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Abstract

The purpose of this study was to examine the relationship between some elements of social capital, knowledge quality,
and Small and Medium Enterprises (SMEs)’ innovativeness and export performance. Data were collected from owners/
managers of SME exporters in Ghana. Structural Equation Modeling was used for the data analysis. The results indicate
that the elements of social capital facilitate access to quality knowledge which consequently improves SMEs’ innova-
tiveness. The study also shows that SMEs’ innovativeness affects their export performance.
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Introduction

In recent times, many governments in developing econo-
mies have been empowering their Small and Medium
Enterprises (SMEs), to improve their performance through
policies like export promotions. Some of these programs
have yielded good outcomes (Njinyah, 2018), however,
with the increasing globalization and how competitive the
international market has become, quality knowledge is crit-
ical not only for the SMEs survival but also, their innova-
tiveness and performance (Alavi and Leidner, 2001; Yoo
et al., 2011).

Quality knowledge helps firms do work well, create new
and relevant products, and increase sales (Ganguly et al.,
2019; Yoo et al., 2011). That is, quality knowledge can
enable SMEs to be innovative and improve their perfor-
mances. Although many studies have shown that knowl-
edge management impact positively on business
performance and innovation (Choi et al., 2020; Lima and
Carpinetti, 2012; Lopez-Nicolas and Merofio-Cerdan,

2011; Noruzy et al., 2013; Valdez-Juarez et al., 2016; Zaim
et al., 2019), limited studies have emphasized the quality of
the knowledge in question (Ganguly et al., 2019; Yoo et al.,
2011). However, studies have shown that the effective use
of knowledge, to a greater extent depends on its quality
(Rao and Osei-Bryson, 2007). Thus, the role of quality
knowledge in SMEs’ innovativeness and performance is
examined.

Also, some studies (Suarez-Ortega et al., 2016) have
shown that since developing economies have weak institu-
tional environments, SMEs exporters operating in these
economies should acquire new knowledge to survive and
improve their performance. The question that arises from
this finding is, how can SMEs acquire quality knowledge
from their foreign partners? To address this question, we
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draw on the social capital theory (Coleman, 1990), which
posits that individuals, firms, and communities can rely on
their social relations and social structures to acquire essen-
tial and limited resources.

Some studies have shown that localized networks help
SMEs to assemble complementary resources and capabil-
ities and benefit from knowledge-based activities in geo-
graphic regions (Davenport, 2005). Furthermore, there is a
plethora of evidence that suggests that social capital pro-
motes innovations in firms (Akhavan and Hosseini, 2016;
Tsai and Ghoshal, 1998). Also, a review of the existing
literature shows that although, a number of studies have
been conducted on social capital, knowledge management,
innovation, and performance, there is a paucity of studies
linking social capital, knowledge quality, innovation and
firm performance (Ganguly et al., 2019; Yoo et al., 2011),
especially within SME exporters’ context. Therefore, to
build on the extant literature, this current study examines
the relationship between social capital, knowledge quality,
innovativeness and performance within the context of SME
exporters in Ghana.

This study makes some contributions. Firstly, it identi-
fies some relevant quality knowledge (contextual knowl-
edge quality and actionable knowledge quality) required to
improve SME exporters’ innovativeness and performance.
Secondly, this study shows the connection between social
capital, knowledge quality, innovativeness and perfor-
mance within SME exporters’ context. By these findings,
SME exporters especially those operating in developing
economies can develop strategies to acquire quality knowl-
edge from their external partners.

The rest of the paper is organized as follows; theoretical
background and literature review, hypotheses develop-
ment, methodology, results and analysis, discussion, con-
clusions and implications, and limitations and direction for
future research.

Theoretical background
Social capital

The social capital theory explains how social structure and
social relations facilitate access to resources (Coleman,
1990). It is the resource that lies across the social relations
of an individual (Adler and Kwon, 2002). Social capital is
associated with benefits such as access to information,
access to influence over others and a sense of solidarity
among group members (Adler and Kwon, 2002). Social
capital could be defined either through explaining its
sources and effects or through the nature (external, internal
or both) of the social relations (Adler and Kwon, 2002).
This study considers social capital as the actual and poten-
tial cumulative resources located within social structures
and social relations and could be invoked through networks
of relationships, social interactions and shared systems.

Some scholars have considered social capital to consist of
two dimensions — structural and relational (Chou, 2006),
while other researchers have added the cognitive dimension
to the mix (Nahapiet and Ghoshal, 1998). The structural
dimension represents the pattern of the social connections
within a network. The relational dimension represents the
nature of the relationship (i.e., friendship, respect). This
dimension explains the type of relationship between indi-
viduals given that it exists. Elements of the relational
dimensions include trust, identification, and obligation
(Nahapiet and Ghoshal, 1998). The cognitive dimension
signifies the degree to which people in a network share the
same understanding (Nahapiet and Ghoshal, 1998). Draw-
ing inspiration from this theory, we examine how social
interactions, business networks, and shared system can help
SMEs to obtain quality knowledge from their external
partners.

