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Abstract

This study investigates the influence of corporate social capital on
knowledge acquisition and product innovation in Vietnam’s textile
and garment industry. Grounded in social capital theory,
the research explores the interconnections between leaders’ social
capital, internal social capital, and external social capital. Data was
gathered through direct interviews with 293 senior and middle-
level leaders from enterprises in southern Vietnam. The findings
reveal that corporate social capital significantly impacts both
knowledge acquisition and product innovation. Moreover, the study
demonstrates that leaders’ social capital directly influences internal
and external social capital, highlighting its crucial role in fostering
these organizational assets. The research also establishes a positive
relationship between knowledge acquisition, facilitated by
corporate social capital, and enhanced product innovation. These
results underscore the importance of cultivating social capital at
various organizational levels to drive innovation and competitive
advantage in the textile and garment sector. The study contributes
to the understanding of social capital dynamics in emerging
markets and offers practical insights for managers seeking to
leverage social networks for organizational success.
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1. INTRODUCTION

Throughout history, various forms of capital have
in societal and economic

played crucial roles

development. While economic, human, cultural, and
resource capital are widely recognized, social capital
has emerged as a critical yet often overlooked factor
in explaining disparities in community development.
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This concept gained prominence when researchers
observed that communities with equivalent
economic and human resources could experience
vastly different outcomes, with one thriving
while another declining. This phenomenon led to
the refinement of social capital theory, which posits
that social capital acts as a binding agent, enhancing
the efficiency and synergy of other capital forms,
and ultimately contributing to economic growth
(Lins et al., 2017; Dasgupta, 2005).

The textile and garment industry, a cornerstone
of the global economy, offers a compelling context
for examining the role of social capital. Beyond its
economic significance, accounting for a substantial
portion of world trade (McKinsey & Company, 2016),
the industry intersects with fundamental human
needs and social expression. Clothing serves not
only a practical purpose but also as a medium
through which individuals convey status and
identity (Kim et al., 2015). In Vietnam, the industry’s
importance is underscored by its substantial
contribution to the national economy, with export
turnover reaching $41 billion in 2022, representing 11%
of the country’s total exports (Bual, 2022).

While previous studies have investigated
the impact of corporate social capital on knowledge
acquisition (Mikovic et al., 2019; Yli-Renko et al.,
2001) or product innovation (Cuevas-Rodriguez
et al.,, 2014; Laursen et al., 2012) independently,
there is anotable gap in research examining
the simultaneous influence of corporate social
capital on both knowledge acquisition and product
innovation. Furthermore, the interrelationships
between different aspects of corporate social
capital — specifically leaders’ social capital, internal
social capital, and external social capital — remain
underexplored in the context of the textile and
garment industry. This study aims to address these
gaps by conducting research objectives:

¢ Investigating the influence of corporate social
capital on both knowledge acquisition and product
innovation in the textile and garment industry.

e Examining the relationships between a leader’s
social capital, internal social capital, and external
social capital.

¢ Assessing the role of knowledge acquisition
as a mediator between corporate social capital and
product innovation.

The research questions are as follows:

RQI: How does corporate social capital
influence knowledge acquisition and product
innovation in textile and garment enterprises?

RQ2: What are the interrelationships between
a leader’s social capital, internal social capital, and
external social capital?

RQ3: To what extent does knowledge acquisition
mediate the relationship between corporate social
capital and product innovation?

This study is grounded in social capital theory,
which posits that networks of relationships
constitute a valuable resource for conducting social
affairs (Nahapiet & Ghoshal, 1998; Do et al., 2023).
The research applies this theory to the corporate
context, examining how social relationships at
various organizational levels contribute to
knowledge acquisition and innovation outcomes.
Inan era where innovation and knowledge
management are critical for competitive advantage,
understanding the role of social capital in facilitating
these processes is crucial. This study contributes to
both theoretical and practical domains by first
extending the application of social capital theory in
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the specific context of the textile and garment
industry. Second, providing insights for managers on
leveraging social networks to enhance knowledge
acquisition and drive innovation. Last, offering
amore nuanced understanding of how different
forms of social capital interact within organizations.

The rest of the paper is organized as follows.
After the Introduction, the research hypotheses are
presented, and the proposed research model, which
is based on the social capital theory, is explained in
Section 2. The research technique is described in
Section 3. The model results and empirical findings
are reviewed in Section 4. The conclusion, theoretical
contributions, management implications, study
limitations, and recommendations for further
research are all included in Section 5.

2.LITERATURE REVIEW AND HYPOTHESES
DEVELOPMENT

2.1. Social capital theory

Social capital originates from social networks, it is
deeply embedded in social relationships at many
levels (Akintimehin et al., 2019). The application of
social capital theory aims to understand social
relationships, social interactions, trust, and
reciprocity. Famous authors have researched social
capital, such as (Bourdieu, 1986; Giovando, 2022),
which was then developed into books by authors
such as (Putnam, 1995; Fukuyama, 2002; Lin, 1999).
Today, social capital is taught in universities.
Authors have many ways of defining and explaining
social capital. Most authors’ views are that 1) social
capital is associated with social networks
(Bourdieu, 1986; Hasan et al., 2020), social networks
are an important component of social capital
(Giovando, 2022); 2)social capital is a result of
investment because it increases other types of
capital such as human capital and economic capital
(Bourdieu, 1986), through relationships, individuals
build and enrich capital society to use for one’s own
benefit (Giovando, 2022); 3) social capital is trust
and reciprocity, meaning that in a human
relationship there must be mutual responsibility,
trust, support and expectations (Coleman, 1988;
Hasan et al., 2020).

