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Abstract

The use of social media in the workplace has become increasingly prevalent in
recent years. While social media platforms can offer a range of benefits to organizations, includ-
ing increased communication and collaboration, their impact on employee creativity remains
unclear and organizational sustainable development. This study was grounded
in social information processing theory to investigate the effects of both work-related and
social-related social media usage on firm-level creative capital and employees’ innovative job
performance. By applying a hybrid sampling design of snowball sampling method
and convenience sampling method, 381 Chinese employees in mainland China were
collected. The findings of the PLS-SEM analysis revealed that the proposed model has
moderate explaining power on innovative job performance (R* = .59) and firm-level creative
capital (R® = .40). This study provides empirical evidence supporting the social information
processing theory from the social media perspective. Besides, the results suggest that
managers should encourage and support the appropriate use of social media platforms
by facilitating employees' participation in professional networks, providing access to

collaboration tools, and recognizing innovative use of social media.
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Introduction

The social media have become a major source of information and ideas for people
all over the world. As of April 2023, there were 5.18 billion internet consumers globally,
representing 64.6% of the world’s population. There were 4.8 billion social media users,
or 59.9 percent of the world's population (Petrosyan, 2023). Moreover, Chinese citizens had
a significant online presence, with approximately 1.03 billion active social media users as
of January 2023, followed by India and Indonesia, which had 467 million and 167 million
active social media users, respectively (Statista Research Department, 2023). In the meanwhile,
social media has altered the manner in which individuals interact and communicate within
organizations (Tajudeen et al.,, 2018). According to Nduhuru and Prieler (2017), social media
usage in organizations can promote internal knowledge management, social interaction,
and firm performance. As an increasing number of scholars have paid attention to social media
usage in the workplace, this phenomenon has undergone systematic categorization into
distinct dimensions, such as social-related and work-related social media usage (Chen et al,,
2022; Song et al,, 2019; Zhang et al,, 2019), social use, cognitive use and hedonic use
(Ali-Hassan et al., 2015), or informational and socializing social media usage (Hu et al., 2017).
Simultaneously, by concerning the particular types of social media usage, scholars have
investigated its effects on various consequences, such as psychological outcome of
commitment (Luo et al,, 2018), exhaustion (Lugman et al,, 2021), job satisfaction (Zhang
et al,, 2019), work engagement (Oksa et al., 2021), and working outcomes of job performance

(Ali-Hassan et al,, 2015; Chen et al., 2022), and employee creativity (Lugman et al., 2021).

In addition to its impact on organizations, social media use has a unique effect
on human creativity. According to Hu et al. (2017), the prevalence of social media not only
alters how people create new and maintain old social networks, but also offers opportunities
and challenges in information acquisition, cultural intelligence development, and creativity
growth. Social media establishes a free market for ideas accessible to anyone with Internet
access. Individuals with novel ideas can publish them for little or no cost, and they are able
to readily view, access, and/or build upon the ideas of others (Acar et al.,, 2021). Performance is
significantly enhanced by creative thought. The impact of the generation of new ideas may
be manifested in novel and successful innovations, which in turn can enhance performance

(Ferreira et al., 2020). Individual creativity can be viewed as creative capital at the level
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of the firm. Because firm-level creative capital, like urban-level creative capital, is ingrained
in employees (Veenendaal & Kearney, 2014). Creative capital can produce new employment
opportunities. To develop, manufacture, and market their goods or services, innovative
businesses and industries frequently require a skilled and inventive workforce. By encouraging
creativity, economies and organizations can generate new employment chances, which is in
line with the Sustainable Development Goals (SDGs, United Nations, 2015) objective of

respectable work and economic development.

In previous studies, the effects of social media usage in the workplace have
produced a variety of outcomes. However, the specific effects of social media usage for various
purposes on job performance, particularly innovative job performance and employees’
creativity, remain limited. In addition, there is a limited number of studies have empirical
studies on firm-level creative capital since most of the existence of studies on creative capital

are in the regional economics and urban-level literature (Boschma & Fritsch, 2009; Qian, 2013).