Knowledge quality

Knowledge is vital for companies to remain competitive in
their industries. However, the quantity of knowledge may
not always enhance organizational performance (Belenzon
and Berkovitz, 2010). In addition to quantity, the quality of
knowledge plays a vital role in the success of organizations
(Alavi and Leidner, 2001; Nonaka and Teece, 2001).
Therefore, conceptualizing knowledge quality is of impor-
tance. Data, information, and knowledge can interrelate
with each other in a hierarchical manner where knowledge
is located at the apex of the hierarchy. In other words, data,
when structured appropriately, is transformed into informa-
tion which in turn leads to knowledge (Brodie and Brodie,
2009). Thus, knowledge quality can be measured at least to
a certain extent by measuring data quality and information
quality. Indeed, several studies use these measures inter-
changeably (Halawi and McCarthy, 2007; Tongchuay and
Praneetpolgrang, 2008). However, the measure of informa-
tion or data quality cannot completely replace the measure
of knowledge quality. Even though they lie within the same
hierarchy, their function and essence differ. Furthermore,
in an organizational setting, a separate measure for knowl-
edge quality is feasible. Therefore, a need to measure
knowledge quality arises.

Several studies conceptualized knowledge quality from
an information systems perspective. For instance, Kulkarni
and colleagues (2007) defined ‘knowledge content quality’
to be measured based on its usefulness, and presentation
style, quality adopted from Rai et al. (2002). A review done
by Waheed and Kaur (2016) conceptualized knowledge
quality to consist of six factors — adaptability, applicability,
expandability, innovativeness, justifiability and whether
the knowledge t is true. Furthermore, they added that
knowledge quality depends on the data quality and the
information quality dimensions. Durcikova and Gray
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(2009) defined knowledge quality as the degree to which
the knowledge accurately serves an individual’s needs.

Some studies conceptualized knowledge quality in con-
nection to organizational innovativeness (Ganguly et al.,
2019; Yoo et al., 2011). Initially, Soo et al. (2004) concep-
tualized knowledge quality to consist of frequency, innova-
tiveness, and usability. Frequency denotes the rate of
acquiring knowledge. Innovativeness measures the extent
to which the knowledge is original, while usability denotes
the degree to which the knowledge applied to their task.
This measure was adopted later by Chan and colleagues
(2008). This conceptualization, however, combines quality
and quantity into a single construct. Therefore, it is unclear
whether an increase in quality or quantity causes a change
in the construct. For instance, based on this measure, the
study by Soo and colleagues (2004) found that informal
networks leads to the acquisition of quality knowledge.
However, it is unclear whether informal networks led to
an increment in the frequency of knowledge acquisition or
increment in actual quality. As the current study is con-
cerned purely about the quality of the received knowledge,
it adopted the conceptualization of knowledge quality by
Yoo et al. (2011).

Yoo et al. (2011) conceptualized knowledge quality
based on the sense-making theory and identified three types
of knowledge quality; intrinsic knowledge quality, contex-
tual knowledge quality and actionable knowledge quality.
Sense-making theory broadly revolves around applying
one’s understanding to a specific situation (Taylor and Van
Every, 1999). This study identifies two types of quality
knowledge based on, specific situations, and actions. That
is perceived contextual knowledge quality (PCKQ) and
perceived actionable knowledge quality (PAKQ). These
two types are relevant to the SMEs export business. Knowl-
edge is dependent upon the context (Nonaka and Takeuchi,
1995) and PCKQ reflects the degree to which the knowl-
edge can be fit within the context (Yoo et al., 2011).
Actionable knowledge quality refers to the extent to “which
knowledge is expandable, adaptable, or easily applied to
tasks’ (Yoo et al., 2011, p. 331). The mere fact that knowl-
edge is accurate and be considered contextual is not
enough, it should be actionable to show its utility and prof-
itability (Davenport and Prusak, 1998). Therefore, knowl-
edge quality also depends on the utility of knowledge. It is
the degree to which the knowledge applies to a task (Yoo
et al., 2011).

Hypotheses development

Social interactions and knowledge quality. Innovation stems
due to consistent interaction between firms and external
actors such as the customers, research institutes, other firms
(Alguezaui and Filieri, 2010). Social capital plays a vital
role in companies’ role in creating innovations and increas-
ing firm performance. This innovation is fundamentally

driven through the knowledge sharing process (Alguezaui
and Filieri, 2010). For instance, a customer or a lead user
may contribute to the firm by providing information about
market needs, while the suppliers may provide information
to reduce the cost of operations. However, this flow of
information is dependent upon the relationship which is
maintained with these stakeholders. Furthermore, Adler
and Kwon (2002) state the social capital improves infor-
mation quality, timeliness, and relevance. Therefore, social
capital plays a vital role in increasing knowledge flow
between the firm and other stakeholders. Several studies
have shown that social capital influences the knowledge
flow positively (Soo et al., 2004).

