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ABSTRACT

E-participation technologies offer opportunities for citizens to engage in governance
processes, yet understanding the factors influencing their adoption remains limited. Social capi-
tal, comprising identification, reciprocity, social interaction, and trust in government, plays a
significant role in shaping citizens' intentions to use these platforms. This study aims to investi-
gate how these dimensions of social capital influence the intention to use e-participation plat-
forms. Results indicate that all four variables positively and significantly impact users" willing-
ness to engage in e-participation. Findings suggest that citizens' trust in government fosters
compliance, cooperation, and support for public initiatives. Identification and social interaction
enhance community belongingness, while reciprocity promotes mutual cooperation among users.
These insights offer valuable implications for policymakers and digital governance strategists to
develop inclusive, transparent, and interactive e-participation systems that strengthen citizen
involvement and improve policy outcomes.

Keywords: E-participation, Social Capital, Social Interaction, Digital Governance, Trust in Gov-
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INTRODUCTION

Citizen engagement in the process of decision-making with the local governments is a fun-
damental pillar of modern democracy. In recent years, Seebg et al., (2008) e-participation has
emerged as a tool that allows citizens to involve in the consultation, deliberation, & decision-
making processes by digital platforms. According to Kipenis & Askounis, (2016), this shift to-
wards digital engagement is seen as a means to strengthen democratic practices and improve
government transparency. Research indicates that e-participation can yield favorable results for
communities, particularly when citizens actively engage with the system on a regular basis (Na-
ranjo-Zolotov et al., 2019). However, since participation is entirely voluntary, citizens must be
motivated to use e-participation platforms.E-participation programs have adopted a range of ICT
tools, such as email communication, online surveys, virtual discussion forums, group support
systems, and online chat platforms which reflect significant progress in implementing e-
participation tools, local governments still face challenges in fully engaging citizens at the deci-
sion-making level because, the adoption and success of e-participation, despite technological ad-
vancements and user-friendly interfaces, do not solely depend on information technology factors.
Rather, they are also influenced by various socio-cultural factors, including the social capital of
the community.

Social capital, which refers to trust, social networks, and civic engagement within a com-
munity that encourages collaboration and group efforts, plays a significant role in shaping citizen
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participation in both offline and online environments. Social capital exists in the social realm,
referring to the “resources embedded in networks between individuals and their communities”
(Putnam, 1994; Wang et al., 2018). In cities, where communities form the social structure, social
capital is essential for engaging individuals in e-participation (Acedo et al., 2017). Local gov-
ernments can enhance citizens' trust by fostering social capital through online civic engagement
(Warren et al., 2014). E-participation provides a platform for such engagement.

Thus, even if the value of social capital in promoting civic involvement is becoming more
widely acknowledged, limited research has focused on its impact on the usage of e-participation
tools (Gil de Zdfiga, 2012). The aim of this research study is to address this gap by examining
how social capital influences the intention to use e-participation platforms. By integrating social
capital theory, we aim to explore the role of community trust, social networks, & civic norms in
promoting e-participation usage.

With this study, we seek to advance the understanding of the variables that influence citi-
zens’ engagement with e-participation tools and the implications for enhancing democratic pro-
cesses at the local government level.

The present study contributes to the theoretical comprehension of e-participation. First, it
addresses the lack of research on the role of citizens' social capital in e-participation (Gil de
Zuiiga, 2012). Second, the study offers valuable insights for local governments implementing e-
participation platforms, based on the evaluation of the proposed research model.

REVIEW OF LITERATURE
E-Participation

The definition of "e-participation” is technological usage to enable interactions between
official politics or administration and civil society so as to promote citizen participation in deci-
sion-making processes (S&bg et al., 2008). As per United Nations, (2014) three levels make up
the concept e-participation: “e-information”, “e-consultation” & ‘“‘e-decision-making”. Active
engagement as well as involvement of citizens in the long-term scenario are necessary for the
success of the highest level of the e-participation model, decision-making. E-participation relies
heavily on the adoption of technology by communities. (Gil de Zufiga, 2012; Warren et al.,
2014) found that the extent to which citizens engage with e-participation platforms is influenced
by the social capital within that community. Citizens' decisions to participate in online platforms
are often a result of the trust and relationships they have within their social networks.

Social Capital

According to Oxford Dictionary on Lexico.com, social capital includes interpersonal
connections, mutual understanding, trust, collaboration, reciprocity, common norms, shared val-
ues, and a sense of identity. Researchers have discussed social capital from various perspec-
as embedded resources within a society that members can share. Putnam's theory (1993), social
capital is made up of things like networks, norms, and social trust that make it easier for people
to work together and coordinate their efforts for everyone's gain. According to Machalek & Mar-
tin, (2015), social relationships may lead to the development and accumulation of human capital.
E-participation is a tool for creating online communities, and social capital research sheds light
on the variables affecting citizens' usage of these sites. Social capital theory suggests that the
level of social capital across a community significantly influences community formation effec-
tiveness (Seebg et al., 2008). Further Putnam et al., (1993) highlights social capital as a pivotal
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asset for ministries to implement policies, deliver services, and increase innovation legitimacy.
Social networks, civic standards and trust are linked to citizens' usage of e-participation plat-
forms. Social capital is discussed in literature as a set of dimensions.