To address these gaps, this study adopts social information processing theory
(Salancik & Pfeffer, 1978) to explore the interplay between work-related and social-related
social media usage and their respective associations with innovative job performance and
individual creative capital within organizational contexts. The findings extend social information
process theory by addressing the emergence of social media platforms, which involve a much
broader spectrum of communication modalities (text, images, and videos). From a practical
standpoint, this research provides recommendations for how management can improve
employee creativity, innovative job performance, and talent management within organizations

by promoting the proper usage of social media platforms.

Literature Review
Social Information Processing Theory

According to the theory of social information processing, employees do not exist in
a vacuum,; their activities are typically influenced by the complex and ambiguous social
contexts of the workplace (Salancik and Pfeffer, 1978). This theory asserts that employees
interpret their work environment and understand their own requirements based on the social
information available in the workplace, and then modify their behavior accordingly

(Zhang et al., 2022). An important tenet of this theory is that interpersonal interactions
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can offer information that impacts the attitudes and behaviors of employees at work
(Yang & Treadway, 2018). Given that team members’ communication and interactions on social
media generate a multitude of social information (Chen & Wei, 2019), social media is viewed
as a tool for influencing employees’ perceptions and abilities in the workplace. Because
social media platforms can communicate information that reflects task interdependence
and provides clues for social comparisons (Zhang et al., 2022). For instance, businesses
use popular, public, and personal social media platforms such as Facebook, Twitter, and
LinkedIn to improve talent recruitment knowledge sharing, customer service, marketing,
innovation, and employee engagement (Song et al.,, 2019). Therefore, in the context of social
media usage in the workplace, this study assumes that the social information processing
theory can serve as a suitable research framework to guide the investigation into the relationship

between social media usage, employees’ creative capital and innovative job performance.
Social Media Usage

Social media usage can be divided into different aspects. Ali-Hassan et al. (2015)
categorized three dimensions of social media uses, which are social use, hedonic use, and
cognitive use. Specifically, Ali-Hassan et al. (2015) defined social use as applying social media
to create new social relationships, recognize individuals with common interests, and keep in
touch with current friends and acquaintances; hedonic use related to use social media for fun,
passing the time, relaxing and escaping, and entertainment; and cognitive use focuses on
creating and sharing content and accessing content produced by other individuals, in order
to gain knowledge. Hu et al. (2017) adopted the two-dimensional social media usage of
Hughes et al. (2012), who classified individual social media usage as informational usage and
socializing usage. Informational social media usage emphasizes accessing relevant and
timely information in solving particular problems, reflecting users’ cognitive needs, whereas
socializing social media usage emphasizes establishing and maintaining interpersonal

relationships, reflecting users’ emotional needs (Hu et al., 2017).

Nevertheless, many scholars divided social medias usage into work- and social-related
aspects (Chen et al,, 2022; Song et al,, 2019; Zhang et al.,, 2019). Work-related social media
usage includes accessing and sharing content created by others (Chen et al., 2022).
This type of social media in the workplace related to the usage of emerging social software

platforms by companies in pursuance of their goals and business activities, and it is viewed
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as not only advantageous to employees but also promising for superior firm performance
(Song et al,, 2019). To apply social media to develop and maintain relationships with others
is referred to as social-related social media usage (Chen & Wei, 2019). It is possible to use
social media for a variety of social purposes, such as discovering colleagues with similar

interests and values and establishing acquaintances within an organization (Chen et al., 2022).

In China, the way individual or business communicate and connect has been
changed by the social media, such as WeChat, QQ and Micro-blog (Zhang et al,, 2019).
WeChat and QQ are widely applied social media with a strong capability for connection,
allows personal association among individuals (Song et al., 2019). Micro-blog is widely
used to share the instant information among individuals and publics (Luo et al., 2018).
Thus, categorizing social media usage into work-related and social usage is necessary for
the following reasons. First, Zhang et al. (2019) asserted that the professional and social
aspects of social media use are distinct. Second, previous research suggests that these
two distinct purposes of social media usage can result in various antecedents and outcomes
(Chen & Wei, 2019; Chen et al,, 2019). Thirdly, failure to distinguish between these two forms
of social media usage may result in contradictory research results (Odoom et al., 2017).
Thus, this study considers social media uses for both work and social purposes and investigates

the results derived from these two different purposes of social media use in the workplace.

