover, we examine the
mediating effect of job and relational satisfactions on the relationship between social capital
and job performance and the moderating effect of gender on the causal relationship of the
model. Our evidence reveals that bridging social capital directly affects job performance, but
it does not indirectly affect job performance through job and relational satisfactions.
However, bonding social capital directly and indirectly affects job performance via job and
relational satisfactions. Thus, bonding social capital affecting job performance (Direct
effect 5 0.497, Indirect effect 5 0.139, Total effect 5 0.636) is stronger than bridging social
capital affecting job performance (Direct effect 5 0.316, Indirect effect 5 0.032, Total
effect5 0.348) for workers to interact in organizations through social media. This finding can
verify the study of Huang and Liu (2017), which indicated that bonding social capital is
associated with job satisfaction, while bridging social capital has a positive impact on job
performance. The possible reason is that the information or support from close coworkers can
benefit psychological satisfaction for jobs and relationships and also substantially help to
increase job performance in organizations. Thus, bonding social capital behaves more
significantly in contributing to a worker’s job performance.

Bootstrapping 95% CI
Effect Estimate Lower Higher Two-tailed Sig.

Male workers (N 5 102)
Total effect of BISC 0.697 0.133 1.303 0.015*
Direct effect of BISC on JP 0.634 0.141 1.230 0.045*
Indirect effect of BISC on JP 0.063 �0.211 1.286 0.425
Total effect of BOSC 0.507 0.025 1.019 0.039*
Direct effect of BOSC on JP 0.436 0.147 1.031 0.043*
Indirect effect of BOSC on JP 0.071 �0.067 0.951 0.217

Female workers (N 5 128)
Total effect of BISC 0.153 �0.087 0.661 0.069
Direct effect of BISC on JP 0.086 �0.597 0.447 0.677
Indirect effect of BISC on JP 0.067 �0.031 1.005 0.086
Total effect of BOSC 0.734 0.374 1.113 0.001*
Direct effect of BOSC on JP 0.460 0.062 0.903 0.039*
Indirect effect of BOSC on JP 0.274 0.031 0.935 0.024*

Note(s): Estimate is unstandardized coefficient; * indicates significance at p < 0.05

Table IX.
Mediation analyses for
male and female
workers
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In addition, we find that the relationship between social capital and job performance may
differ by gender. This may be because men are more independent and rational, which has a
stronger effect on the relationship between bridging social capital and job performance. In
contrast, women are more sensitive and emotional, which may have a stronger impact on the
relationship between bonding social capital and job performance. Thus, male workers tend to
use bridging social capital to interact with coworkers, possibly those less well acquainted to
them, by accumulating or disseminating information to increase their job performance
through social media. On the other hand, female workers like to use bonding social capital to
connect with coworkers who are close or well acquainted to them to foster job and relational
satisfactions, which in turn increases their job performance in organizations. Therefore, we
conclude that male workers have higher bridging social capital that influences job
performance by interacting with coworkers through social media in organizations, whereas
female workers have higher bonding social capital that influences job performance through
job and relational satisfactions for interacting with coworkers.

5.2 Implications for future research and practice
This study has several theoretical implications. First, this study used social capital theory as
the base model to explore how social capital affects job performance in organizations. As
previously discussed, bonding social capital affecting job performance is stronger than
bridging social capital affecting job performance for workers to interact with coworkers
through social media in organizations. Thus, workers may engage concurrently in both
bridging and bonding, but they tend to favor one over the other (Putnam, 2000). In other
words, bonding social capital and bridging social capital are likely a continuum rather than
two binary distinctions (Norris, 2002). Second, this study found that the mediating effects of
job and relational satisfactions are significant in the relationship between bonding social
capital and job performance. This finding can explain why bonding social capital with close
or strong ties in organizations, such as discussing work problems, scheduling appointments,
or communicating about work activities, allows workers to perceive higher job and relational
satisfactions with coworkers, which in turn increases their job performance. However,
bridging social capital withweak ties in social networksmay not be related to job or relational
satisfaction. Third, this study found that gender acts as a moderator influencing the
relationships in the model. Male workers tend to use bridging social capital to increase job
performance, but female workers likely use bonding social capital to enhance job
performance. Thus, we suggest that male and female workers do not weigh the impacts of
bridging and bonding social capitals on job performance in the same way when they interact
with coworkers through social media in organizations. Accordingly, this study extends social
capital theory by adding the mediating effects of job and relational satisfactions and the
moderating effect of gender in the internal use of social media in organizations.

