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Abstract 
The study intended to explore the influence of social capital in terms of 
structural, relational, and cognitive dimensions on knowledge sharing among 
farmers working in two community projects: (i) Paddy in Kedah and (ii) Chilli 
Farming in Kelantan. A total of 140 usable responses were received from 
farmers, who were also the study respondents. The analysis was conducted 
using SPSS and PLS-SEM. As such, the study’s intention to uncover the role 
of social capital on knowledge sharing among farmers was guided by the 
philosophical basis of social capital theory to assess the impact among 
farmers who participated in the CSR activities through the concept of Creating 
Shared Value (CSV) programme. The results of the study unveiled relational 
and cognitive dimensions to influence knowledge sharing significantly, 
whereas the structural dimension was found to be statistically insignificant. 
These outcomes were expected to benefit new and current research, 
especially in bridging the knowledge gap business–community relations in 
CSR. The role of social capital is significant for community development as it 
provides available resources that help to support individuals through their 
business-driven ventures. 
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1.0 Introduction  

According to Adler and Kwon (2002), social capital refers to the 

potential and real resources available, and it is created through the 

establishment of contacts that facilitate cooperation and result in 

benefits. According to previous research, social capital can be 

generated under four conditions: (i) time; (ii) interdependence; (iii) 

interactions; and (iv) closure (Carey & Lawson, 2011). Establishing 

trust and cooperation norms, on the other hand, takes time because 

relationship cohesion and permanence, which can motivate people to 

participate in any exchange, must first be created. Many people see 

social capital as a way for businesses to collaborate in a supplier-buyer 

partnership to generate value (Villena et al., 2011). Consequently, it is 

increasingly being regarded as a critical channel for the dissemination 

of information and knowledge (e.g., Li et al., 2014; Zhou et al., 2014). 

As previous research has shown, social capital encourages the 

creation of skills in society by facilitating the conditions required for skill 

exchange and rearrangement (Adler & Kwon, 2002; Coleman, 1990). 

Interaction between individuals in society, especially in poor 

communities, is referred to as social capital (Narayan & Cassidy, 2001). 

It finally succeeds in exposing the problems that society faces. The 

transfer of knowledge, opportunities, inventions, and learning is a 

common outcome of social capital, which is focused on the concept of 

exchange between societal actors (Zainoddin et al., 2020). As a result 

of this realisation, there is a pressing need to comprehend the impact 

of social capital on knowledge sharing among Malaysian farmers. 

Given the scarcity of research on such topics, this study aims to 

determine the impact of social capital on knowledge sharing among 

farmers in the Malaysian context, using the structural, relational, and 

cognitive dimensions. The literature review is accompanied by the 

creation of the study's theoretical structure and hypotheses in the 

following section of the paper. The approach used is then explained, 

accompanied by a discussion of data analysis. The conclusion is 

presented in the final section. 

2.0 Literature Review  

2.1 Corporate Social Responsibility 

CSR is frequently involved in the creation of the fundamentals 

of community, economic, and environmental foundations that enhance 

society's involvement (Huda et al., 2018). CSR (Corporate Social 
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Responsibility) is a phrase that refers to a company's responsibility to 

give back to society. It allows an organisation to prioritise profit over the 

socioeconomic well-being of the local community. According to The 

World Bank (2016), corporate social responsibility (CSR) refers to a 

corporation's contribution to giving back to society and the environment 

to improve their quality of life, which benefits the company. It enables 

businesses to care more about society and the environment, resulting 

in better economic, social, and environmental results for all 

stakeholders (Shaari et al., 2017). CSR projects are generally referred 

to as unpaid initiatives, and they can include non-profit corporate 

events as long as they aim to address social and environmental issues 

(Devinney, 2009). In the Malaysian context, several large corporations, 

both multinational (MNCs) and local companies, have adopted CSR in 

various areas, such as technology, economy, health, and education. 