Hypotheses Development
Social Media Usage and Firm-Level Creative Capital

Employees incorporate the firm's creative capital. In other words, firm-level creative
capital emphasizes creative aptitude (Straatman et al,, 2012). Individual creative ability can
be defined as an individual’s relevant skills or competencies for creative performance, including
the ability to generate new ideas and adopt a unique perspective on problems (Veenendaal &
Kearney, 2014). Creative ability refers to an individual's innate capacity to demonstrate
creativity via the collection of original problem-solving approaches and innovative ideas
(Carmeli et al., 2013). Specifically, employee creativity refers to the capacity of employees
to discover and implement inventive solutions to increase the organization's profitability
(Ding et al., 2019; Pee, 2018). Prior research has determined that knowledge exchange is the most

important factor influencing employee creativity (Dong et al., 2017; Rhee & Choi, 2017).
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According to the social information processing theory, social media provides
a platform for employees to debate their challenging tasks and propose potential innovative
solutions, which improves their creativity (Lugman et al.,, 2021); thereby producing a plethora
of social information (Chen & Wei, 2019). In addition, social media enable individuals to
aggregate, share, store, and synthesize knowledge from various sources for the purpose of
creating new meta-knowledge; to identify and join social networks in order to remain
professionally informed and participate in collective knowledge generation processes by
sharing experiences, criticizing theories, and presenting findings within various communities of
practice; and to manage their own meaning making and knowledge management processes

(Sigala & Chalkiti, 2015).

Wagner and Majchrzak (2007) mentioned that social media allows for previously
developed and released content visible and perpetually accessible in the workplace,
ensuring message transparency within the team. Simply put, work-related social media usage
allows employees to acquire sufficient work-related information to make creative decisions
about how to complete tasks (Wang et al., 2021). Social media is also used for social purposes,
such as arranging social events with colleagues, creating acquaintances within the organization,
and identifying individuals with common interests (Zhang et al., 2019). Engaging in heterogeneous
communities additionally presents opportunities, prompting individuals to proactively utilize
their social networks and investigate novel pathways creatively (Kim et al., 2016). Therefore,

this study proposed:
H1 : Work-related social media usage positively enhances firm-level creative capital.
H2 : Social-related social media usage positively enhances firm-level creative capital.
Social Media Usage and Innovative Job Performance

Katz (1964) provided a conceptualization of individual job performance, defining it as
consisting of two elements: daily tasks that need to be carried out consistently and dependably,
and innovative tasks that expand beyond routine specifications to produce novel and useful
results. The first element, sometimes referred to as routine job performance, refers to
the execution of mandatory job-related duties, tasks, and obligations that are scheduled
and compensated by the organization (Janssen & Van Yperen, 2004). Innovative job performance

is referred to the creation or execution of creative and beneficial ideas that are implemented
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in the workplace (Amabile et al., 1996; Scott & Bruce, 1994). It includes, among other things,
the genesis and adoption of ideas, the formation of coalitions, and the acquisition of
the authority required to successfully implement new innovations (Kanter, 1988). These duties,
which are executed concurrently or sequentially by individuals, constitute the center of

organizational innovation.

Through the technological advancements of the present day, social media are
viewed as the instruments that facilitate the transmission of information and the generation of
knowledge between individuals and organizations, particularly when knowledge spreads
among various stakeholders (Scuotto et al.,, 2017). Bhimani et al. (2019) found that
the utilization of social media to communicate and interact within and outside the firm has
been the main determinant of innovation performance, helping firms to interact with multiple
stakeholders readily and at reduced costs. As stated by Ali-Hassan et al. (2015), the use of
social media enhances employees’ abilities to acquire, create, and exchange knowledge,
thereby boosting their performance. On one hand, Cui et al. (2020) assert that social media
use enhances routine or in-role performance. Work-related social media usage has
the possibility to enhance employees' abilities, which is crucial for improving job performance
(Chen et al, 2021). In addition, Bodhi et al. (2022) revealed that work-related social media

usage has a positive and direct effect on innovative job performance.