However, the current study is concerned if social cap-
ital could influence the quality of knowledge obtained.
One may argue that social capital will increase the fre-
quency of quality knowledge as it increases the knowl-
edge quantity. However, we are concerned about the
perceived cumulative quality of knowledge rather than the
frequency of quality knowledge. Some studies, for
instance, have shown that social interaction increases
knowledge sharing frequency and intensity (Chiu et al.,
2006). Consequently, this translates to increment in
knowledge quantity. However, it does not always translate
to increment in quality knowledge. Our research is con-
ducted to assess knowledge sharing between individuals
and their foreign business contacts. Typically, individuals
foster foreign business contacts from their related indus-
tries. Furthermore, these foreign contacts may have access
to information that may not be prevalent within the local
industry. Thus, constant interaction with these individuals
leads to an increase in knowledge quality. Several empiri-
cal studies (Chang and Chuang, 2011; Chiu et al., 2006)
have shown that social interactions increase the quality of
knowledge sharing in virtual platforms. Other than this,
social interaction can represent the strength of the tie
between the individuals. Even though weak ties invite
explicit knowledge (Hansen, 1999), tacit knowledge can
only be transferred through strong ties. Furthermore,
strong ties are willing to expend more energy to ensure
that knowledge is transferred clearly (Levin and Cross,
2004). Based on these trends in the literature, it is
hypothesized that;

H1: Social interactions between SME owner/manag-
ers have a positive effect on the acquisition of
perceived contextual quality knowledge

H2: Social interactions between SME owner/manag-
ers have a positive effect on the acquisition of
perceived actionable quality knowledge

Business networks and knowledge quality. Networking and
networks are key elements of social capital (Coleman,
1990; Nahapiet and Ghoshal, 1998). The strengthening
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of network ties to some extent determines the kind of
information that people access. Business networks ‘refer
to firms that use tie sources of knowledge with other enti-
ties, either home or host’ (Suarez-Ortega et al., 2016, p.
25). This network may include actors such as distributors,
consultants, and competitors. Some studies have shown
that home business networks help SMEs acquire knowl-
edge to manage disparity in institutional environments
and learn about the market and institutional local condi-
tions (Chetty and Campbell-Hunt, 2003; Cuervo-Cazurra,
2011). Following these findings, it is argued that business
networks between SMEs and the partners can help them
access quality knowledge which can help them to become
innovative and improve their performance. It can thus be
hypothesized that;

H3: Business networks have a positive effect on the
acquisition of perceived contextual quality
knowledge

H4: Business networks have a positive effect on the
acquisition of perceived actionable quality
knowledge

Shared system and knowledge quality. According to Coleman
(1990), social systems can enable individuals and commu-
nities to access resources. In line with this, we argue that a
shared system can help SMEs to access quality actionable and
contextual from their foreign partners. The study operationa-
lized a shared system as a ‘shared information system among
a group of companies’ (Gunasekaran and Sandhu, 2010, p.
773). Some studies have shown that interorganizational sys-
tem facilitates the flow of information between organizations
and helps suppliers to forecast client needs and meet products
specifications. Interorganizational system promotes better
management of buyer-supplier relationships and task sharing
(Nelson and Shaw, 2003). From this, we argue that social
capital can facilitate inter-organizational systems and conse-
quently facilitate access to quality knowledge.

HS5: Shared system has a positive effect on perceived
contextual knowledge quality

H6: Shared system has a positive effect on the acqui-
sition of perceived actionable quality knowledge

Knowledge quality, SMEs innovativeness, and
Performance

Firm innovativeness has been defined as ‘the notion of open-
ness to new ideas as an aspect of a firm’s culture’ (Hurley
and Hult, 1998, p. 44). Similarly, Porter (1990, p. 45)
defined it as the creation of ‘competitive advantage by per-
ceiving or discovering new and better ways of competing in
industry and bringing them to market’. From these two def-
initions, it can be said that firm innovativeness involves

acceptance of new ideas, the development of new products
and the use of new processes. Firms like SMEs require qual-
ity knowledge to be innovative and improve their perfor-
mance (Ganguly et al., 2019; Yoo et al., 2011). Soo et al.
(2004) found that the acquisition of quality knowledge trans-
lated to innovative performance. However, the conceptuali-
zation of knowledge quality incorporated both the quality
and quantity of knowledge. Thus, it can be said if the quality
or quantity of knowledge led to innovative performance.
Furthermore, Yoo (2014) argues that individuals are more
likely to partake in innovative behavior if they perceive their
knowledge to be actionable and contextual.