Despite this, not all activities are carried out because of awareness; 

many are carried out purely to enhance the efficiency and reputation of 

the organisation (Amran & Susela Devi, 2008). As a result, CSR is 

regarded as a potential connection between business and community 

growth. Realistically, it has been claimed that companies are 

contributing to national development through corporate social 

responsibility initiatives (Reed & Reed, 2010). The participation of 

private corporations in community-based activities, particularly in CSR 

programs, is necessary not only to create a more competitive market 

and improve the economic status of the disadvantaged but also to 

contribute to human resources and community development. 

(Zainoddin & Shaharudin,2021). 

2.2 Social Capital 

The amount of assets or resources surrounded by networks of 

relationships among individuals, communities, and societies is known 

as social capital (Chang & Chuang, 2011). It is ingrained in people's 

relationships with one another and their connections to their societies 

(Chang & Chuang, 2011). Social capital is critical for MNCs' success 

because of its ability to create successful coordination and 

collaboration across geographic and cultural boundaries, in addition to 

its close links with the creation and allotment of information within a 

firm (Taylor, 2007). It can also boost and reinforce group identification, 

fostering community welfare among participants while achieving the 

same goals (Wang & Noe, 2010). The role of social capital in 

stimulating employees' eagerness and capabilities to engage in the 
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development and sharing of information in global firms while also 

improving collaboration and support in the global network has been 

emphasised (Kostova & Roth, 2003). Several empirical studies were 

found to have consistently mentioned three dimensions of social 

capital, structural, relational, and cognitive, which contribute to MNC 

performance, based on a review of these publications. In the current 

research, the dimensions of structural (Muthuri et al., 2012), relational 

(Chang & Chuang, 2011), and cognitive (Bhuiyan, 2011) social capital 

were conceptualised. 

 Structural Social Capital 

By having stronger networks of relationships, structural social 

capital leads to the efficient flow of expertise and well-organised 

management (Kostova & Roth, 2003). The quality of the relations 

primarily conveys how often actors communicate, while network 

density conveys who communicates with whom (Wang & Noe, 2010). 

Naturally, a specific group or culture forms for several reasons, 

including the ability to share their experiences with others (Chang & 

Chuang, 2011). Individuals in the community build confidence due to 

this interaction, enabling them to communicate and form relationships 

(Chang & Chuang, 2011). Knowledge sharing is accelerated by good 

interaction and communication among individuals or groups, which is 

relatively easy to achieve and maintain (Chiu et al., 2006). 

 Relational Social Capital 

Collaboration, resource acquisition, and knowledge sharing 

among individuals or organisations are all influenced by relationships 

or trust (Chang & Chuang, 2011). According to Moran (2005), this 

dimension has a greater effect on innovation efficiency, which is largely 

dependent on the degree of interpersonal relationships. In fact, sharing 

knowledge between companies allows for mutual learning and 

collaboration within organisations, which can promote new knowledge 

and enhance the capacity of organisations to innovate (Pérez-luo et al., 

2011). 

 Cognitive Social Capital 

According to Inkpen and Tsang (2005), cognitive and social 

capital necessitates community members' recognition of common 

norms, beliefs, and connotation structures. Individuals and 
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organisations can better understand each other by sharing their 

dreams and priorities, ensuring that the information transfer process 

runs smoothly and according to the schedule (Chow & Chan, 2008). 

Based on the articles on mutual cognition, team mechanisms for 

incorporating individual information are aided by team members' 

mental models being identical (Mohammed & Dumville, 2001). 

Therefore, mutual (or standard) information is an essential dimension 

in relationships that lets organisations learn more effectively (Wang & 

Noe,2010). 

2.3 Share of Knowledge 

Knowledge sharing, according to Phelps et al. (2012), is the 

transfer of information that results in receiving units adopting new 

production techniques. As a result, such a transition of technical 

resources increases business efficiency and industry economic 

exploitation. Design, development, implementation, sales and 

distribution, operation and maintenance, and management are all 

areas where transferred expertise can be found (Chen & Lovvorn, 

2011). Thus, a company's ability to successfully manage the process 

of information transfer is crucial to its success. Awareness, like land, 

labour, and resources, has become a conservative factor in production 

as a factor deciding a business's performance (Chen & Lovvorn, 2011). 

Consequently, workers’ skills and expertise have become crucial 

factors in economic growth (Chen & Lovvorn, 2011). 