Previous studies on social capital focused on
three levels: 1)enterprise, 2)community, and
3) country. In this study, we address social capital at
the firm level.

2.2. Corporate social capital

Corporate social capital is the quality of the network
of relationships between leaders, individuals, and
departments inside and outside the enterprises
(Nguyen & Huynh, 2012; Hasan et al., 2020). Through
relationships established from social capital, actors
can mobilize resources by creating new relationships
(Adler & Kwon, 2002; Presutti et al., 2022). Previous
studies suggest that a corporation’s social capital
includes three elements: a leader’s social capital,
internal social capital, and external social capital
(Nguyen & Huynh, 2012).

A leader’s social capital is the quality of
the leader’s network of relationships with individuals
inside and outside the enterprise. Effective strategic
leaders regularly build and develop social capital to
achieve Dbetter business results McCallum &
O’Connell, 2009). But how to do that, leaders view
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leadership not only as rank and title but also as
a position of responsibility to stakeholders (Ireland
& Hitt, 2005; Hasan et al., 2020). They participate in
large groups such as communities and industry
associations; they manage paradox through
participation in large groups, where paradox is
understood as both competing and cooperating with
other firms (Ireland & Hitt, 2005; Presutti et al., 2022).

Internal social capital fosters strong bonds
within the organization (Tsai, 2000; Presutti
et al, 2022) and facilitates interaction and
coordination between employees and different
departments within the enterprise (Giovando, 2022).
High levels of cross-functional team efficiency result
from employees in firms understanding and trusting
one another, which makes it easier to share
information and knowledge on a frequent basis
through casual talks (Rosenthal, 1996). To increase
productivity and quality of work, cross-functional
cooperation is essential. Furthermore, via mutual
understanding and trust, internal social capital
fosters a positive work atmosphere among staff
members (Yang et al., 2012). Accordingly, businesses
are more likely to increase their profitability (Dai
etal., 2015) and innovation performance (David
et al., 2020) when they have larger levels of internal
social capital.

The interaction between companies and people
who represent companies that are externally
associated is known as external social capital
(Yli-Renko et al., 2002). According to Dai et al. (2015),
external social capital comprises assets that have
strong connections outside the company or that may
be evident in the way the company interacts with
rivals (Ireland & Hitt, 2005). An organization’s
external network assists it in acquiring environmental
resources to pursue new prospects. External
social capital enhances corporate performance
(Akintimehin et al., 2019; Nasip et al., 2017) and has
a beneficial impact on service delivery (Tang
et al., 2022).

2.3. Knowledge acquisition

According to the knowledge-based view (KBV),
which describes the enterprise as a repository of
knowledge and capabilities; accordingly, knowledge
is one of the key factors leading to success (Spender
& Grant, 1996; Xiong & Sun, 2023). According to Hult
et al. (2007) and Bach et al. (2018), knowledge
acquisition is an important component of knowledge
development, including four components:
1) knowledge acquisition, 2) information distribution,
3) shared meaning, and 4)achieved memory.
In particular, knowledge acquisition has a greater
positive impact on green product innovation, opens
up new production opportunities, and improves
the ability to exploit these opportunities (Awan
et al., 2021; Yli-Renko et al., 2001).

Thus, knowledge acquisition represents
a business’s efforts to conduct more research on
new products that customers need in the future.
Businesses regularly collect customer opinions to
quickly detect new customer trends in the business
environment (Hult et al., 2007; Hasan et al., 2020).

2.4. Product innovation
Innovation is present in every aspect of life, in

organizations and businesses (Leskovar-Spacapan &
Bastic, 2007; Presutti et al., 2022). In the context of
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globalization, for businesses to participate in
the global supply chain, product innovation is a vital
issue for every business, especially the textile and
garment fashion sector in Vietnam. Through social
relationship networks, businesses can get more
information, share knowledge, and help each other
(Dai et al.,, 2015), helping businesses constantly
innovate products. Many empirical studies have
confirmed that corporate social capital develops
strong and coherent bonds based on common
understanding and trust between members of
the company, which will help the company develop
the dynamic capacity to transform and exploit
knowledge obtained from outside, promoting product
innovation (Ortiz et al., 2021; Cuevas-Rodriguez
et al., 2014).

2.5. Hypotheses and research model

Many previous studies have examined the direct
impact of corporate social capital on product
innovation. In this study, we examine the simultaneous
influence of corporate social capital on knowledge
acquisition and product innovation of enterprises in
the fashion textile industry.

The relationship between a leader’s social
capital with internal social capital, and external
social capital is described further.

Leadership is about influencing to motivating
employees to participate in achieving set goals
(Yukl, 2006). An effective leader understands
the social network relationships of members inside
and outside the organization; from there, it is
possible to leverage an individual’s network to make
a profit (Balkundi & Kilduff, 2006). Strategic leaders
additionally need to create successful connections in
order to develop a culture of trust inside the firm
(Tasavori et al., 2018). Employees must be eager to
own their strengths and shortcomings, and leaders
will dedicate themselves to complementing employees’
limited skills and expertise (Nagendrakumar
et al, 2023). Furthermore, companies contain
various units that conduct their own specialized
duties; these units require a system to coordinate
and integrate into a coherent whole (Nguyen &
Huynh, 2012). Cooperation among all units is
required to execute given duties thoroughly and
effectively (Hitt & Duane, 2002). Therefore,
the leader’s social capital has a positive impact on
the corporation’s internal social capital.