On a similar note, Han et al. (2018) found that the acqui-
sition of technology in the company led to innovative per-
formance only when there was a knowledge overlap. In
other words, it could be said that acquisition led to an
increase in innovative performance only when the knowl-
edge was perceived to be actionable and contextual. Per-
ceived contextual knowledge quality is about what
individuals know about a context, and it is personal to an
actor (McCarthy, 1993). It is created and emerged from
situations and itis a key element of practice (Applegarth
et al., 2013). Consequently, it is important to achieving a
specific goal. The acquisition of contextual knowledge can
help individuals to make consistent decisions (Karsenty
and Brézillon, 1995). Thus, the acquisition of quality con-
textual knowledge can enable SMEs to create new products
and services that are consistent with the needs and wants of
the foreign market. Similarly, actionable knowledge qual-
ity enables teams to easily adapt to change, and easily apply
knowledge (Yoo et al., 2011). In this view, it can be con-
cluded that perceived contextual knowledge quality and
perceived actionable knowledge quality facilitate innova-
tions in SMEs. This will consequently help SMEs to
increase their sales, and profitability and expand their mar-
ket. This argument is based on some earlier studies that
have shown the impact of innovation on firm performance
(Noruzy et al., 2013; Valdez-Juarez et al., 2016). Based on
this we present the following hypothesizes;

H7: Perceived contextual knowledge quality has a
positive effect on SMEs’ innovativeness

H8: Perceived actionable quality knowledge has a
positive effect on SMEs’ innovativeness

H9: SMEs innovativeness has a positive effect on
their performance

All the hypotheses are summarized in Figure 1 in Online
Appendix 5.

Methodology
Sample and data collection

Data were collected over a period of two months from export
companies in Ghana. A database of 560 non-traditional
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Table |. Background information.

Variables Frequency Percent
Firm age
-5 Years 39 15.17
6—10 Years 82 31.91
I1-15 Years 57 22.18
16-20 Years 59 22.96
>21 Years 20 7.78
How do you classify this firm
Small 82 3191
Medium 122 47.47
Large 53 20.62
Export experience
-5 Years 53 20.62
6—10 Years 102 39.69
I1-15 Years 46 17.90
1620 Years 40 15.56
>21 Years 16 6.23

exporters was acquired from the Ghana Export Promotion
Authority. A total of 430 of these exporters had offices in
Accra. The authors recruited the services of an Accra-based
marketing research company to collect data from these
exporters. A total of 350 paper-based questionnaires were
distributed to these companies. After several follow-ups 312
of the questionnaires were returned. Of those returned ques-
tionnaires 55 were not usable for data analysis since most
portions of the questionnaire were not filled. In all, 257
responses were used for data analysis. Table 1 presents the
demongraphic information of all the respondents.

Measurement instrument

Items for the current research were adopted from previous
literature as suggested by Straub et al. (2004). Items for
Social interactions were adopted from Nahapiet and Ghoshal
(1998), while those for business networks were derived from
Human and Naudé (2009). Shared system was measured
with four items adapted based on Gunasekaran and Sandhu’s
(2010) definition. Perceived contextual knowledge quality
and Perceived actionable knowledge quality were also mea-
sured with items derived from Yoo et al. (2011). Items used
to measure Innovativeness were derived from Grover and
Goslar (1993) while those for Firm Performance were also
derived from Zhou (2007) and Njinyah (2018). All items
were measured using a five-point Likert scale anchored
between strongly disagree (1) and strongly agree (5). The
constructs and the items used to measure them are presented
in Online Appendix 1.

Analysis and results

The proposed model was tested using the Partial Least
Square approach to structural equation modeling (PLS-
SEM) on WarPLS 6. The study adopts the two-step

approach proposed by Chin (1998) for analyzing SEM
models. First, the measurement model is assessed for
reliability and validity. Then after, the significance of the
relationships between the variables in the proposed model
is assessed. PLS-SEM was considered suitable for this
study because it is less restrictive on residual distribution
assumptions than other analysis models (Chin et al.,
2003). Also, the aim of the study was to predict some
target variables rather than confirmatory analysis (Hense-
ler et al., 2009).

Measurement model assessment

To evaluate the adequacy of the measurement model, the
reliability and validity of the model were assessed. The
assessment of reliability was based on Cronbach’s alpha
and composite reliability. Based on the requirements pro-
posed by Henseler et al. (2016) and the results presented in
Table 2 in Online Appendix 2, we conclude that the mea-
surement model is reliable since the reliability statistics for
all constructs are greater than the recommended threshold
of 0.7. Evidence of convergent validity can be seen in
Table 2 in Online Appendix 2 since AVE values for all
constructs are compellingly higher than the 0.5 threshold
suggested by Hair et al. (2019).

As suggested by Hair et al. (2012), the assessment of
discriminant validity was based on item loadings and cross-
loadings and the Fornell-Larcker criterion. Table 2 shows
that items load higher on their respective constructs than all
other constructs. Also, evidence from Table 3 in Online
Appendix 3 suggests that the Fornell-Larcker criterion has
been met. It can be seen from this Table that the square root
of the AVE of each construct (shown on the diagonal of the
correlation matrix) is greater than the correlation with other
constructs. Based on these measures, we conclude that the
measurement model displays sufficient proof of reliability,
convergent validity, and discriminant validity.

