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ABSTRACT 
The main purpose of this study is to test if the use of social networking sites (SNSs) results in any 
perceived social capital for the users. Putnam’s classification of social capital into bridging and bonding 
social capital is used for the study. The first objective of the study was to study the demographic and 
behavioral profile of LinkedIn users. The second objective was to test the model describing the 
relationship between the constructs intensity of LinkedIn usage and the two types of social capital. A 
structured questionnaire that included standard scales for measuring the constructs was shared on 
various social media platforms. The model was analyzed using PLS-SEM in R software. The results 
confirmed all the three hypothesized relationships and also validated the overall model. This study 
contributes to the validation as well as extension of social capital theory in SNS. Further, the results 
throw light on the new applications of SNS by the industry.  
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1. Introduction  
 

Social Networking Sites (SNSs) are internet based online applications that allow 
the users to perform all possible networking activities as in a traditional offline network. 
Boyd & Ellison (2007) defined SNS as, “web-based services that allow individuals to construct a 
public or semi-public profile within a bounded system, articulate a list of other users with whom they share 
a connection, and view and traverse their list of connections and those made by others in the system”. These 
sites offer similar networking opportunities as the traditional networks (S. M. Edwards, 
2011; Kaplan & Haenlein, 2010). They differ from traditional computer mediated 
communication channels like emails as they allow “streaming” of contents (Treem & 
Leonardi, 2012). There is now a range of such networking sites offering different types of 
networking services. These social networking sites help in connecting with known as well 
as unknown users registered on that platform (Pang, 2017). The penetration of SNSs has 
increased substantially in a short span of time and at a very fast rate. Researchers have 
been focusing on the latent benefits of these SNSs because these platforms are effectively 
allowing the users to maintain their “social bonds” (Ellison & Vitak, 2015; Liu et al., 2016). 
Some of the most popular social networking sites are Facebook, Twitter, LinkedIn, 
Twitter, Instagram and Snapchat (Kellogg, 2020).  As per a report (Statista, 2020), the total 
number of SNS users worldwide is more than 3.8 billion as on July 15, 2020.  
Social capital as a concept has been studied in multiple areas including business and 
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entrepreneurship (Yuan et al., 2018). It has also been postulated by researchers to have 
intrinsic quantifiable benefits – in the form of access to resources, employment 
opportunities, and creation of human and financial capital (Kwon & Adler, 2014). Social 
capital also results from the investment in “human relationships” (Lin, 2017). This 
investment primarily involves time but may also include other resources (Saxton & Guo, 
2020). An important property of this capital is that it may be accumulated and is subject 
to the financial rules of depreciation or destruction (Svendsen & Svendsen, 2003). 
The role of social networking in the creation of social capital has been established in several 
studies (Ellison et al., 2007; Liu et al., 2016b; Song & Vinig, 2012). Some studies have 
mentioned that the social capital thus formed may differ from that of traditional network  
(Resnick, 2001; Wellman et al., 2001). There are also arguments against the formation of 
social capital through SNS (Lőrincz et al., 2019). Neves (2013) highlighted the need for 
more studies to confirm the relationship between SNS usage and social capital formation.  
Recent studies have focused on the process by which online social capital accumulated 
through SNS. Facebook users have been consistently targeted for the research on online 
social capital. Few studies are available on other SNSs such as LinkedIn, WeChat, etc. 
(Brown & Michinov, 2019; Ellison et al., 2011; Kahai & Lei, 2019; Pang, 2018b).  This 
study, therefore, aims to empirically test if SNS usage predicts the perceived social capital 
among users with focus on LinkedIn users. It further aims to study the detailed profile of 
LinkedIn users. The results will help in harnessing significant benefits of SNS accruing for 
various stakeholders. This study will also validate the social capital theory in context of 
SNSs. The remaining sections of the paper are organized as follows. Section 2 discusses 
the theoretical background and hypotheses development. Research Methodology is 
presented in Section 3. Discussion based on results is done in Section 4. The last section 
concludes the study and also discusses the limitations and future directions. 
 