In the same way, social capital has become vital. It has been 

recognised as a one-of-a-kind source of competitive advantage due to 

the competency, expertise, and norms that it requires, resulting in more 

opportunities for those involved (Zhang et al., 2015). Workers' 

expertise and skills, on the other hand, are critical components for 

emerging economies (Mu et al., 2010). The lack of correlation and 

togetherness in intergroup relationships reflects the growth of 

disadvantaged communities. This explains why social capital is so 

critical for the poor because it helps them cope with their problems 

(Ansari et al., 2012). The high level of social capital in a group will 

increase mutual interdependence among its members (Ansari et al., 

2012). As a result, it aids in the growth of a community's identity and 

promotes its well-being by requiring members to engage in the pursuit 

of common goals (Putnam, 1995). Hence, having good community 

relationships aids people in resolving potential conflicts through 

tolerance guided by reputable norms of trust and reverence, resulting 
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in improved communication and cooperation within the group 

(Stuligross & Varshney, 2002). The transmission of knowledge, 

opportunities, inventions, and learning is a common result of social 

capital, which is based on the idea of a communal exchange (Zainoddin 

et al., 2020). 

3.0 Literature Review  

Individuals' or families' well-being, or the public's at large; the 

vibrancy of civic life; neighbourhood well-being; and political or 

economic well-being (such as participatory democracy, stability, and 

reduced inequality) are all potential outcomes of social capital, which 

is made up of networks at various levels (Stone & Hughes, 2002). As 

a result, establishing a personal relationship with the local group 

improves familiarity and in-depth information gain for organisations, 

resulting in greater resources and abilities for knowledge transfer 

between the two parties (Ansari et al., 2012). However, since 

knowledge sharing occurs regularly over time, it is crucial to stress the 

importance of both parties' understanding. Therefore, specific 

consideration based on similar criteria is ultimately necessary, as they 

can encounter various circumstances at various times (Tsai, 2001). In 

effect, new knowledge is generated because of direct interactions 

between research partners (McFadyen & Cannella, 2004). Thus, 

acquiring new information would help society by raising their standard 

of living. Social capital has mainly been used to describe economic 

growth disparities between societies with varying levels of social 

integration. Even though the economic benefits of social capital are well 

known, the issue of how exactly social networks achieve beneficial 

outcomes remains a point of contention; however, knowledge 

exchange, activity communication, and collective decision-making 

have been described as some of the social capital's beneficial functions 

(Lehtonen, 2004). In practice, social capital is essential for developing 

a community's capabilities by creating favourable conditions for the 

sharing of capabilities and the development of developments that 

support all parties (Adler & Kwon, 2002; Coleman, 1990). The 

opportunity for knowledge sharing through a business touch, mutual 

understanding of both parties' expectations, and a commitment to 

share knowledge among individuals or organisations are all part of 

improving capabilities. Social interaction is regarded as important in 

inspiring employees' value formation, knowledge sharing, and planning 

for future visions in particular organisations or businesses, which will 
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contribute to social capital and understanding among individuals, 

resulting in the success of the entire company (Liu, 2013). Therefore, 

engagement is crucial in driving change and generating positive 

feelings, as it offers feedback based on an interpretation of partners' 

behaviours and motives (Liu et al., 2010). The following conceptual 

structure (Figure 1) has been suggested based on these statements. 

 
                        Independent Variable (IV)                          Dependent Variable (DV) 

 

 
Structural 
 

 

 
Relational 
 

 

 
Cognitive 
 

 

 
Sharing of 
Knowledge 

 

Figure 1 : Conceptual Framework 

As shown in Figure 1, there is a clear need for change, 

particularly when considering the role of social capital in achieving 

positive economic, social, and democratic outcomes that contribute to 

the community's well-being (Cuthill, 2010). Similarly, interactions 

among the parties concerned would improve relationships and network 

ties, resulting in economic growth and the performance of specific 

activities (Cuthill, 2010). 

Employees' good teamwork and collaboration allow social 

capital to play a vital role in fostering employees' preparation and 

capacity to engage in information development and sharing in global 

firms and networks (Kostova & Roth, 2003; Nahapiet & Ghoshal, 1998). 