Leaders’ challenges with external stakeholders
in the context of globalization lead to competitive
complexities. In addition, in this scenario, leadership
may be defined as developing and maintaining
a strong, trustworthy network of relationships with
external stakeholders (Tasavori et al., 2018).
Strategic leaders must constantly assess, modify,
shape, and utilize human and social resources.
Leadership is essential for business success. To be
productive, strategic leaders need to possess
excellent communication and connection skills.
Leaders will help workers improve relationships
with corporate partners, industry groups, and
governments at all levels by using their leadership
skills and networks (Dai et al., 2015; Nguyen &
Huynh, 2012). It demonstrates that a leader’s social
capital positively influences the corporation’s
external social capital. Based on the above
considerations, we suggest two hypotheses:

HI: A Leader’s social capital is positively related
to the corporation’s internal social capital.
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H2: A leader’s social capital is positively related
to the corporation’s external social capital.

The relationship between internal and external
social capital with knowledge acquisition:

Social capital theory shows that internal social
capital has a positive impact on the corporation’s
knowledge development. Accordingly, a corporation’s
internal social capital allows members to
communicate and share experiences and knowledge
with each other (Mikovic et al., 2019; Prieto-Pastor
et al., 2018). In particular, knowledge in the garment
and fashion industry is often understood as
aesthetic knowledge, a form of knowledge that is
unstable and constantly changing, promoting
continuous improvement (Chafai, 2023). As knowledge
is expanded by building communication channels
outside the environment (Nagendrakumar et al., 2023),
its power is maintained through interactions between
individuals in networks of social relationships such
as customers, communities, industry associations,
and business partners (Nguyen & Huynh, 2012; Dai
et al., 2015). Therefore, the acquisition of knowledge
is embedded in anetwork of social relationships.
Thus, internal social capital has a positive impact on
the knowledge acquisition of fashion textile and
garment enterprises.

Suseno and Ratten (2007) showed that external
social capital has a positive impact on the knowledge
development of enterprises. The unique knowledge
of partners drives all stakeholders towards learning
from each other to achieve the desired results.
In particular, knowledge acquisition is decisive for
success in the market (Chafai, 2023). Businesses
collect information from the market and customers
to help businesses conduct research to innovate
products (Laursen etal., 2012). Furthermore, in
the fashion garment industry, market trends and
requirements for different product designs are
frequently the desires of customers. Fashion apparel
businesses must innovate to survive. Thanks to
the external relationship network, helps fashion
garment businesses regularly exchange information,
learn from each other (Mikovic et al., 2019; Yli-Renko
etal., 2001), and absorb new knowledge from
collaborative efforts (Hitt & Duane, 2002; Ireland &
Hitt, 2005). Given the above discussion on
the relationship between internal and external social
capital with knowledge acquisition, hypotheses H3
and H4 are proposed:

H3: Internal social capital is positively related to
knowledge acquisition.

H4: External social capital is positively related to
knowledge acquisition.

The relationship between internal and external
social capital with product innovation:

According to social capital theory, internal
social capital helps create a friendly work
environment through trust and mutual understanding
among employees (Yang et al., 2012). In addition,
internal social capital fosters strong internal bonds
(Nagendrakumar et al., 2023) that facilitate cooperation
between employees and different departments
within the enterprise (Adler & Kwon, 2002). Mutual
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understanding and trust help employees regularly
share information and knowledge at work; from
there, they have more ideas for product innovation
(Cuevas-Rodriguez et al., 2014; Laursen et al., 2012).

External social capital reflects the relationships
between businesses and individuals representing
externally relevant organizations (Dai et al., 2015;
Nagendrakumar et al., 2023). Social capital theory
posits that a firm’s external networks enable it to
gain resources from the environment in search
for new opportunities (Prasetyo et al, 2020;
Cuevas-Rodriguez et al., 2014). Thanks to this
relationship, textile enterprises can mobilize each
other’s resources, reduce transaction costs, and
open up many business cooperation opportunities
(Yang & et al, 2012). Through relationships
with buyers, suppliers, business partners, and
stakeholders, allowing them to exchange a variety of
complementary  information and  knowledge
to create new products at low cost, overcoming
the risks associated with product innovation
(Prasetyo et al., 2020; Cuevas-Rodriguez et al., 2014).
With the above discussion on the relationship
between internal and external social capital with
product innovation, hypotheses H5 and H6
are proposed:

Hb5: Internal social capital is positively related to
product innovation.

H6: External social capital is positively related to
product innovation.

The relationship between knowledge acquisition
with product innovation is explained below.

Product innovation constitutes one of
the apparent outputs of the capacity to develop
knowledge. Knowledge creation must be conveyed
via the introduction of innovations. According to
Nonaka (1994) and Weerakoon et al. (2019),
the combination of new information and learning
leads to corporate innovation. From a knowledge-
based standpoint, innovation will necessitate
the synthesis of diverse knowledge sources to
generate new information. Yli-Renko et al. (2001)
contend that knowledge acquisition enhances new
product development capacities in three ways:
1) enhancing the breadth and depth of a firm’s
expertise, hence raising the opportunity for new
creative combinations; 2) accelerating product
development by lowering development cycle time;
3) increasing the company’s desire to create new
products for its important customers.