On the other hand, Ma et al. (2021) discovered that social media usage for social
purposes has an advantageous effect on the information exchange among employees.
When individuals are involved in interactive discussions, idea-sharing, and knowledge
exchange among employees, can potentially enhance innovative job performance by fostering
a collaborative and creative work environment. Besides, social information processing
theory suggests that social media interactions provide opportunities for individuals to
develop relationships, form impressions, and exchange valuable information, which may
contribute to the generation and implementation of innovative ideas within organizational

contexts (Olaniran et al., 2011). Therefore, below hypotheses are presented:
H3 : Work-related social media usage positively improves innovative job performance.

H4 : Social-related social media usage positively improves innovative job performance.
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Firm-level Creative Capital and Innovative Job Performance

Veenendaal et al. (2014) clarify creative capital as the diverse expertise and abilities
that are accessible and readily available to the organization for the purpose of creating value
for its primary activities. Social information processing theory states that people use social
signals as well as knowledge in computer-mediated communication (such as social media)
to generate perceptions and develop connections (Olaniran et al,, 2011). In the context of
firm-level creative capital, employees are exposed to a social environment that promotes
creativity and innovation. Through interactions with colleagues, mentors, and leaders who
value and nurture creativity, employees develop favorable social norms and expectations
that encourage them to engage in creative problem-solving and idea generation.
The resulting positive social feedback and reinforcement further motivate employees to
exhibit innovative job performance, as they perceive their creativity as valued and recognized

within the organization. Therefore, this study proposed:

H5 : Firm-level creative capital increases individual’s innovative job performance.

Research Methodology

A quantitative methodology was applied to examine the proposed framework
in this study. Two distinct sections of a self-administered questionnaire were utilized for data
collection. The first section consisted of demographic information, and the following part
includes a 7-point Likert scale employed to evaluate respondents’ degree of agreement and
frequency regarding twenty-five items. The scale for measuring firm-level creative capital was
adapted from the self-rating of creativity from Zhou and George (2001), Zampetakis et al. (2010)
and Golden and Shriner (2019), which contains twelve items. The work-related social media
usage was derived from Zhang et al. (2019) and Ali-Hassan et al. (2015), comprising eleven items.
The social-related social media usage was derived from Hu et al.(2017), which involves
three items. Innovative job performance was adapted from Ali-Hassan et al. (2015),
which contains five items. Given that the participants in the present research were Chinese,
the questionnaire was translated into Chinese using the back-translation method (Behr, 2017).
In addition, a pilot study was carried out to evaluate the reliability and validity of the
questionnaire. The findings present that Cronbach’s o of the questionnaire is above the minimum

requirement of 0.7 (Hair et al.,, 2019), that verifies that all constructs satisfied the threshold.
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Participants and Data Collection

A self-administered survey written in Chinese was disseminated to capture the primary
data for this quantitative cross-sectional study. Participants in this research were Chinese
nationals with full- or part-time employment in the Chinese mainland. This study was aimed
to investigate the employees’ innovative job performance within an organization; therefore,
few exclusion criteria were outlined: 1) Chinese personnel under the age of 18; 2) retired

Chinese employees; and 3) business owners.

Within the 18" and 30" of May 2023, a convenience sample was collected
via WeChat (a multidimensional and widely used social networking application in China).
The recruitment procedure utilized the snowball sampling technique, in which the researcher
utilized professional and personal networks and disseminated invitations with the request
that they be passed along. This hybrid sampling strategy was implemented for two purposes.
Initially, as of March 2023, WeChat had beyond 1.3 billion monthly active users with
a diverse age range (Lin, 2023a, 2023b). Secondly, by applying a convenient sampling
method, the study can be promoted among the family members, associates, and acquaintances
of senior individuals. WeChat users in China spend a minimum of two hours per day on
the application, with 25 percent of users spending over four hours per day as of July 2021
(Lin, 2022a). For the purpose of determining the compatibility of prospective participants,
one pre-screening question inquired about their current employment status. Only active

employees who completed the survey were given access to the questionnaire.