Structural model assessment

The detailed results of the structural model assessment are
presented in Table 4 in Online Appendix 4. The results
show that social interactions ties (SI) positively affect per-
ceived contextual knowledge quality (PCKQ) and per-
ceived actionable knowledge quality (PAKQ). Similarly,
business networks (BN) positively affect perceived contex-
tual knowledge quality and perceived actionable knowl-
edge quality, with the effect on perceived actionable
knowledge quality being stronger. Shared system (SS) was
also found to have significant effect on both perceived
contextual knowledge quality and perceived actionable
knowledge quality. Perceived contextual knowledge qual-
ity was found to have a significant effect on innovativeness
(INN) however, the effect of perceived actionable knowl-
edge quality on Innovativeness was found to be stronger.
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Innovativeness, in turn, was found to be a significant pre-
dictor of performance. From the results all the hypotheses
are supported.

Discussion, conclusion, and implications

The findings of this study have shown that social capital
facilitates access to resources as posited by Coleman
(1990). The elements of social capital; social interactions,
business networks, and shared systems, do not only facil-
itate access to knowledge (Nahapiet and Ghoshal, 1998)
but quality knowledge. This study has built on the existing
literature by showing the connection between social capi-
tal, knowledge quality, innovation, and firm performance.

The findings from the study show that social interactions
between SME owners/managers and their partners facili-
tate the acquisition of knowledge relevant to the operations
of the SMEs. Actual knowledge relevant to the context of
the SMEs’ operations is accessed through social interac-
tions. Additionally, social interactions help owners/manag-
ers of SMEs to access knowledge that can be utilized for the
profitability of the SMEs. Our findings are parallel to
Nahapiet and Ghoshal (1998). Furthermore, he results show
that building networks with external partners foster struc-
tures and relations which the SMEs owners/managers rely
on to access quality contextual and actionable knowledge.
The SMEs owners/managers build and foster business net-
works building good personal relationships with foreign
business contacts and attending to their needs promptly.
Also, by sharing a common information system, SMEs
owners/managers can obtain quality contextual and action-
able quality knowledge from their external partners. Inter-
organizational system does not only facilitate information
flow (Nelson and Shaw, 2003) but also access to quality
contextual and actionable knowledge. Consistent with the
extant literature (Yoo et al., 2011), we noticed that knowl-
edge quality improves innovativeness in SMEs in Ghana.
Through the quality contextual and actionable knowledge
obtained from foreign partners, SMEs can experiment with
alternative ways to carry out their works, adopt new process
and modify their existing products. This study has shown
that the innovativeness of SMEs improves their perfor-
mance supporting the existing literature (Noruzy et al.,
2013; Valdez-Juarez et al., 2016). It facilitates access to a
new market, increases sales and profitability. The strength
of the path coefficients provides useful information about
the relative importance of each of the elements of social
capital that facilitate access to quality knowledge from
external partners. They also show how quality contextual
and actionable knowledge explain the variance in SMEs’
innovativeness. Again, the path coefficients explain offer
useful insights into how innovativeness of SMEs explain
variance in their performance

The findings imply that within the context of SME
exports in developing economies, shared system has the

highest load on access to perceived actionable knowledge
while social interactions have the has the highest loading on
access to perceived contextual knowledge quality. This
means that, although elements of social capital; social
interactions, shared business networks, and shared systems
facilitate access to quality external knowledge there is var-
iation in their strength in terms of the type of quality knowl-
edge accessed. Furthermore, our findings imply that
perceived actionable knowledge quality impacts more on
SMEs’ innovativeness than perceived contextual knowl-
edge quality at least within SME exporters context. The
quality of knowledge obtained from external partners can
be evaluated based on the context of the knowledge and its
usefulness to the operations of the firm. Again, the results
imply the association between SMEs’ innovativeness and
their performance.

Practically, the results imply the need for owners/man-
agers of SMEs to build strong and strategic networks with
their external partners, by building personal networks and
solving problems constructively with their foreign business
contacts. Also, SMEs owners/managers must consider the
context and usefulness of the knowledge they obtain from
external partners if they want to be innovative. For exam-
ple, the knowledge obtained should be relevant to their core
task and operations.

Limitations and future directions

There are many elements of social capital (Coleman, 1990;
Nahapiet and Ghoshal, 1998), however, this study tested
three elements. Therefore, future studies should consider
how other elements of social capital can help explain
access to quality knowledge from external partners. Also,
there can be many types of knowledge quality (Yoo et al.,
2011), however, we employ two of these in this study.
Thus, future studies should explore and apply additional
types to explain SMEs’ innovativeness.

Declaration of conflicting interests

The author(s) declared no potential conflicts of interest with
respect to the research, authorship, and/or publication of this
article.

Funding

The author(s) received no financial support for the research,
authorship, and/or publication of this article.

Supplemental material

Supplemental material for this article is available online.

References

Adler PS, Kwon SW (2002) Social capital: prospects for a
new concept. Academy of Management Review 27(1):
17-40.



Boateng et al.

173

Akhavan P, Hosseini SM (2016) Social capital, knowledge shar-
ing, and innovation capability: an empirical study of R&D
teams in Iran. Technology Analysis and Strategic Management
28(1): 96-113.