Furthermore, knowledge acquisition through
external contacts improves product innovation by
boosting preparedness to build new goods by
obtaining input from key clients (Weerakoon
et al., 2019). Knowledge acquisition enables a firm to
produce new goods while improving its competitive
advantage, increasing its chances of success (Awan
et al.,, 2021; Zhang et al., 2015). With the preceding
consideration of the link between knowledge
acquisition and company product innovation,
hypothesis H7 is provided:

H7: Knowledge acquisition is positively related
to product innovation.
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Figure 1. Research models
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Source: Authors’ elaboration.
3. METHODOLOGY

3.1. Data collection and sample

To achieve a unified and comprehensive quantitative
analysis of various research findings, a survey
method was employed to describe and interpret
the relationships among the variables within
the model. This study uses the quota convenience
sampling method. Survey subjects are limited to
textile enterprises operating in the South, Vietnam,
including Ho Chi Minh City, Mekong Delta, and
the Southeast provinces. Respondents to the survey
questions are senior and mid-level leaders. Data
collection period from March to June 2023. Prior to
starting the data gathering process, a pretest of
10 respondents that verbal consent. Written consent
was requested before the screening part, and
the main questionnaire part, which includes
312 survey questionnaires, was collected, of which
19 were rejected (12 survey questionnaires answered
with incomplete content and seven questionnaires
answered incorrectly). The final sample size used for
data processing was 293 samples.

3.2. Measurement scale assessment

The observed variables used to measure research
concepts are inherited from previous studies,
specifically the observed variables measuring
the concepts of leader’s social capital, internal social
capital, and external social capital are inherited from
Nguyen and Huynh (2012), the observed variables
measuring knowledge acquisition are inherited
from Hult et al. (2007) and the observed variables
measuring product innovation are inherited from
Roach et al. (2016). However, these studies were
conducted not in the textile and garment industry,
so the words are no longer appropriate. We had to
conduct in-depth interviews with experts in the field
of textiles and apparel to correct measurement scales.

3.3. Data analysis

Collected data is evaluated by Cronbach’s alpha
reliability analysis tool, confirmatory factor analysis

VIRTUS
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linear covariance-based structural

and
equation modeling (CB-SEM) to test the model and
research hypotheses.

(CFA),

4. RESEARCH RESULTS

4.1. Demographic information

Data was collected from the market through
questionnaires and face-to-face interviews. A total
of 293 questionnaires met the requirements for data
entry for statistical testing. The results of the official
sample description are presented according to two
criteria: geographical area and type of enterprise,
as follows:

Firstly, by geographical area, the number of
enterprises participating in the survey in
the Ho Chi Minh City area (45.4%), the Southeast
provinces (43.3%), and the Mekong Delta (11.3%).

Second, by type of enterprise, the number
of domestic private enterprises accounts for
the proportion (68%), foreign-invested enterprises
(20.8%), and state-owned enterprises (11.2%).

4.2, Reliability test

There are a total of 30items used to measure
five factors, including: 1)leader’s social capital
is a multi-directional scale consisting of three
components of industry associations (HHNN),
business partners (DTKD), colleague (DGNP);
2) internal social capital (VXBT), 3) external social
capital (VXBN), 4) knowledge acquisition (TTKT), and
5) product innovation (DMSP). In which, four items
were eliminated due to factor loading less than 0.3
including DMSP4 (“In general, we have an advantage
over our competitors by providing our customers
with better products”), VXBT4 (“In our business, all
colleagues have ambitions to achieve common
goals”), HHNNZ2 (“I usually get trust from industry
associations”) and DGNPI (“I have established a good
relationship with colleagues in the enterprise”).
The final result has 26 items measuring five factors
in the research model shown in Table 1.
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Table 1. Results of the Cronbach’s alpha test

Constructs, items, and Cronbach’s alpha (a) | Cronbach’s alpha if item deleted
Product innovation (a = 0.855)
DMSP1: Our business is often the pioneer in bringing new products to the market. 0.840
DMSP2: Our business designs new products that make a difference from existing products 0.727
on the market. )
DMSP3: The quality of our new products is superior to that of our competitors. 0.818
Knowledge acquisition (a = 8.41)
TTKTI: We regularly do a lot of internal research on new products that our customers will 0.824
need in the future. )
TTKT2: We quickly detect changes in customer preferences about the product. 0.788
TTKT3: We poll our customers at least once a year to evaluate the quality of our products. 0.762
TTKT4: We quickly detect fundamental changes in the fashion industry environment. 0.820
Internal social capital (a = 0.804)
VXBTI: In our business, all colleagues have common goals and visions. 0.774
VXBTZ2: In our business, all departments/divisions usually keep their promises to each other. 0.751
VXBT3: In our business, colleagues in different departments/divisions maintain a close 0.737
relationship. )
VXBT5: In our business, each division does its best to avoid harming the interests of other
departments/departments. 0.783
P p
VXBT6: In our business, colleagues in different departments regularly exchange knowledge 0.782
or information through informal conversations. )
External social capital (a = 860)
VXBNI: Business partners and our business can keep their promises to each other. 0.841
VXBN2: Our business is often introduced by business partners to new business 0.824
opportunities. )
VXBN3: Our business partners try their best to avoid harming our interests. 0.828
VXBN4: Our business partners maintain close relationships with us. 0.835
VXBN5: Business partners who maintain a personal friendship with our business. 0.830
Industry associations (a = 0.616)
HHNNI: 1 have established a good relationship with the industry associations. 0.496
HHNNZ3: 1 often receive information sharing from industry associations. 0.519
HHNN4: 1 often get help from industry associations. 0.530
Business partners (a = 0.693)
DTKDI: I have established and maintained a good relationship with business partners. 0.603
DTKDZ2: 1 often receive information sharing from business partners. 0.626
DTKD3: 1 often get help from business partners. 0.568
Colleagues (a = 0.851)
DGNP2: 1 often get the trust of my colleagues in the business. 0.841
DGNP3: 1 often receive knowledge sharing from colleagues in the enterprise. 0.789
DGNP4: 1 often get help from colleagues in the business. 0.743

Source: Authors’ elaboration.
4.3. Confirmatory factor analysis

The results of the CFA test of the multi-dimensional
scale of leaders’ social capital include: industry
associations (HHNN), business partners (DTKD), and
colleagues (DGNP). Accordingly, Chi-square = 34.436;
p =0.033 <0.05; Chi-square / df = 1.640; consistency
index (GFI) = 0.975, Tucker-Lewis index (TLI) = 0.986,
comparative fit index (CFI) = 0.992; root-mean-squared
error associated (RMSEA) =0.047. Therefore,
the research model is suitable for market data.