In addition, this study provides several practical implications. First, social media
technologies have been widely used for work purposes (Leonardi et al., 2013). This study
demonstrates that social capital positively affects job performance through social media in
organizations. Thus, company managers may encourage workers to use social media to
improve task and psychological conditions. Social media can be treated as a legitimate
communication tool to increase work connectivity. Second, it is important for workers to
understand how social capital derives from social media so that they can execute these media
more effectively. In the present study, the affordances of social media in organizations may
include organizing meetings, scheduling appointments, sending documents, and
communicating about work activities with coworkers. Thus, company managers need to
train workers on how to use social media to appropriate their affordances. Third, another
important contribution of this study is using gender as a moderator in the model. Our study
confirmed thatmale workers have higher bridging social capital influencing job performance,
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whereas female workers have higher bonding social capital influencing job performance
through social media in organizations. Thus, company managers may consider workers’
social relationships to position adequate strategies for them. In conclusion, this study
advances the previous knowledge of social capital theory for workers interacting with
coworkers through social media in organizations.

5.3 Limitations and future research
Along with the earlier findings, this study may contain several limitations. First, sample bias
may have occurred due to different jobs of workers. As Bowling et al. (2015) suggested,
situational strength may moderate the impact of social media use on job performance. Thus,
future studies may compare two different jobs with high and low situational strength (e.g.
assembly line workers vs tour guides) to understand the different impacts on relationships
between social capital and job performance. Second, Schreurs et al. (2011) found that blue- and
white-collar workers perform different jobs in diverse work settings. For example, blue-collar
workers are more often employed in jobs with high physical workloads, whereas white-collar
workers are likely employed in jobs with more data, including ideas, concepts, information,
and knowledge (Van den Broeck et al., 2009). Thus, bridging and bonding social capital
derived from social media use may affect job performance in different ways. Future studies
may compare how these two groups of workers interact with coworkers through social media
in organizations. Third, this study adopted three social media apps, including LINE,WeChat,
and Facebook, to examine the relationship of social capital and job performance because
these apps are themost frequently used in Taiwan. Future studiesmay use other social media
apps, such as Twitter, Instagram, and Snapchat, to examine their affordances in different
countries to offer a comprehensive view of social media used in organizations. Fourth, as
previously discussed, the internal and external uses of social media may have different
impacts on social capital (Leonardi et al., 2013). This study focused on the internal use of
social media in organizations. However, Culnan et al. (2010) argued that social media can be
used to support business activities, including branding, sales, customer support, and product
development. Future studies may explore the impact of social capital on job performance
when workers interact with external parties, such as customers, through social media.
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Appendix
Instrument items

Bridging social capital

BISC1. Interacting with my coworkers through social media in the organization makes me interested
in things that occur outside of my work.

BISC2. Interacting with my coworkers through social media in the organization makes me want to
try new things.

BISC3. Interacting with my coworkers through social media in the organization reminds me that
everyone in the world is connected.

BISC4. Interacting with my coworkers through social media in the organization makes me curious
about other places in the world.

BISC5. Interacting with my coworkers through social media in the organization makes me feel
connected to the bigger picture.

Bonding social capital

BOSC1. If I needed an emergency loan, I know I can turn to my coworkers to whom I am connected
through social media.

BOSC2. My coworkers to whom I am connected through social media would be good job references
for me.

BOSC3. I trust my coworkers whom I am connected to through social media to help solve problems.

BOSC4. I do not feel comfortable talking to any of my social media contacts about intimate personal
problems. (reversed)

BOSC5. My coworkers whom I am connected to through social media will put their reputation on the
line for me.

Job satisfaction

JS1. Interacting with my coworkers through social media in the organization makes me definitely
dislike my job. (reversed)

JS2. Interactingwithmy coworkers through social media in the organization causesme to likemy job
better than the average worker does.
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JS3. Interacting with my coworkers through social media in the organization makes me enthusiastic
about my job most days.

JS4. Interacting with my coworkers through social media in the organization enables me to find real
enjoyment in my job.

JS5. Interacting with my coworkers through social media in the organization causes me to feel very
satisfied with my job.

Relational satisfaction

RS1. I am satisfied with my supervisors through using social media in the organization.

RS2. I am satisfied with my coworkers through using social media in the organization.

Job performance

JP1. Interactingwithmy coworkers through social media in the organizationmakesme think thatmy
ability to perform my job duties has improved.

JP2. Interactingwithmy coworkers through social media in the organizationmakesme think thatmy
job-related communication has improved.

JP3. Interactingwithmy coworkers through social media in the organizationmakesme think thatmy
job-related knowledge has improved.

JP4. Interactingwithmy coworkers through socialmedia in the organizationmakesme think that the
reliability of my job performance has improved.

JP5. Interacting with my coworkers through social media in the organization enables me to properly
play the roles given to me.

JP6. By interacting with my coworkers through social media in the organization, I obtain help to
achieve the job duties that are required of me.
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