The total number of questionnaires received was 495. By excluding respondents
under the age of 18, those who completed the questionnaire in less than 120 seconds,
and those who provided consistent answers throughout, 114 questionnaires containing
potentially unreliable responses were eliminated. As a consequence, a total of 381 valid
questionnaires were acceptable for data analysis, reaching the requirement of having at
least 201 respondents in order to achieve a confidence level of 93% when the population size
exceeds 15,000, based on the Taro Yamane formula (Taro, 1967). Besides, Hair et al. (2021)
point out that the sample size for partial least squares structural equation modelling
(PLS-SEM) should exceed ten times the greatest number of links connecting any latent variable
in the inner or outer models. In this study, there are eleven indicators for the latent variable
of social media utilization; therefore, the minimum sample size of 110 is met. Table 1 provides

a summary of the demographic characteristics of the survey respondents.
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Table 1: Demographic Profiles of the Survey Participants

Demographic Factors Descriptive Statistics
Working Industry
Education/Training/Research/Institutions 142 (37.3%)
IT / hardware and software services/e-commerce/Internet operations 23 (6%)
Clothing/Textile/Leather 22 (5.8%)
FMCG (food/beverage/cosmetics) 19 (5%)
Accounting/Auditing 18 (4.7%)
Communication/Telecommunication Operation/Network Equipment/ 17 (4.5%)
Value-Added Services
Wholesale/Retail 15 (3.9%)
Manufacturing 13 (3.4%)
Furniture/Crafts/Toys 12 (3.1%)
Others 11 (2.9%)
Agency/Consulting/Headhunting/Certification 10 (2.6%)
Banking/insurance/securities/investment banking/venture funds 8 (2.1%)
Real estate development/construction/decoration/design 7 (1.8%)
Property Management/Commercial Center 7(1.8%)
Automotive & Parts 7(1.8%)
Dining/Entertainment/Travel/Hotels/Living Services 7(1.8%)
Office supplies and equipment 6 (1.6%)
Trade/Import/Export 6 (1.6%)
Traffic/Transportation/Logistics 6 (1.6%)
Pharmaceutical/biological engineering/medical equipment/equipment 4 (1%)
Medical/Nursing/Health/Hygiene 4 (1%)
Home Appliances 4 (1%)
Aerospace/Aviation/Energy/Chemical 3 (0.8%)
Legal 2 (0.5%)
Electronic technology/semiconductor/integrated circuit 2 (0.5%)
Machinery/Equipment/Heavy Industry 2(0.5%)
Publishing/printing/packaging 2 (0.5%)

NIDA Development Journal
Vol. 64 No. 2/2024



The Roles of Work-Related and Social-Related Social Media Usage in Facilitating Firm-Level Creative Capital
and Innovative Job Performance

88

Table 1: Demographic Profiles of the Survey Participants (cont.)

Demographic Factors Descriptive Statistics
Advertising/PR/media/art 1 (0.3%)
Agriculture/Fishery/Forestry 1 (0.3%)
Working status
Full-time 363(95.3%)
Part-time 18(4.7%)
Position
Management 126(33.1%)
Employee 255(66.9%)
Gender
Female 209(54.9%)
Male 172(45.1%)
Age Mean: 30.93

(S.D.: 5.41)

Data Analysis

In this research, the proposed model was evaluated using PLS-SEM. The proposed
model comprised fifteen hypotheses and was of a complex nature. PLS-SEM was selected
because it permits the analysis of extremely complex models. Besides, PLS-SEM is well-suited
for theory development and exploratory research, which is consistent with the novel character
of the model proposed in this study. Consequently, SmartPLS (Ringle et al., 2022)

was utilized to analyze the model.

Results
Measurement Model Analysis

Before evaluating the structural model, it is necessary to confirm that all specified
criteria are met (Hair et al.,, 2019). Several indicators were utilized to evaluate the reliability
and validity of the measurement model, including factor loadings, average variance

extracted (AVE), discriminant validity composite reliability (CR), and Cronbach's alpha (CA).
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The factor loadings were evaluated to guarantee the validity of the indicators as
illustrated in Table 2. The loadings were analyzed to determine their level of significance, with
values exceeding .708 and approaching significance at the .05 level (Hair et al., 2019).
Concurrently, cross-loadings were analyzed, revealing that each indicator had a greater loading
for its designated construct than for any other constructs (Urbach & Ahlemann, 2010).