The results of the CFA test of the factors in
the critical model: Chi-square = 461.461; p = 0.000;

CMIN / df = 1.636; GFI = 0.895, TLI = 0.951, CFI = 0.957;
RMSEA = 0.047. GFI=0.895 > 0.8 indicating a good
fit. According to Hair et al. (2010), the measurement
model is compatible with market data.

4.4. Structural equation modeling

According to Figure 2, CB-SEM test results, the model
has 284 degrees of freedom, Chi-square =523.567;
p = 0,000, CMIN / df = 1.844; GFI = 0.884, TLI = 0.935,
CFI=0.943; RMSEA =0.054. According to Hair
et al. (2010), the market data is compatible with
the proposed theoretical model.

Table 2. Results of testing the hypotheses

Hypotheses Estimate SE CR p-value Result
HI 0.195 0.037 2.951 0.003 Accepted
H2 0.200 0.049 3.089 0.002 Accepted
H3 0.273 0.070 4.031 0.000 Accepted
H4 0.543 0.063 6.634 0.000 Accepted
H5 0.327 0.099 4.821 0.000 Accepted
H6 0417 0.087 5.269 0.000 Accepted
H7 0.228 0.113 2.860 0.004 Accepted
Note: SE — standard error, CR — composite reliability.
Source: Authors’ elaboration.
” ®
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Figure 2. Result of structural equation modeling

54

Source: Authors’ elaboration.

The results of the CB-SEM linear structure
analysis to test the theoretical model and seven
research hypotheses show that the market data is
suitable for the research model; all seven hypotheses
are accepted. This means that all relationships in
the model are statistically significant.

4.5. Discussion

Many previous studies have only considered
the impact of corporate social capital on business
performance in two aspects: internal social capital
and external social capital (Suseno & Ratten, 2007;
Dai et al, 2015), or consider the relationship
between social capital and leadership development
(Ismail & Ahmed, 2022). Consequently, executives

constantly strive to run the company using
the resources of the business, according to
the demands of the market. Leaders inspire

employees with their energy and work ethic. Most
significantly, they guarantee learning within
the company and cultivate partnerships with all
stakeholders (Jabbar & Hussein, 2017). This study
examines how a leader’s social capital affects both
internal and external social capital, confirming that
a leader’s social capital is an important antecedent
that helps businesses in the textile sector build both
internal and external social capital.

Three factors directly affect product
innovation: internal social capital, external social
capital, and knowledge acquisition. This means that:
1) when all employees share the same goals and
vision, keeping promises, maintaining relationships,
and sharing information and knowledge will help
businesses increase product innovation (Dai
et al, 2015); 2)in business activities, businesses
must keep their promises, build good relationship
policies with partners, and avoid harming mutual
benefits; 3)in the textile and garment sector,
businesses need to quickly detect changes in
the business environment, regularly survey
customers, quickly discover new fashion trends, and
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most importantly, more internal research on new
products needs to be conducted (Hult et al., 2007).
This is an approach to assisting companies in
coming up with innovative new ideas quickly.

External social capital has the strongest impact
on knowledge acquisition and product innovation of
businesses, with impact coefficients of 0.543
and 0.417, respectively. This means that when
people in a business always keep their promises,
maintain relationships (Nguyen & Huynh, 2012),
introduce new business opportunities, as well as
avoid harming each other (Dai et al., 2015) will
promote businesses to quickly receive information
and knowledge from the market, promoting product
innovation. Therefore, leaders need to focus on
building and developing external social capital.

In this study, the factor of knowledge
acquisition has a direct impact on product innovation
with a standardized regression coefficient of 0.228
(see Table 2). Therefore, textile and garment
enterprises need to pay attention to improving their
knowledge by implementing the following suggestions:
1) enterprises must regularly focus on collecting
customer opinions on product quality, which is
the basis for businesses to propose product
innovations; 2) businesses need to conduct a lot of
research on products to satisfy new customer needs
to meet new fashion trends.

5. CONCLUSION

The paper builds and tests a model of the influence
of corporate social capital on knowledge acquisition
and product innovation for the case of fashion
textile enterprises in Vietnam. Research results
confirm that a business’s social capital affects
knowledge acquisition and product innovation.
The second, the leader’s social capital directly
impacts internal social capital and external social
capital. This confirms the role of leaders’ social
capital in promoting the internal and external social
capital of textile enterprises. Finally, this result
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will motivate businesses in the textile industry
to increase the use of corporate social capital
to improve knowledge acquisition and product
innovation.

Firstly, previous studies have not considered
the mutual impact of corporate social capital factors
(Dai et al., 2015; Nguyen & Huynh, 2012). This study
examines the impact of corporate social capital
factors, specifically the leader’s social capital, which
has a direct impact on internal and external social
capital. This is a new contribution of the research,
confirming the role of leaders’ social capital in
promoting internal and external social capital.