As a result, most companies are now capable of increasing the depth, 

scope, and efficiency of their common information exchange through 

correlation and social interactions involving internal and external 

interactions (Lang, 2004). The structural dimension, according to 

Nahapiet and Ghoshal (1998), is critical in facilitating knowledge 

sharing and escalating opportunity exchange among the parties 

involved. As a result of network ties, a stronger scenario in terms of the 

parties' relationship would be generated as it becomes the primary 

source of references; this will result in improved perception and assist 
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them in gaining new information in relevant tools (Bolino et al., 2002). 

Hence, the following theory has been proposed: 

H1:  There is a significant positive relationship between the structural 
dimension and knowledge sharing.  

The relational dimension, according to Liu (2013), is defined as 

personal relationships, such as trust, responsibilities, respect, and 

even friendship, which together increase motivation through knowledge 

exchange and teamwork. The case studies by Bresman et al. (1999) 

have given empirical evidence for its significance in social capital as a 

regulation of information flow. Consequently, the relational component 

involves information exchange and fosters willingness among 

individuals who are required to accept responsibility and fulfil 

responsibilities for their own benefit (Tsai & Ghoshal, 1998). As a result 

of this study, the following hypotheses have been proposed: 

H2:  There is a significant positive relationship between the relational 
dimension and knowledge sharing.  

The cognitive component of social relations emphasises the 

significance of mutual visions, concern, and the system's importance 

in organisational learning (Hau et al., 2013). According to some 

researchers, most people cannot recognise, understand, or share 

unique information unless they have a similar cognitive frame of 

reference (Yang & Farn, 2009). As a result, the cognitive component 

asserts its role in developing a convenient environment and fostering 

individuals' information sharing to boost motivation and skills (Ansari et 

al., 2012). The definition of this programme was described and 

explained to farmers in this report. Therefore, their comprehension of 

the definition ensured that they had adequate understanding and the 

capacity to devote sufficient concentration in compliance with the 

expectations. Thus, the following hypotheses have been proposed: 

H3:  There is a significant positive relationship between the cognitive 
dimension and knowledge sharing. 

 
4.0 Methodology 

This study aims to empirically evaluate the proposed structure 

by focusing on the efficacy of the programmes, which included 

participants from the rural development sector. As part of the study's 
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quantitative research methodology, a systematic questionnaire was 

used as the primary source of the research instrument. The participants 

in this study came from two group projects: (i) paddy in Kedah and (ii) 

chilli farming in Kelantan. In Kedah, approximately 300 farmers were 

involved in the paddy programme, while 100 chilli farmers from 

Kelantan were also participants. Since farmers who participated in 

these two group projects were considered possible respondents, the 

total population of the sample was increased to 400 farmers. Despite 

the study's small sample size and the high probability of low answers, 

all 400 respondents were included. As a result, using the whole 

population as the sampling frame confirmed that the sampling 

methodology used in this research was census sampling (Harding, 

2006). 

Table 1 : Items for Independent Variables 

Variables Dimension No. of 
item 

Independent 
Indicators 

Variables source 
of item 

Social 
Capital 

Structural 5 a. I have a very good 
relationship with my project 
owner. 

(Chow & Chan, 
2008; Nahapiet & 
Ghoshal, 1998) 

   b. I am very close to my 
project owner. 

 

   c. I always hold lengthy 
discussions with my project 
owner. 

 

   d. I maintain close social 
relationships with the 
project owner. 

 

   e. I know this project owner 
on a personal level. 

 

 Relational 6 a. A good relationship has 
developed over time in 
dealings with the project 
owner. 

(Inkpen & Tsang, 
2005; Chow &Chan, 
2008) 

   b. The project owner and I 
understand each other 
well. 

 

   c. I have never had the 
feeling of being misled in 
my interactions with the 
project owner. 

 

   d. I know this project owner’s 
members will always try 
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Variables Dimension No. of 
item 

Independent 
Indicators 

Variables source 
of item 

and help me out if I get into 
difficulties 

   e. I can always trust the 
project owner’s members 
to lend me a hand if I need 
it. 

 

   f. I can always rely on the 
project owner’s members 
to make my job easier. 