Alavi M, Leidner DE (2001) Knowledge management and knowl-
edge management systems: conceptual foundations and
research issues. MIS Quarterly 25(1): 107—-136.

Alguezaui S, Filieri R (2010) Investigating the role of social cap-
ital in innovation: sparse versus dense network. Journal of
Knowledge Management 14(6): 891-909.

Applegarth J, Dwyer T, Moxham L, et al. (2013) Identifying and
acquiring the contextual skills and knowledge for nursing
practice in assisted reproductive technology: a grounded the-
ory study. Journal of Clinical Nursing 22(11-12): 1738-1747.

Belenzon S, Berkovitz T (2010) Innovation in business groups.
Management Science 56(3): 519-535.

Brodie I, Brodie L (2009) A knowledge-information, data concept
model for engineering education. Australasian Journal of
Engineering Education 15: 137-144.

Chan KY, Oerlemans LA, Pretorius TM (2008) A conceptual
model of the impacts of networking on innovative perfor-
mance of new technology-based firms. In: PICMET ‘08 -
2008 Portland International Conference on Management of
Engineering & Technology. IEEE, pp. 443—453.

Chang HH, Chuang SS (2011) Social capital and individual moti-
vations on knowledge sharing: participant involvement as a
moderator. Information and Management 48(1): 9-18.

Chetty S, Campbell-Hunt C (2003) Paths to internationalisation
among small-to medium-sized firms. European Journal of
Marketing 37(5/6): 796-820.

Chin WW (1998) The partial least squares approach to structural
equation modeling. In: Marcoulides GA (ed), Modern Methods
for Business Research, Vol. 295. Mahwah, NJ: Lawrence Erl-
baum Associates, pp. 295-336.

Chin WW, Marcolin BL, Newsted PR (2003) A partial least
squares latent variable modeling approach for measuring inter-
action effects: results from a Monte Carlo simulation and an
electronic-mail emotion/adoption study. Information Systems
Research 14(2): 189-217.

Chiu CM, Hsu MH, Wang ET (2006) Understanding knowledge
sharing in virtual communities: an integration of social capital
and social cognitive theories. Decision Support Systems 42(3):
1872—-1888.

Choi HJ, Ahn JC, Jung SH, et al. (2020) Communities of practice
and knowledge management systems: effects on knowledge
management activities and innovation performance. Knowl-
edge Management Research and Practice 18(1): 53—68.

Chou YK (2006) Three simple models of social capital and eco-
nomic growth. The Journal of Socio-Economics 35(5):
889-912.

Coleman JS (1990) Foundations of Social Theory. Cambridge,
MA: Harvard University Press.

Cuervo-Cazurra A (2011) Selecting the country in which to start
internationalization: the non-sequential internationalization
model. Journal of World Business 46(4): 426—437.

Davenport TH (2005) Thinking for a Living: How to Get Better
Performance and Results from Knowledge Workers. Boston,
MA: Harvard Business School Press.

Davenport TH, Prusak L (1998) Working Knowledge: How Orga-
nizations Manage What They Know. Boston, MA: Harvard
Business School Press.

Durcikova A, Gray P (2009) How knowledge validation processes
affect knowledge contribution. Journal of Management Infor-
mation Systems 25(4): 81-108.

Ganguly A, Talukdar A, Chatterjee D (2019) Evaluating the role
of social capital, tacit knowledge sharing, knowledge quality
and reciprocity in determining innovation capability of an
organization. Journal of Knowledge Management 23(6):
1105-1135.

Grover V, Goslar MD (1993) The initiation, adoption, and imple-
mentation of telecommunications technologies in US organi-
zations. Journal of Management Information Systems 10(1):
141-164.

Gunasekaran A, Sandhu M (2010) Handbook on Business Infor-
mation Systems. Singapore: World Scientific Publishing Co.
Private Ltd.

Hair JF, Risher JJ, Sarstedt M, et al. (2019) When to use and how
to report the results of PLS-SEM. European Business Review
31(1): 2-24.

Hair JF, Sarstedt M, Ringle CM, et al. (2012) An assessment of
the use of partial least squares structural equation modeling in
marketing research. Journal of the Academy of Marketing Sci-
ence 40(3): 414-433.

Halawi L, McCarthy R (2007) Measuring faculty perceptions of
blackboard using the technology acceptance model. Issues in
Information Systems 8(2): 160—165.

Han J, Jo GS, Kang J (2018) Is high-quality knowledge always
beneficial? Knowledge overlap and innovation performance in
technological mergers and acquisitions. Journal of Manage-
ment and Organization 24(2): 258-278.

Hansen MT (1999) The search-transfer problem: the role of weak
ties in sharing knowledge across organization subunits.
Administrative Science Quarterly 44(1): 82—111.

Henseler J, Hubona G, Ray PA (2016) Using PLS path modeling
in new technology research: updated guidelines. Industrial
Management and Data Systems 116(1): 2-20.

Henseler J, Ringle CM, Sinkovics R (2009) The use of partial
least squares path modeling in international marketing.
Advances in International Marketing 20: 277-319.