Secondly, among the three aspects of corporate
social capital, leaders’ social capital and external
social capital need the support of government
agencies. Especially, industry associations need
to have many policies to support businesses.
The Vietnam Textile and Apparel Association needs
to promote its role as an intermediary connecting
businesses with state agencies and the market,
thereby creating practical value from the association
network to serve the benefits of its members.

This result will motivate fashion textile
enterprises to increase the use of corporate social
capital to continuously innovate products by
increasing the use of leader’s social capital, internal
social capital, and external social capital: 1) leaders
need to establish and maintain well with industry
associations, business partners and colleagues;
2) everyone in the enterprise should focus on
developing internal social capital through keeping

REFERENCES

promises, sharing information and knowledge,
avoiding harming mutual interests; 3) develop
external social capital with business partners by
maintaining good relationship quality, introduce
new business opportunities and avoid harming each
other’s interests.

Furthermore, research results show that
knowledge acquisition has a direct impact on
the product innovation of fashion textile, and
garment enterprises. Therefore, to increase
knowledge acquisition, fashion textile and garment
businesses need to implement the following
suggestions: 1) businesses regularly detect changes
in fashion trends; 2) enterprises need to focus on
collecting customer opinions on product quality,
which is the basis for enterprises to innovate
products; and 3) businesses need to conduct a lot of
internal research on products to satisfy new customer
needs and quickly respond to new fashion trends.

This study is only conducted for textile and
garment enterprises in the southern region of
Vietnam. Therefore, the generalizability of
the research results will be higher if it is repeated
with a broader sample structure, including
enterprises in the Central and Northern regions.

Corporate social capital is confirmed as
an important resource for enterprises in the textile
and garment industry. Therefore, this study cannot
confirm that corporate social capital is suitable for
other economic sectors. Therefore, there is a need
for further studies to examine the effects of
corporate social capital in other areas.

Adler, P. S., & Kwon, S-W. (2002). Social capital: Prospects for a new concept. The Academy of Management Review, 27(1),

17-40. https://ssrn.com/abstract=979087

Akintimehin, O. O., Eniola, A. A., Alabi, O. J., Eluyela, D. F., Okere, W., & Ozordi, E. (2019). Social capital and its effect
on business performance in the Nigeria informal sector. Heliyon, 5(7), Article e02024. https://doi.org

/10.1016/j.heliyon.2019.e02024
Awan, U., Arnold, M. G.,, & Golgeci, L.

(2021). Enhancing green product and process innovation: Towards

an integrative framework of knowledge acquisition and environmental investment. Business Strategy and
the Environment, 30(2), 1283-1295. https://doi.org/10.1002/bse.2684

Bach, V. V., Thong, B. Q., & Khanh, P. Q. (2018). Employees knowledge sharing: A self-determination viewpoint —
The case of technology companies in Ho Chi Minh City. International Journal of Business and Management,

2(2),
_30-39.pdf

30-39. https://www.ijbmjournal.com/uploads/2/6/8/1/26810285,/005-vol_2_issue_2_2018_-ijbm_-

Balkundi, P., & Kilduff, M. (2006). The ties that lead: A social network approach to leadership. The Leadership
Quarterly, 17(4), 419-439. https://doi.org/10.1016/j.leaqua.2006.01.001

Bathelt, H., Malmberg, A., & Maskell, P. (2004). Clusters and knowledge: Local buzz, global pipelines and the process of
knowledge creation. Progress in Human Geography, 28(1), 31-56. https://doi.org/10.1191/0309132504ph4690a

Bourdieu, P. (1986). The forms of capital. In J. G. Richardson (Ed.), Handbook for theory and research for
the sociology of education (pp. 241-258). Greenwood Press.

Brydon, A., & Niesson, S. (1998). Consuming fashion: Adorning the transnational body. Oxford.

Bual, H. (2022, July 22). Vietnam’s textile & garment industry on track to hit the $43B export target this year. Vietcetera.
https://vietcetera.com/en/vietnams-textile-garment-industry-on-track-to-hit-the-43b-export-target-this-year

Chafai, M. (2023). Trust in exchange relations as social capital: Exploratory study of informal freight transport.
Journal of Governance & Regulation, 12(2), 27-35. https://doi.org/10.22495/jgrv12i2art3

Coleman, J. S. (1988). Social capital in the creation of human capital. American Journal of Sociology, 94, 95-120.

https://doi.org/10.1086/228943

Cuevas-Rodriguez, G., Cabello-Medina, C., & Carmona-Lavado, A. (2014). Internal and external social capital for
radical product innovation: Do they always work well together? British Journal of Management, 25(2), 266-284.

https://doi.org/10.1111/1467-8551.12002

Dai, W., Mao, Z., Zhao, X., & Mattila, A. S. (2015). How does social capital influence the hospitality firm’s financial
performance? The moderating role of entrepreneurial activities. International Journal of Hospitality
Management, 51, 42-55. https://doi.org/10.1016/j.ijhm.2015.08.011

Dasgupta, P. (2005). Economics of social capital. Economic Record, 81(1), 2-21. https://doi.org/10.1111/j.1475-

4932.2005.00245.x

David, K. G., Yang, W., Bianca, E. M., & Getele, G. K. (2020). Empirical research on the role of internal social capital
upon the innovation performance of cooperative firms. Human Systems Management, 40(3), 407-420.

https://doi.org/10.3233/HSM-190830

Do, T. T., Pham, V. H., & Vu, H. P. (2023). The effect of bonuses for holidays on employee retention in firms. Journal
of Governance & Regulation, 12(2), 156-165. https://doi.org/10.22495/jgrv12i2art14

VIRTUS

®

NTERPRESS

112



Corporate & Business Strategy Review, Volume 6, Issue 3, 2025

Fukuyama, F. (2002). Social capital and development: The coming agenda. SAIS Review, 22(1), 23-37. https://doi.org
/10.1353/sais.2002.0009

Giovando, G. (2022). Governance responsibility in Italy to monitor corporate performance. Corporate Ownership &
Control, 19(4), 153-162. https://doi.org/10.22495/cocv19idartl3

Goffee, R., & Jones, G. (2000). Why should anyone be led by you? Harvard Business Review. https://hbr.org/2000
/09/why-should-anyone-be-led-by-you

Hair, J. F., Jr., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate data analysis (7th ed.). Pearson Prentice Hall.