 

 Cognitive 5 a. I have a deep 
understanding of this 
project owner’s business 
goals. 

(Brashear et al., 
2003; Tsai & 
Ghoshal,1998)  

   b. I have a deep 
understanding of this 
project owner’s everyday 
work practice. 

 

   c. The project owner’s 
members and I always 
share the same vision at 
work. 

 

   d. I feel that my personal 
values are a good fit for the 
project owner. 

 

   e. In general, my values and 
the project owner’s values 
are very similar. 

 

Section A began with the respondents' socio-demographic 

information, such as age, gender, marital status, education level, age 

at which they first participated in this programme, interest in the 

programme, the help obtained, participation in other programmes, 

obstacles, and the program's success factor. With a total of 16 items, 

Section B of the questionnaire sought knowledge about the function of 

social capital (structural, relational, and cognitive). The participants 

were asked whether these three types of measurements and the 

degree to which they had received assistance constituted social 

capital. The structural, emotional, and cognitive dimensions were 

evaluated using a five-point Likert scale, with 1 indicating strong 

disagreement and 5 indicating strong agreement. The structural 

dimension was assessed using a five-item questionnaire, three of 

which were adapted from Chow and Chan (2008) and two from 
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Nahapiet and Ghoshal (1998). The relational factor dealt with a 

person's intimate relationship with others due to their experiences over 

time. The relational factor was assessed using a six-item 

questionnaire, three of which were adapted from Inkpen and Tsang 

(2005) and three from Chow and Chan (2008). Two items were adapted 

from Tsai and Ghoshal (1998), while another two were adapted from 

Brashear et al. (2003), and one item was adapted from Chow and Chan 

(2008). Table 1 shows the elements for all three dimensions of the 

independent variables. 

The questionnaire's final section was designed to assess 

knowledge sharing among farmers who were also participants in this 

community programme. A 5-item questionnaire adapted from Bock et 

al. was used to assess their information sharing (2005). The 

respondents were asked about information sharing based on a five-

point Likert scale, with 1 indicating strong disagreement to 5 indicating 

strong acceptance. The item measurements for information sharing 

among the farmers who participated in the community programmes are 

shown in Table 2. 

Table 2 : Items for Dependent Variables 

Variables No. of 
item 

Independent 
Indicators 

Variables 
source of 
item 

Knowledge 
Transfer 

5 a. I receive facts or information from the 
project owner (such as data, 
documents, etc.). 

(Bock et al., 
2005) 

  b. I receive personal practical know-how 
from the project owner. 

 

  c. I intend to share my experience or 
know-how from work with my project 
owner more frequently in the future. 

 

  d. I will always share my know-where or 
know-whom at the request of my project 
owner. 

 

  e. I will try to share my expertise from my 
education or training with my project 
members in a more effective way. 

 

  f. I determine strategic actions by 
weighing costs and benefits. 
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5.0 Data Analysis and Findings 

This study aims to empirically evaluate the proposed structure 

by focusing on the efficacy of the programmes, which included 

participants from the rural development sector. As part of the study's 

quantitative research methodology, a systematic questionnaire was 

used as the primary source of the research instrument. The participants 

in this study came from two group projects: (i) paddy in Kedah and (ii) 

chilli farming in Kelantan. In Kedah, approximately 300 farmers were 

involved in the paddy programme, while 100 chilli farmers from 

Kelantan were also participants. Since farmers who participated in 

these two group projects were considered possible respondents, the 

total population of the sample was increased to 400 farmers. Despite 

the study's small sample size and the high probability of low answers, 

all 400 respondents were included. As a result, using the whole 

population as the sampling frame confirmed that the sampling 

methodology used in this research was census sampling (Harding, 

2006). 

5.1 Demographic Profile 

According to the profiles of respondents, most farmers are 

between the age of 51 and 65, accounting for 45 percent of the total 

population. The majority of the 131 respondents (93.6%) were men, 

while only 9 respondents (6.4%) were women. In terms of marital 

status, 138 respondents were married, with only two persons (1.4%) 

being single. According to the survey, many respondents had only 

received primary education (91 respondents or 65%). A majority of 67 

respondents (47.9%) said they had been participating in this group 

service for at least 5 years. However, the vast majority of respondents 

(131 respondents or 93.6 percent) had no prior experience with similar 

community programmes. 