Thus, the results confirmed both the indicators' dependability and their discriminant validity.

Table 2: Factor Loadings and Cross Loadings for the Indicators

CR JP_I SMU_social SMU_work
CR1 .76 57 .26 .44
CR2 .74 .59 .26 47
CR3 a7 .52 23 .43
CR4 .74 .50 26 .43
CR5 79 .60 43 .52
CR6 .78 .52 .37 51
CR7 .80 51 .34 a7
CR8 .76 .55 31 51
CR9 .81 .58 37 49
CR10 .81 .60 .38 .48
CR11 77 .57 .28 .46
CR12 .80 .61 31 .49
JP 63 .86 .36 55
JP_12 .59 .83 .35 .54
JP 13 .61 .84 31 .56
JP 14 .61 .85 .29 51
JP_15 63 .87 .34 .56
SMU_social 1 .30 .21 73 37
SMU_social 2 .35 .35 .85 44
SMU_social 3 .37 .38 .89 46
SMU_work 1 .49 47 .45 76
SMU_work 2 47 .50 41 .81
SMU_work 3 52 .48 34 .82

NIDA Development Journal
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Table 2: Factor Loadings and Cross Loadings for the Indicators (cont.)

CR JP_I SMU_social SMU_work
SMU_work 4 .50 .53 .35 .80
SMU_work 5 44 .49 .48 .78
SMU_work 6 42 55 47 79
SMU_work 7 .39 .45 .41 .71
SMU_work 8 .40 .45 .45 73
SMU_work 9 .54 .53 .40 .78
SMU_work 10 .54 .52 .32 a7
SMU_work 11 .48 46 32 .76
Note: CR = firm-level creative capital, JP_| = innovative job performance, SMU_social = social-related

social media usage, SMU_work = work-related social media usage. Bold items are factor loadings.

Secondly, composite reliability (CR) and Cronbach's alpha (CA) were employed
to assess the constructs' internal consistency reliability. Table 3 demonstrates that all metrics
exceeded the minimum threshold of 0.70 (Hair et al,, 2019), indicating internal consistency
reliability that is satisfactory. The Average Variance Extracted (AVE) values were all above

the prescribed threshold of .5 (Hair et al., 2019), indicating adequate convergent validity.

Due to the possibility of overestimation of indicator loadings and underestimation
of structural model relationships by the Fornell-Larcker criterion in PLS (Henseler et al., 2014),
a stronger criterion, the Heterotrait-Monotrait (HTMT) ratio of correlation, was used
to assess discriminant validity. AL HTMT ratio test results ranged between .41 and .79, which is
below the threshold of .85 (Henseler et al., 2014), indicating that all constructs are

independent of one another and confirming adequate discriminant validity.
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Table 3: Reliabilities and Correlation of Constructs

Correlation of Constructs and
Constructs CA CR AVE Heterotrait-Monotrait (HTMT) Ratio
CR JP_I SMU_Social | SMU_Work
CR .94 .95 .60 .78
JP I .90 .93 72 72 .85
(.78)
SMU_Social a7 87 .68 41 .39 .83
(.48) (.45)
SMU_Work .93 .94 .60 61 64 51 a7
(.65) (.79) (.61)
Note: CR = firm-level creative capital, JP_I = innovative job performance, SMU_social = social-related

social media usage, SMU _work = work-related social media usage. Square root of AVE is

illustrated on the diagonal; value within () is the value of HTMT.

Common Method Bias (CMB) Assessment and Multicollinearity

Two approaches were employed to resolve the common method bias (CMB)
concern. Initially, Harman's single factor was utilized, which consisted of extracting
a single component from a set of variables (Podsakoff et al., 2003). The unrotated principal
components factor analysis resulted in a total variance of 46.27 %, indicating the absence
of CMB (Sun et al.,, 2019). In addition, a marker variable was used as a control variable, and
its insignificant effect on the proposed model confirmed the absence of CMB (Venkatesh
et al,, 2012). In addition, to assess multicollinearity, the comprehensive variance inflation
factor (VIF) was evaluated. The results indicated that there were no multicollinearity
issues, as the VIFs for latent variables ranged from 1.00 to 1.86, all of which were less than

the threshold of 3 (Hair et al., 2019).
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Structural Model Analysis