Hasan, L., Hoi, C.-K., Wu, Q., & Zhang, H. (2020). Is social capital associated with corporate innovation? Evidence from
publicly listed firms in the U.S. Journal of Corporate Finance, 62, Article 101623. https://doi.org/10.1016
/j.jcorpfin.2020.101623

Hitt, M. A,, & Duane, R. (2002). The essence of strategic leadership: Managing human and social capital. Journal of
Leadership & Organization Studies, 9(1), 3-14. https://doi.org/10.1177/107179190200900101

Hult, G. T. M., Ketchen, D. J., & Arrfelt, M. (2007). Strategic supply chain management: Improving performance through
a culture of competitiveness and knowledge development. Strategic Management Journal, 28(10), 1035-1052.
https://doi.org/10.1002/smj.627

Ireland, R. D., & Hitt, M. A. (2005). Achieving and maintaining strategic competitiveness in the 21st century: The role
of strategic leadership. Academy of Management Perspectives, 19(4), 63-77. https://doi.org/10.5465
/ame.2005.19417908

Ismail, T. H., & Ahmed, E. A. (2022). Impact of risk governance on performance and capital requirements: Evidence from
Egyptian banks. Corporate Ownership & Control, 19(2), 179-193. https://doi.org/10.22495/cocv19i2art14

Jabbar, A. A., & Hussein, A. M. (2017). The role of leadership in strategic management. International Journal of
Research — Granthaalayah, 5(5), 99-106. https://doi.org/10.29121/granthaalayah.v5.i5.2017.1841

Kim, Y., Choi, T. Y., & Skilton, P. F. (2015). Buyer-supplier embeddedness and patterns of innovation. International Journal
of Operations & Production Management, 35(3), 318-345. https://doi.org/10.1108/1JOPM-05-2013-0251

Laursen, K., Masciarelli, F., & Prencipe, A. (2012). Regions matter: How localized social capital affects innovation and
external knowledge acquisition. Organization Science, 23(1), 177-193. https://doi.org/10.1287/orsc.1110.0650

Leskovar-Spacapan, G., & Bastic, M. (2007). Differences in organizations’ innovation capability in transition economy:
Internal aspect of the organizations’ strategic orientation. Technovation, 27(9), 533-546. https://doi.org
/10.1016/j.technovation.2007.05.012

Lin, N. (1999). Building a network theory of social capital. Connections, 22(1), 28-51. https://faculty.washington.edu
/matsueda/courses/590/Readings/Lin%20Network%20Theory%201999.pdf

Lins, K. V., Servaes, H., & Tamayo, A. (2017). Social capital, trust, and firm performance: The value of corporate
social responsibility during the financial crisis. The Journal of Finance, 72(4), 1785-1824. https://doi.org
/10.1111/jofi. 12505

McCallum, S., & O’Connell, D. (2009). Social capital and leadership development: Building stronger leadership
through enhanced relational skills. Leadership & Organization Development Journal, 30(2), 152-166.
https://doi.org/10.1108/01437730910935756

McKinsey & Company. (2016). The state of fashion 2017. The Business of Fashion and McKinsey & Company.
https://www.mckinsey.com/~/media/McKinsey/Industries/Retail/Our%20Insights/The%20state%200f%20f
ashion/The-state-of-fashion-2017-McK-BoF-report.pdf

Mikovic, R., Petrovic, D., Mihic, M., Obradovic, V., & Todorovic, M. (2019). Examining the relationship between social
capital and knowledge usage in the nonprofit industry. Journal of Knowledge Management Research &
Practice, 17(3), 328-339. https://doi.org/10.1080,/14778238.2019.1638740

Nagendrakumar, N., Kumarapperuma, C., Malinga, C., Gayanthika, K., Amanda, N., & Perera, A. (2023). Does corporate
governance influence firm integrated performance? Corporate Ownership & Control, 20(2), 138-145.
https://doi.org/10.22495/cocv20i2artl 1

Nahapiet, J., & Ghoshal, S. (1998). Social capital, intellectual capital, and the organizational advantage. The Academy
of Management Review, 23(2), 242-266. https://doi.org/10.2307/259373

Nasip, S., Fabeil, N. F., Buncha, M. R., Hui, J. N. L., Sondoh S. L., Jr., & Halim, D. N. (2017). The influence of entrepreneurial
orientation and social capital on the business performance among women entrepreneurs along West Coast
Sabah, Malaisia. In Proceedings of International Conference on Economics 2017 (pp.377-395).
https://www.academia.edu/63709774/The_Influence_of_Entrepreneurial_Orientation_and_Social_Capital_on
_the_Business_Performance_Among_Women_Entrepreneurs_Along_West_Coast_Sabah_Malaysia

Nguyen, T. H.,, & Huynh, T. D. (2012). The contribution of social capital into the activities of real estate companies in
Vietnam. Journal of International Business Research, 11(3, special issue), 1-18. https://huynhthanhdien.com
/sourcenew/upload/files/Edited_ICBEIT-conference-nguyen_trong_hoai-paper.pdf