As a result, the respondent profiles appeared to be adequate for 

the research to perform causal relationship analysis using SmartPLS 

version 3.0. 
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Table 3 : Measurement Model of the PLS-Construct Reliability and Validity  
(n = 140) 

Latent variable Factor Loading AVE Composite 
Reliability 

Structural 0.770 0.685 0.886 

0.865 

0.872 

0.892 

0.728 

Relational 0.622 0.644 0.915 

0.794 

0.812 

0.811 

0.857 

0.892 

Cognitive 0.640 0.755 0.938 

0.902 

0.931 

0.908 

0.929 

Sharing of Knowledge 0.710 0.589 0.895 

0.779 

0.836 

0.830 

0.662 

0.770 

 
5.2 Assessment of the Measurement Model 

The measurement model for the PLS-construct reliability and 

validity is shown in Table 3. The convergent validity was calculated 

using the factor loadings, average extracted (AVE), and composite 

reliability performance (Hair et al., 2010). The factor loading value for 

each component was greater than 0.6, indicating high reliability (Hair 

et al., 2013). The AVE was appropriate, varying from 0.589 to 0.785. 

(Hair et al., 2010). The composite reliability ranged from 0.886 to 0.956, 

which was higher than the cut-off value of 0.7, according to the results 

of an analysis of the composite reliability (Nunnally & Bernstein, 1994). 

The discriminant validity was tested using a multitrait-

multimethod matrix. There is an issue of discriminant validity if the 

HTMT value is greater than the HTMT.85 value of 0.85 (Kline, 2013) or 
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HTMT.90 value of 0.90 (Gold & Bentler, 2009). As shown in Table 4, 

all values in the sample passed the HTMT.90 (Gold & Bentler, 2009) 

and HTMT.85 (Kline, 2013). 

Table 4 : Heterotrait-Monotrait 

 Cognit
ive 

Effecti
veness 

of 
Progra
mme 

Innova
tion 

Opport
unity 

Relatio
nal 

Sharin
g of 

Knowl
edge 

Struct
ural 

Cognitive        
Relational 0.139 0.346 0.132 0.194    
Sharing of 
Knowledg
e 

0.196 0.531 0.280 0.280 0.265   

Structural 0.835 0.179 0.183 0.342 0.154 0.149  

The relationships between the independent variables (structural, 

relational, and cognitive dimensions) and the dependent variable were 

explored in this analysis (knowledge sharing). The structural model and 

results of the study's hypothesis testing are summarised in Table 5. 

Table 5 : Summary of Path Coefficients and Hypothesis Testing for Social 
Capital and Capability Development 

No Hypothesis Path 
Coefficients 

Std. 
Deviation 

t- values p-values Remark 

H1 S→SK -0.090 0.136 0.659 0.255 Not 
Supported 

H2 R→SK 0.264 0.091 2.909*** 0.002 Supported 

H3 C→SK 0.276 0.117 2.361*** 0.009 Supported 

Note: *p < .05 (1.645), **p < .01 (2.33), ***p < .001 (3.33) (based on one-tailed test). 
         S = structural, R = relational, C = cognitive, SK = sharing of knowledge 

The structural dimension was statistically insignificant with 

information sharing, as shown in Table 5, with a coefficient of -0.090 

and a t-value of 0.659. The relational component, on the other hand, 

was found to be positively linked to information sharing and statistically 

significant at p = 0.002 (coefficient = 0.264***, t-value = 2.909). The 

premise that cognitive has an impact on information sharing was 

confirmed by statistical analysis, which found it statistically significant 

at p = 0.001 (coefficient = 0.276***, significant at t-value = 2.361). 

These findings suggested that relational and cognitive dimensions had 

an impact on knowledge sharing among community development 
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programmes, but systemic factors had no effect. Thus, H2 and H3 were 

supported, whereas H1 was unavoidably not supported. 