2. Theoretical Background and Research Hypotheses 
 
2.1 The social capital theory 

Farr (2004) mentioned that social capital theory was first presented by Lyda J. 
Hanifan in 1916. A classical definition of social capital as given by Bourdieu & Wacquant 
(1992). Social capital is defined as,  
“the sum of the resources, actual or virtual, that accrue to an individual or a group by virtue of possessing 
a durable network of more or less institutionalized relationships of mutual acquaintance and recognition” 
(Bourdieu & Wacquant 1992, p119).  
Many other definitions of social capital have seemed to concur on the properties of social 
capital that it results from network and is a form of goodwill, a resource and an investment 
(Kwon & Adler, 2014; Lin, 2017). The explanation of social capital put forward by Robert 
D. Putnam has been one of the most popular (Putnam, 2000; Williams, 2006a). He 
classified social capital into two main types namely the bridging social capital and the 
bonding social capital. Bridging social capital, also known as weak ties in which the 
network participants may be “work colleagues, casual acquaintance, or complete strangers” 
(Pang, 2018b). The main focus in these ties are on information sharing (Brown & 
Michinov, 2019; Ellison & Vitak, 2015). The bonding social capital or the strong ties is a 
result of more intense and close relationship among individuals (Darcy, 2014; Ellison et 
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al., 2007; Williams, 2006b). This capital develops in homogenous groups (Tiwari, Lane, & 
Alam, 2019) and manifests in the form of “emotional, social and physical support” 
accruing from closer ties (Ellison et al. 2014; Weiqin, et al., 2016; You & Hon, 2019).  
 
2.2 Social networking sites and social capital 

The literature review indicates that there has been significant addition of studies 
that deal with online social capital or social capital formation through SNS usage (Burke 
& Kraut, 2016; Wang et al., 2016; Williams, 2019). These studies have largely supported 
the theory that social capital is formed through SNS usage as well. Liu et al. (2016a) support 
the theory that social capital is formed online as well arguing that SNS overcomes the 
distance barrier. However, there are reasons to believe that social capital accrued online 
may be different from offline social capital (Haythornthwaite, 2002; Subrahmanyam et al., 
2008).  
Earlier studies focused on the formation of bridging social capital formation through SNS 
and found that it is comparatively higher than offline social capital ( Ellison et al., 2007; 
Liu et al., 2016b). Later, the investigations on bonding social capital confirmed that SNS 
produce it too (Phua et al., 2017b; Steinfield et al., 2008; Subrahmanyam et al., 2008). There 
are now many studies that confirm the creation of both types of capital namely bridging 
(weak ties) as well as bonding (strong ties) accrue simultaneously within online social 
networks (Arampatzi et al., 2018; Pang, 2018b; Tiwari et al., 2019a). 
 
2.3 Research questions and hypotheses  

Demographic profile, age, gender, experience with the SNS, culture have been 
some notable independent variables studied in the related research (Ahmad, et al., 2016; 
Ellison et al., 2007; Lee, et al., 2014). It is therefore pertinent to study the demographic 
profile of the SNS users in this study. 
RQ1 What is the demographic profile of LinkedIn users?  
SNS user behavior like the time spent, number of connections and the attitude towards 
SNS also influence on social capital formation (Chang & Zhu, 2012; Ellison et al., 2007; 
Liu et al., 2016b). We therefore analyze the various behavioral aspects of the LinkedIn 
users to answer the following research question. 
RQ2 What is the behavioral profile of LinkedIn users?  
Intensity of using social networking sites has been used in a number of studies and found 
to be positively related to online social capital (Cheng et al., 2019; Horng & Wu, 2020; 
Huang & Liu, 2017; Vanden Abeele et al., 2018). We therefore formulate the following 
hypotheses to examine the relationship between the SNS usage intensity and the two types 
of social capital. 
Hypothesis 1. SNS usage intensity positively affects the perceived bridging social capital 
Hypothesis 2. SNS usage intensity positively affects the perceived bonding social capital 
Relationship between bonding and bridging social capital have been examined in earlier 
studies (Haghighatian & Sanatkhah, 2014). We hypothesize that the strong ties developed 
in the SNS might have a direct influence on the loose ties or the bridging social capital. 
Therefore, we formulate the hypothesis. 
Hypothesis 3. Bonding social capital positively affects the perceived bridging social capital 
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3. Research Methodology 
 
3.1 Research Model – LinkedIn usage intensity and social capital 

Based on the hypotheses formulated in Section 1, the research model is presented 
in Figure 1. The model illustrates the relationship between the independent variable namely 
SNS usage intensity and the dependent variables namely bonding and bridging social 
capital. Partial Least Squares Structural Equation Modelling (PLS-SEM) was used to test 
the model in R software version 3.6.2.  PLS-SEM is a variance based approach (Mateos-
Aparicio, 2011)  and has several benefits that make it fit for use in this study. One major 
benefit of this technique is that it better estimates “the causal relationships between latent 
variables” (Wetzels et al., 2009). This technique does not require multivariate normality, 
measurements are reflective and is capable of modelling with a small sample size.  
 