Nonaka, I. (1994). A dynamic theory of organizational knowledge creation. Organization Science, 5(1), 14-37.
https://doi.org/10.1287/orsc.5.1.14

Oh, H., Labianca, G., & Chung, M.-H. (2006). A multilevel model of group social capital. Academy of Management
Review, 31(3), 569-582. https://doi.org/10.5465/amr.2006.21318918

Ortiz, B.,, Donate, M. J.,, & Guadamillas, F. (2021). Intra-organizational social capital and product innovation:
The mediating role of realized absorptive capacity. Frontiers in Psychology, 11, Article 624189.
https://doi.org/10.3389/fpsyg.2020.624189

Prasetyo, P. E., Setyadharma, A., & Kistanti, N. R. (2020). The role of social capital in new products development and
business competitiveness enhancement. International Journal of Scientific & Technology Research, 9(3),
1838-1843. https://surl.lu/tngwco

Presutti, M., Cappiello, G., & Johanson, M. (2022). Analysing social capital and product innovativeness in
the relationship evolution of born-global companies the mediating role of knowledge acquisition.
International Entrepreneurship and Management Journal, 18, 1347-1371. https://doi.org/10.1007/s11365-
020-00663-0

Prieto-Pastor, 1., Martin-Pérez, V., & Martin-Cruz, N. (2018). Social capital, knowledge integration and learning in
project-based organizations: A CEO-based study. Journal of Knowledge Management, 22(8), 1803-1825.
https://doi.org/10.1108/JKM-05-2017-0210

Putnam, R. D. (1995). Bowling alone: America’s declining social capital. Journal of Democracy, 6(1), 65-78.
https://doi.org/10.1353/j0d.1995.0002

” ®
NTERPRESS

VIRTUS
113



Corporate & Business Strategy Review, Volume 6, Issue 3, 2025

Putnam, R. D. (2000). Bowling alone. The collapse and revival of American community. In Proceedings of the 2000
ACM Conference on Computer Supported Cooperative Work (pp. 357-358). Association for Computing
Machinery (ACM). https://doi.org/10.1145/358916.361990

Roach, D. C., Ryman, J. A., & Makani, J. (2016). Effectuation, innovation and performance in SMEs: An empirical study.
European Journal of Innovation Management, 19(2), 214-238. https://doi.org/10.1108/EJIM-12-2014-0119

Rosenthal, E. A. (1996). Social networks and team performance [Unpublished doctoral dissertation]. University of Chicago.

Spender, J.-C., & Grant, R. M. (1996). Knowledge and the firm: Overview. Strategic Management Journal, 17(2, special
issue), 5-9. https://doi.org/10.1002/smj.4250171103

Suseno, Y., & Ratten, V. (2007). A theoretical framework of alliance performance: The role of trust, social capital and
knowledge development. Journal of Management & Organization, 13(1), 4-23. https://doi.org/10
.5172/jmo0.2007.13.1.4

Tang, L., Bai, Z., Ji, K., Zhu, Y., & Chen, R. (2022). Correlations of external social capital in social organizations
providing integrated eldercare services with medical care in China. BMC Health Service Research, 22,
Article 101. https://doi.org/10.1186,/s12913-022-07508-2

Tasavori, M., Zaefarian, R., & Eng, T.-Y. (2018). Internal social capital and international firm performance in emerging
market family firms: The mediating role of participative governance. International Small Business Journal, 36(8),
887-910. https://doi.org/10.1177/0266242618773145

Tsai, W. (2000). Social capital, strategic relatedness and the formation of intraorganizational linkages. Strategic
Management  Journal, 21(9), 925-939. https://doi.org/10.1002/1097-0266(200009)21:9<925::AID-
SMJ129>3.0.CO;2-1

Weerakoon, C., McMurray, A. J., Rametse, N. M., & Arenius, P. M. (2019). Social capital and innovativeness of social
enterprises: Opportunity-motivation-ability and knowledge creation as mediators. Knowledge Management
Research & Practice, 18(2), 147-161. https://doi.org/10.1080/14778238.2019.1590138

Xiong, J., & Sun, D. (2023). What role does enterprise social network play? A study on enterprise social network use,
knowledge acquisition and innovation performance. Journal of Enterprise Information Management, 36(1),
151-171. https://doi.org/10.1108/JEIM-04-2021-0168

Yang, J.-T., Wan, C.-S., & Fu, Y.-J. (2012). Qualitative examination of employee turnover and retention strategies in
international tourist hotels in Taiwan. International Journal of Hospitality Management, 31(3), 837-848.
https://doi.org/10.1016/j.ijhm.2011.10.001

Yli-Renko, H., Autio, E., & Sapienza, H. J. (2001). Social capital, knowledge acquisition, and knowledge exploitation in
young technology-based firms. Strategic Management Journal, 22(6-7, special issue), 587-613.
https://doi.org/10.1002/smj.183

Yli-Renko, H., Autio, E., & Tontti, V. (2002). Social capital, knowledge, and the international growth of technology-based
new firms. International Business Review, 11(3), 279-304. https://doi.org/10.1016/5S0969-5931(01)00061-0

Yukl, G. A. (2006). Leadership in organizations (6th ed.). Pearson Education.

Zhang, M., Lettice, F., & Zhao, X. (2015). The impact of social capital on mass customisation and product innovation
capabilities. International Journal of Production Research, 53(17), 5251-5264. https://doi.org/10.1080
/00207543.2015.1015753

” ®
NTERPRESS
VIRTUS,

114