To guarantee a stable consequence, the PLS algorithm was employed with
300 iterations and 5000 times bootstrapping to evaluate the path coefficients of the latent
constructs and assess their significance accordingly (Hair et al., 2019). Figure 1 presents
the measurement of the significance of the path coefficients, @’, and R’ First, the results
indicate that the model possesses a moderate level of explanatory power for innovative
job performance (R*=.59), while demonstrating a nearly moderate level for firm-level
creative capital (R = .40). Then, the results demonstrate that the model has a moderate level of
predictive accuracy with innovative job performance (0°=.42), and firm-level creative
capital (0*=.24). Finally, the model reveals that innovative job performance is influenced
by firm-level creative capital (B=.53, p< .00; f*=.40), and work-related social media usage
(B=.31, p<.OO;f2:.12). However, social-related social media usage has no significant
relationship with innovative job performance (p=.01, p =.82; f*=.00). In additions,
both work-related (p=.54, p < .00; f*=.36) and social-related social media usage (B =.05,
p< .01; f?=.02) significantly affect firm-level creative capital, along with a control variable

of age (B=.11, p< .00; f* = .12).
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Figure 1: Structural Model Results
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Mediating Effects

To further investigate the mediating effects among the theoretical framework’s
constructs, a comprehensive analysis of these effects was conducted. Following
the guidelines and procedures outlined by Zhou et al. (2021), the mediating effects were
evaluated using 5000 replicates of bootstrap analysis. The evaluation consisted of investigating
the total effects, indirect effects, and direct effects in order to determine the mediating
relationships between the constructs. The presence of meaningful mediating effects is
contingent on the significance of both the total effects and the indirect effects. If the direct
effects are insignificant, the mediator is deemed a “full mediator”; otherwise, it is classified
as a “partial mediator”. Additionally, when both indirect and direct effects are significant,
the mediation is termed “complementary mediation” if they align in the same direction,
or “competitive mediation” if they indicate opposing orientations (Hair et al., 2021).
Table 4 presents that firm-level creative capital plays a complementary partial mediating
effects among work-related social media usage and innovative job performance. However,

there is no mediation among social-related social media usage and innovative job performance.

Table 4: Mediating Effects on the Structural Model

Bootstrap 5000 Times |Percentile 95%
Path Effects |Estimate T- pP- Conclusion
S.E Low | Upper
Statistics | Value
SMU_work—> CR—>-JP_| | Direct 31 .06 5.51 .00 .20 42 | Complementary
Effects Partial
Indirect .29 .05 6.09 .00 .20 .39 Mediation
Effects .06
Total .60 .05 10.71 .00 .48 71
Effects .04
SMU_social-> CR—>JP_I| Direct .01 .06 0.23 .82 -.09 11
Effects
Indirect .07 1.92 .06 .00 14 No Mediation
Effects
Total .08 1.24 22 -.05 22
Effects
Note: CR = firm-level creative capital, JP_I = innovative job performance, SMU_social = social-related

social media usage, SMU_work = work-related social media usage.
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Discussion and Conclusion

Grounded in social information processing theory, this study aimed to investigate
the influence of social media usage of both work and social purposes on firm-level creative
capital and individual innovative job performance. By analyzing 381 valid responses from
mainland China using PLS-SEM, the study revealed significant findings among social
media usage, job firm-level creative capital and routine job performance, aligning with

the theoretical assumptions of the study.

First and foremost, this study offers empirical evidence supporting the positive
and significant effects of work-related social media usage on firm-level creative capital,
or so-called individual creativity, which is in line with a study of Chen et al. (2022).
It indicates that engaging in professional interactions and knowledge exchange through
social media platforms can foster and enhance creative thinking among individuals. Besides,
work-related social capital also significantly influences individual’s innovative job performance,
which is consistent with a study of Bodhi et al. (2022). It underscores the positive impact
of professional networking and collaboration on enhancing creative problem-solving
and job performance outcomes. On the other hand, this finding is in line with social information
processing theory, which posits that individuals adapt their behaviors and cognitions based
on the social information they receive. Participating in professional interactions on social media
platforms enables individuals to acquire varied knowledge, obtain fresh perspectives,
and receive input, so augmenting their cognitive resources and fostering their creative
problem-solving skills. The ongoing interchange of information and ideas cultivates a setting that

is favorable to creativity, ultimately resulting in enhanced work performance.