 
Figure 1. Hypothesized model. 

 
3.2 Sampling and data collection 

LinkedIn users formed the population for this study. A structured questionnaire 
was published on Google Forms and shared on LinkedIn as well as other social networking 
sites like WhatsApp, Facebook and also by emails. A total of 112 responses were received 
over a period of three months from October 2019 to January 2020. The data was captured 
in MS-Excel. It was found that some responses for the sections that dealt with the 
measures of LinkedIn intensity and online social capital were missing. As a result, 89 
responses were found usable for testing the model. The details of the sample are explained 
in Section 4.1. 
 
3.3 Measures 
3.3.1 Demographic Profile 

The demographic profile of LinkedIn users was assessed on the basis of age, 
gender, educational qualification, discipline, work experience, profession and location. 
These were included as categorical questions in the research instrument. 
 
3.3.2 Behavioral profile 

In order to assess the behavioural profile, two components of the Ellison’s 
Facebook Intensity Scale were used. These items were number of connections and average 
daily usage of the SNS. Additionally, the experience of using LinkedIn was also included. 
These items were asked as categorical questions in the online questionnaire. 
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3.3.3 SNS Usage Intensity 
The construct SNS usage intensity was measured using a part of the Ellison’s 

Facebook Intensity Scale. The Likert questions that measured the emotional 
connectedness of Facebook users were adapted to measure usage intensity of LinkedIn 
users. The respondents rated five statements on a seven point Likert scale. These questions 
were: I am proud to tell people I am on LinkedIn; LinkedIn has become part of my daily 
routine; I feel out of touch when I haven’t logged onto LinkedIn for a day; I feel I am part 
of my school community through LinkedIn; I would be sorry if LinkedIn shuts down. The 
reliability of the scale is described in Section 5. 
 
3.3.4 Measures of Social Capital 

Internet Social Capital developed by Williams (2006a) was used to measure the 
two types of social capital. This has been earlier validated in several studies (Appel et al., 
2014; Guo et al., 2014; Liu et al., 2016b). The scale includes ten questions each to measure 
bonding and bridging social capital. We used a seven point scale as it increases the accuracy 
(Finstad, 2010). The reliability of the scale is described section 3. 
 
4. Results 
 

4.1 Demographic profile of LinkedIn users 
The demographic profile of the respondents is given in Table 1. The main 

characteristics of the sample is that it has majority males, age group 26-40 and educated. 
The differences in the distribution on some parameters found in the current study 
compared to the actual may be due to the network structure of the researchers. It is an 
important area of future research to explore the network structure formed through SNSs. 
 

Table 1. Demographic profile 

Attributes Category 
Total 

N % 

Gender 
Male 92 82.1 

Female 20 17.9 

Age groups 

15-25 13 11.6 

26-40 69 61.6 

41-55 27 24.1 

≥ 56 03 2.7 

Education 

Primary 0 0.0 

Secondary/Intermediate 0 0.0 

Graduate 33 29.5 

Post Graduate 50 44.6 

Graduate(Bachelor) 29 25.9 

Profession 

Never Employed 02 1.8 

Currently Not Employed 15 13.4 

Self-Employed 13 11.6 

Working in a Government /  
Public Institution 

25 22.3 

Working in Private Company 54 48.2 

Working in a Charity /  
Philanthropic Institution 

03 2.7 
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Attributes Category 
Total 

N % 

Work experience 

Less than 1 year 09 8.0 

1-3 year 11 9.8 

More than 3 years 92 82.1 

Streams 

Business 82 73.2 

Science / Economics 11 9.8 

Engineering 14 12.5 

Others 5 4.5 

Location (Continent) 

East Asia and Pacific 41 36.6 

Europe 14 12.5 

North and South America 06 5.4 

Middle East and North Africa 42 37.5 

South Asia 09 8.0 

 
4.2 Behavioral profile of LinkedIn users 

The behavioural profile of respondents are presented graphically in Figure 2. As 
per report (Statista, 2018), about 42% of the LinkedIn users have 300-999 connections. 
This means that the results of this study represent the actual distribution in terms of 
number of 1st connections. In terms of usage, the highest number of users belong to the 
category who use LinkedIn 10-30 minutes daily (N = 43, 38.4%). This result is also similar 
to the usage statistics published by (Statista, 2018). A majority of the respondents in this 
study reported using LinkedIn for more than 12 months (N = 100, 89.3%).  
 