6.0 Discussion 

The current study looked into the links between social capital 

dimensions (structural, emotional, and cognitive) and farmer 

information sharing. The structural dimension was found to be 

negligible when it came to knowledge sharing among farmers in the 

community development programme, according to empirical findings. 

From the farmers' viewpoint, several problems have hindered 

information sharing and resulted in unsatisfactory outcomes. According 

to their feedback, the issues included a lack of knowledge about the 

land's condition and planting technologies that provided effective 

techniques for growing chilli and paddy production. Following the 

identification of these problems, Multinational Corporations (MNCs) 

must undertake additional research to develop planting techniques and 

reinforce farmers' capabilities. Based on the results of the interviews 

with several farmers, their planting strategy was ineffective and 

required changes based on the land conditions. The use of 'earth-

vitamins' for plants was also noted as likely inappropriate for some land 

types; this necessitated MNC's R&D to find the best solutions for 

various land conditions. 

The relational dimension was also tested, and it was found to be 

positively and significantly linked to information sharing among the 

farmers in the community programmes. This result corroborated a 

previous study that found a correlation between the relational 

dimension or trust and knowledge sharing. It has been stated that the 

principle of information sharing is informed by previous relationships, 

which helps both parties communicate more effectively (Lovvorn & 

Chen, 2011). MNC has provided knowledge transfer routines and 

exchanges that have benefited the business in the form of raw material 

supply for their goods in the research context. Farmers have benefited 

from the knowledge transfer because it has enabled them to implement 

good agricultural practices that have helped them protect the 

environment while producing high-quality productions. Trust has also 

been described as a way to improve cooperative agreements and build 

opportunities for information sharing, according to other researchers 

(Marie et al., 2015). As a result, confidence allows members to share 

their expertise and network, strengthening their ability to access each 

other's information (Levin et al., 2006). Furthermore, interactions and 
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communication between MNC and farmers are likely to have assisted 

in the recognition of skills, overall needs, and beneficial behaviours. 

Interaction is particularly important for the creation of interpersonal trust 

because it greatly improves both parties' efficiency. 

In conclusion, people who share the same goals and norms are 

more likely to connect. As a result, they will be treated fairly, and able 

to share, and work together. These results matched those of Amayah 

(2013), who found that experiences increase communication channels 

and include the exchange of language, norms, and identities with 

others. 

7.0 Conclusion 

Social capital refers to the partnership or understanding that 

occurs between individuals and organisations that encourage them to 

carry out particular acts to increase the community's worth. This study 

found that the network links built between MNC and farmers would lead 

to capacity growth and help to improve society's well-being, according 

to the social capital theory (Chang & Chuang, 2011). The findings 

showed that having a stronger partnership and trust between these two 

parties leads to more opportunities and information sharing, which in 

turn increases the community's well-being. As a result, this highlights 

the importance of greater engagement and common expectations to 

ensure the sustainability of community services. The data on the effects 

illustrated in the literature as well as the theoretical and realistic insights 

offered are the study's key contributions. This research has contributed 

to the literature by providing analytical data on CSR programmes for 

community growth. According to previous research, there were few 

longitudinal studies on group CSR practices. Therefore, companies 

have become more mindful of the value of community growth (Ismail, 

2009). In terms of theoretical contribution, the social capital theory 

notes that social networks offer better resources and information 

sharing, which can affect people's success in a society (Abbasi et al., 

2014). It also helps in the creation of relationships and the growth of 

trust to strengthen communication between individuals and 

organisations (Bhuiyan, 2011). In terms of practical contribution, the 

findings can be used as a guide for other businesses interested in 

participating in CSR activities. The findings can also be used as inputs 

by other businesses when implementing CSR services that support the 

community. 
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The impetus for information sharing and capacity growth has 

increased because of the partnership based on mutual understanding 

between MNC and farmers, leading to long-term community 

development. The value of social capital in fostering understanding and 

engagement among the parties concerned was also established in this 

report. The results of this study have shed light on community growth, 

which could contribute to more promising future research and practice. 

This will assist in the creation of better resources and information 

sharing for capability growth to enhance the community's well-being 

through an increase in members' standard of living. Future studies may 

use this study as a starting point to look at other important areas of 

community development research. 
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