Secondly, the finding shows that the firm-level creative capital acts as
a complementary mediator in the relationship between work-related social media usage
and innovative job performance. This means that while work-related social media usage directly
improves innovative job performance, it also indirectly affects this outcome by creating an
environment that supports the development of firm-level creative capital. Therefore,
the creative capital of a firm plays a vital role in enhancing the favorable influence of using

work-related social media on individual-level creativity.
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In addition, this study revealed that social-related social media usage has
the significantly positive relationship with firm-level creative capital, which is in line with
the study of Kim et al. (2016). However, this study found there is no significant relationship
among social-related social media usage and innovative job performance, which is contrary
with a study of Ma et al. (2021). This might be because the specific organizational culture and
norms surrounding social media usage may differ between the studies, affecting the impact
of social media on innovative job performance. For example, in some organizations,
social media usage may be actively encouraged and integrated into work processes,

while in others, it may be perceived as a distraction.

Lastly, firm-level creative capital was found to be the strongest determinant
for innovative job performance in this study, which is in line with a study of Ferreira et al. (2020).
In other words, creative individuals possess the ability to think outside the box and generate
novel solutions to complex problems. Their innovative thinking allows them to overcome
challenges more effectively and devise new approaches to tasks, leading to improved
efficiency and effectiveness in their job performance. Besides, firm-level creative capital
had a partial mediating role between work-related social media usage and innovative
job performance. It means that engaging in work-related social media usage contributes to
fostering a creative environment within the organization, which, in turn, enhances individual

innovative job performance.

Theoretical Contribution

This study enhances the existing literature on social media usage by introducing
a novel model that examines its impact on firm-level creative capital and innovative job
performance specifically in the context of China. Particularly, the study offers several significant
theoretical contributions. On one hand, this study expands the understanding of social
information processing theory by investigating social media rather than computer-mediated
communication. By focusing on social media usage, this study provides insights into how
both work- and social-related social media usage enhance employees’ creativity and
job performance in organizations. On the other hand, this study fills a gap in the creative capital,
which typically focuses on firm-level creative capital. The findings highlighted that firm-level

creative capital is a vital determinant for employees’ innovative job performance.
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Managerial Implications

Based on the findings of this study, several managerial implications can be drawn.
On one hand, organizations should recognize the importance of work-related social media
usage as a tool to enhance employees’ creativity and job performance. This can be achieved
by providing training and resources on effective social media usage, establishing guidelines
for responsible use, and creating opportunities for knowledge sharing. On the other hand,
managers should encourage and support the appropriate use of social media platforms
by facilitating employees' participation in professional networks, providing access to
collaboration tools, and recognizing innovative use of social media. In additions, professional
social media interactions have two main advantages for companies. Firstly, they could
enhance individual job performance and foster the growth of a creative company culture.
Secondly, the presence of this inventive culture, in turn, amplifies job performance
in a creative manner. To maximize the benefits of professional social media interactions,
organizations should encourage collaboration by facilitating cross-departmental cooperation

and the exchange of ideas through social media and internal communication platforms.

Limitations and Recommendations

While this study has made valuable contributions, there are certain limitations that
should be acknowledged. Firstly, the reliance on nonprobability sampling methods which
limits the generalizability of the study's findings. Future research should consider using
probability sampling techniques for a more representative sample. Additionally, this study
focused solely on Chinese employees in mainland China, warranting the inclusion of participants
from other countries to provide a cross-cultural comparison. In addition, by considering
social media platforms in a general sense, this study overlooks potential variations in outcomes
across different platforms. Future research could explore the specific functions and purposes
of different social media platforms to gain a more nuanced understanding of their effects.
Next, cultural differences among different countries or industrial type may have influences
on the social media usage, in turns, results in various working outcome. Therefore, future
research may consider a comparative study between different countries or industrial types.
Finally, future research may consider the impact of individual differences on the link between

social media use and creative outcomes.
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