Human G, Naudé P (2009) Exploring the relationship between
network competence, network capability and firm perfor-
mance: a resource-based perspective in an emerging economy.
Management Dynamics: Journal of the Southern African Insti-
tute for Management Scientists 18(1): 2—14.

Hurley RF, Hult GTM (1998) Innovation, market orientation, and
organizational learning: an integration and empirical examina-
tion. Journal of Marketing 62(3): 42-54.

Karsenty L, Brezillon PJ (1995) Cooperative problem solving and
explanation. Expert Systems with Applications 8(4): 445-462.



174

Business Information Review 37(4)

Kulkarni UR, Ravindran S, Freeze R (2007) A knowledge man-
agement success model: theoretical development and empiri-
cal validation. Journal of Management Information Systems
23(3): 309-347.

Levin DZ, Cross R (2004) The strength of weak ties you can trust:
the mediating role of trust in effective knowledge transfer.
Management Science 50(11): 1477-1490.

Lima RHP, Carpinetti LCR (2012) Analysis of the interplay
between knowledge and performance management in indus-
trial clusters. Knowledge Management Research and Practice
10(4): 368-379.

Lopez-Nicolas C, Merofio-Cerdan AL (2011) Strategic knowl-
edge management, innovation and performance. International
Journal of Information Management 31(6): 502-509.

McCarthy J (1993) Notes on formalizing context. In: Proceedings
of the thirteenth international joint conference on artificial
intelligence, Chambery, France, 28 August—3 September,
1993, Vol. 1, pp. 555-560. USA: Morgan Kaufmann Publish-
ers Inc.

Nahapiet J, Ghoshal S (1998) Social capital, intellectual capital,
and the organizational advantage. Academy of Management
Review 23(2): 242-266.

Nelson ML, Shaw MJ (2003) Adoption and diffusion of interor-
ganizational system standards and process innovations. Paper
presented at the Workshop on Standard Making: A Critical
Research Frontier for Information Systems, 12—14 December
2003, Seattle, WA.

Njinyah SZ (2018) The effectiveness of government policies for
export promotion on the export performance of SMEs Cocoa
exporters in Cameroon. International Marketing Review
35(1): 164-18s.

Nonaka I, Takeuchi H (1995) The Knowledge-Creating Com-
pany: How Japanese Companies Create the Dynamics of Inno-
vation. Oxford: Oxford University Press.

Nonaka I, Teece DJ (2001) Managing Industrial Knowledge: Cre-
ation, Transfer and Utilization. London: Sage Publications.
Noruzy A, Dalfard VM, Azhdari B, et al. (2013) Relations
between transformational leadership, organizational learning,
knowledge management, organizational innovation, and orga-
nizational performance: an empirical investigation of manu-
facturing firms. The International Journal of Advanced

Manufacturing Technology 64(5-8): 1073-1085.

Porter M (1990) The Competitive Advantage of Nations. London:
Macmillan.

Rai A, Lang SS, Welker RB (2002) Assessing the validity of IS
success models: an empirical test and theoretical analysis.
Information Systems Research 13(1): 50-69.

Rao L, Osei-Bryson KM (2007) Towards defining dimensions of
knowledge systems quality. Expert Systems with Applications
33(2): 368-378.

Soo CW, Devinney TM, Midgley DF (2004) The role of knowl-
edge quality in firm performance. In: Tsoukas H, Mylonopou-
los N (eds) Organizations as Knowledge Systems. London:
Palgrave Macmillan, pp. 252-275.

Straub DW, Boudreau MC, Gefen D (2004) Validation guidelines
for IS positivist research. Communications of the Association
for Information Systems 13(1): 380—427.

Suarez-Ortega SM, Garcia-Cabrera AM, Knight GA (2016)
Knowledge acquisition for SMEs first entering developing
economies: evidence from Senegal. European Journal of Man-
agement and Business Economics 25(1): 22-35.

Taylor JR, Van Every EJ (1999) The Emergent Organization:
Communication as its Site and Surface. Mahwah, NJ: Erlbaum.

Tongchuay C, Praneetpolgrang P (2008) Knowledge quality and
quality metrics in knowledge management systems. /nterna-
tional Journal of the Computer, the Internet and Management
16(3): 21-26.

Tsai W, Ghoshal S (1998) Social capital and value creation: the
role of intrafirm networks. Academy of Management Journal
41(4): 464-476.

Valdez-Juarez LE, Garcia-Pérez de Lema D, Maldonado-Guzman
G (2016) Management of knowledge, innovation and perfor-
mance in SMEs. Interdisciplinary Journal of Information,
Knowledge, and Management 11: 141-176.

Waheed M, Kaur K (2016) Knowledge quality: a review and a
revised conceptual model. Information Development 32(3):
271-284.

Yoo DK (2014) Substructures of perceived knowledge quality and
interactions with knowledge sharing and innovativeness: a
sensemaking perspective. Journal of Knowledge Management
18(3): 523-537.