 
Figure 2.  Behavioral profile of LinkedIn Users 

 
4.3 Testing of model: LinkedIn Usage Intensity and Social Capital 
4.3.1 Reliability and validity 

The reliability of each construct (variables) is presented in Table 3.  Assessment 
of reliability is done using Cronbach's alpha  with recommended value of above 0.7 (Hair 
et al., 2019; Kock, 2015). The values of Average Variance Extracted (AVE) for all the 
constructs of the model is above the recommended value of 0.5 (Fornell & Larcker, 1981; 
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J. Hair, et al., 2010). Further the Composite Reliability is also above the threshold of 0.7 
(Hair et al., 2010).  
 
Table 3. Reliability and validity 

Constructs R2 Block Communality Mean Redundancy α C.R. AVE 

SNSUI -- 0.68 0.00 0.88 0.91 0.67 

BOSC 0.47 0.41 0.19 0.82 0.87 0.41 

BRSC 0.48 0.68 0.33 0.95 0.96 0.69 

 
4.3.2 Correlation Analysis 

The table (Table 4) below is the correlation matrix in the lower-triangular format, 
which shows the correlation among the latent variables. It is evident that the correlation 
(>0.5) among the constructs of the Model is strong. 
 
Table 4. Correlation analysis 

Construct    

BrSC 0.804   

BoSC 0.645 0.728  

SNSUI 0.512 0.463 0.824 

 
4.3.3 Structural model path and testing of hypothesis  

The assessment of structural relations explain the adequacy of the model as well 
as the significance of each hypothesized relationship in the model. The strength of each 
path is measured through a beta value (β) in PLS. All the hypotheses for the model have 
been accepted (Table 5).  
 
Table 5. Structural model path coefficients 

Path 
p-value 

(sig <0.05) 

Causal Effect 

Direct Indirect Total 

SNSUI →  Bridging Social Capital 0.00* 0.37 0.27 0.64 

SNSUI →  Bonding Social Capital 0.00* 0.69 0.00 0.69 

Bonding Social Capital → Bridging Social Capital 0.00* 0.39 0.00 0.39 

 
The quality of a structural model is determined by the model fit indices namely average R 
squared (R2), Average path coefficient and Tenenhaus goodness of fit(Kock, 2015)(Kock, 
2015)(Kock, 2015)(Kock, 2015)(Kock, 2015)(Kock, 2015)(Kock, 2015)(Kock, 2015). As 
per the standards, the GoF value of 0.52 found for the model is satisfactory (Kock, 2015; 
Wetzels et al., 2009).  
 
5. Discussions 
 

The results suggest that the demographic profile of LinkedIn users (age, education 
and work experience) are partly conforming to the actual population distribution. These 
are justified as LinkedIn is a professional SNS that primarily attracts users for career 
advancement and professional growth (Newberry, 2016). Gender and location of users are 
two important variables that were found to be differing from the reported trends. The 
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behavioural profile of the respondents were resembling the past studies (Pang, 2018b, 
2018a) and industry reports (Iqbal, 2020). In this study we found that, in line with the 
reports, majority of respondents reported to have more than 500 connections. 
Based on the results obtained by applying PLS-SEM, we found that the model satisfactorily 
explains the relationship between the constructs and has satisfactory goodness of fit. Our 
study confirms that SNS usage results in both types of social capital (Bano et al., 2019; 
Guo et al., 2014; Pang, 2018b).  
 

 
Figure 3. Analyzed Model 

 
6. Conclusions  
 

The distinctive feature of this study is that it contributes to the very few research 
on SNS other than Facebook. Further it also confirms that SNS usage affects both type of 
capital. Therefore, this study is an extension as well as validation of the theory of social 
capital in SNS. The demographic and behavioural profile of the users throw some new 
light to the various dimensions of LinkedIn usage. The research confirmed that like 
Facebook, LinkedIn usage too positively affects the formation of social capital. Therefore, 
this study reiterate the potential of SNS for its users as a beneficial resource. The results 
would provide researchers explore more facets of the social capital formation among 
LinkedIn users. It would also benefit the industry as well as academic institutions in 
supporting beneficial uses of SNS. Social capital as a tangible resource is already being 
studied (Saxton & Guo, 2020). The role of demographic and behavioural profile of 
LinkedIn users as a mediating or direct influence on social capital formation is an 
interesting area for future research. The main limitation of the study is that the sample size 
is not representing the total population. An improvement in sample size as well as 
distribution would make the results more generalizable. 
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