Yoo DK, Vonderembse MA, Ragu-Nathan TS (2011) Knowledge
quality: antecedents and consequence in project teams. Jour-
nal of Knowledge Management 15(2): 329-343.

Zaim H, Muhammed S, Tarim M (2019) Relationship between
knowledge management processes and performance: critical
role of knowledge utilization in organizations. Knowledge
Management Research and Practice 17(1): 24-38.

Zhou L (2007) The effects of entrepreneurial proclivity and for-
eign market knowledge on early internationalization. Journal
of World Business 42(3): 281-293.

Author biographies

Henry Boateng holds a PhD in Knowledge Management from the
University of Technology, Sydney, Australia. His research expe-
rience covers branding, customer knowledge management, digital
and social media marketing, tourism and hospitality marketing.
Henry has published several articles in reputable journals such as
International Journal of Contemporary Hospitality Management,
Computers in Human Behaviour, Service Industries Journal,
International Journal of Public Administration and Journal of
Research in Interactive Marketing. Henry is also an ad hoc
reviewer for several reputable journals. He can be reached at
hboateng85@gmail.com.

Ramanah Visnupriyan is a Master of Research student at the
Excelsia College, Australia. His research interest covers orga-
nizational citizenship behavior, innovation, business ethics and


mailto:hboateng85@gmail.com

Boateng et al.

175

leadership. Ramanah can be reached at vishnul23r@gmail.
com.

Kwame Simpe Ofori is currently a PhD student at the School of
Management and Economics, University of Electronic Science and
Technology of China. He has taught courses in areas of Finance and
Telecommunications Engineering. His research interests are in the
areas of consumer behavior, technology adoption, trust in online
systems and PLS path modeling. His papers have appeared in Mar-
keting Intelligence and Planning, International Journal of Bank

Marketing, Total Quality Management and Business Excellence
and African Journal of Economic and Management Studies.
Kwame can be reached at kwamesimpe@gmail.com.

Robert Ebo Hinson is a Professor of Marketing at the University
of Ghana Business School. Professor Hinson is the Head of
Department of Marketing and Entrepreneurship at the University
of Ghana Business School. He is also the Acting Director of
Institutional Advancement at the University of Ghana. He can
be reached at rhinson@ug.edu.gh.


mailto:vishnu123r@gmail.com
mailto:vishnu123r@gmail.com
mailto:kwamesimpe@gmail.com
mailto:rhinson@ug.edu.gh


<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Gray Gamma 2.2)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.3
  /CompressObjects /Off
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.1000
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams true
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness false
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Remove
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages false
  /ColorImageMinResolution 266
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Average
  /ColorImageResolution 175
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50286
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.40
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages false
  /GrayImageMinResolution 266
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Average
  /GrayImageResolution 175
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50286
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.40
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages false
  /MonoImageMinResolution 900
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Average
  /MonoImageResolution 175
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50286
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox false
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (U.S. Web Coated \050SWOP\051 v2)
  /PDFXOutputConditionIdentifier (CGATS TR 001)
  /PDFXOutputCondition ()
  /PDFXRegistryName (http://www.color.org)
  /PDFXTrapped /Unknown

  /CreateJDFFile false
  /Description <<
    /ENU <>
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AllowImageBreaks true
      /AllowTableBreaks true
      /ExpandPage false
      /HonorBaseURL true
      /HonorRolloverEffect false
      /IgnoreHTMLPageBreaks false
      /IncludeHeaderFooter false
      /MarginOffset [
        0
        0
        0
        0
      ]
      /MetadataAuthor ()
      /MetadataKeywords ()
      /MetadataSubject ()
      /MetadataTitle ()
      /MetricPageSize [
        0
        0
      ]
      /MetricUnit /inch
      /MobileCompatible 0
      /Namespace [
        (Adobe)
        (GoLive)
        (8.0)
      ]
      /OpenZoomToHTMLFontSize false
      /PageOrientation /Portrait
      /RemoveBackground false
      /ShrinkContent true
      /TreatColorsAs /MainMonitorColors
      /UseEmbeddedProfiles false
      /UseHTMLTitleAsMetadata true
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /BleedOffset [
        9
        9
        9
        9
      ]
      /ConvertColors /ConvertToRGB
      /DestinationProfileName (sRGB IEC61966-2.1)
      /DestinationProfileSelector /UseName
      /Downsample16BitImages true
      /FlattenerPreset <<
        /ClipComplexRegions true
        /ConvertStrokesToOutlines false
        /ConvertTextToOutlines false
        /GradientResolution 300
        /LineArtTextResolution 1200
        /PresetName ([High Resolution])
        /PresetSelector /HighResolution
        /RasterVectorBalance 1
      >>
      /FormElements true
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles true
      /MarksOffset 9
      /MarksWeight 0.125000
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PageMarksFile /RomanDefault
      /PreserveEditing true
      /UntaggedCMYKHandling /UseDocumentProfile
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
  /SyntheticBoldness 1.000000
>> setdistillerparams
<<
  /HWResolution [288 288]
  /PageSize [612.000 792.000]
>> setpagedevice