Nahapiet & Goshal, (1998) described social capital is “the sum of the actual and potential
resources embedded within, available through, and derived from the network of relationships
possessed by an individual or social unit”. Social ties, shared objectives, and trust are indicators
of a citizen's social capital (Sauk et al., 2013). Online communities are a crucial element of citi-
zen-initiated e-participation, as noted by (Lee & Kim, 2014), who also argued that the literature
on social capital can provide a useful theoretical framework for comprehending the behaviour of
e-participants. Additionally, Warren et al., (2014) noted that citizens' perceptions of high-quality
responsiveness during the e-participation process, their lack of offline social ties, their volunteer
experiences, and their trust in government all positively influence their active online engage-
ment. The characteristics of social capital (bonding, bridging, and linking) and psychological
empowerment were examined by Babaei et al., (2012). They discovered a positive correlation
between social capital and psychological empowerment. Poor people can engage in local gov-
ernance, get basic services, and have greater access to resources and economic opportuni-
ties through social capital. Choi & Song, (2020) elaborated that E-participation is more frequent-
ly used by individuals if they have higher levels of ownership, commitment, and trust in their
community. But lack of trust in the government may contribute to low levels of online involve-
ment. Research has assessed social capital as a second-order construct (Sauk et al., 2013), which
may limit the analysis in depth of the effects of each social capital dimension on e-participation
usage behavior. Thus, the current study focuses on social capital at the individual level because
e-participation is a behaviour that belongs to individuals as well as it is an antecedent to behav-
iours like citizen involvement (Gil de Zufiga, 2012). In the current study, the four dimensions of
social capital, namely trust in the government, identification, interaction, and reciprocity is taken
to study the citizens' intentions to use e-participation. The dimensions of social capital are dis-
cussed below:

The Dimensions of Social Capital are Discussed Below

1)Trust in Local Government: In the framework of E-participation, citizens communi-
cate directly or indirectly with other community members and the government. With e-
participation, the government is ultimately responsible for putting the results of citizen-involved
consultation or decision-oriented procedures into action. For this reason, trust in the government
is essential to increasing the desire to employ/use e-participation (Teo et al., 2008).

Ha: “Trust in local government will have a positive effect on the intention to use e-participation”.

2)ldentification: It can be characterised as a citizen's sense of community belonging (Zhao et
al., 2012) and is falls under the relational dimension of social capital, which states that citizens
are more likely to utilise e-participation or to use it more often to give back to the community
when they have a sense of identification with it. According to Chang & Chuang, (2011), the in-
dividual's feeling of identification has a favorable impact on knowledge sharing behaviour in
terms of quality and quantity.

Ha: “Identification will have a positive effect on the intention to use e-participation”.
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3)Interaction: In the words of e-participation, citizens can interact with each other and with the
government. As per (Chang & Chuang, 2011; Lin & Lu, 2011b), interaction has a favorable im-
pact on both the continuous intention to use online social networks and on the quality of
knowledge sharing behavior respectively. Despite the possibility that thousands of citizens's may
participate in e-participation even though they are strangers to each other, citizen's can use a va-
riety of e-participation platforms to promote their interests in using e-participation tools that are
approved by local governments for consultation and decision-making sessions.

Ha: “Interaction will have a positive effect on the intention to use e-participation”.

4)Reciprocity: In terms of e-participation usage, it refers as “sense of mutual support among
participatory community members”’(Wellman, B., & Gulia, 1999), members may contribute to e-
participation for a common objective despite not knowing one another, which could foster a
sense of reciprocity among the community as a whole.

H4: “Reciprocity will have a positive effect on the intention to use e-participation”.

The study explores the impact of social capital theory on e-participation, highlighting the
importance of understanding the variables influencing citizens' online participation. It aims to
develop better E-participation by examining how social capital elements affect individual behav-
iors and the influence of social capital on citizen intention to use E-participation Figure 1.

RESEARCH METHODOLOGY

Theoretical Framework

FIGURE 1
RESEARCH MODEL

Measurement
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For this present study, a cross-sectional study was considered most suitable as the re-
searcher attempted to access the influence of Social Capital on citizens’ “intention to use” e-
participation

In the present study, researcher designed structured questionnaire to record the opinion of
experts. The experts included students, self-employed, government employees, private employ-
ees, retired and unemployed from the chosen five districts of Punjab (i.e Ludhiana, Patiala, Bath-
inda, Amritsar & Jalandhar). The sampling unit will consist of any individual aged 18 years or
older residing in the districts being studied in Punjab. The reason for selecting this age range as
the sampling unit is that individuals in this age bracket are believed to be mature and knowledge-
able.

A sample size of 450 citizens is determined based on the total number of voters, a 95% -
“confidence level” & a 5% - “margin of error”. As of the Punjab Legislative Assembly election
in February 2022, a total of 21499804 voters were included in the sample calculation. A sample
of 90 respondents was selected from each district to make a total sample of 450 from Punjab
state. To remove the bias in choosing a sample, multistage quota sampling was used. Partial least
squares structural equation modelling method (PLS-SEM)(Hair et al., 2019) was used to evaluate
the research model.

Data Analysis and Results

To assess the research model, Hair et al., (2019) PLS-SEM utilizing Smart PLS was used.

Fornell & Bookstein, (1982) PLS, a SEM technique based on an iterative strategy that maximizes
the explained variance of endogenous components, was first developed by (Wold, 1974, 1985).
PLS-SEM operates much like a multiple regression analysis (Hair et al., 2011).
In this study, a dependent variable is intention to use, whereas an independent variable is social
capital, which further incorporates four variables i.e. Identification, Reciprocity, Social Interac-
tion & Trust in Government. The analysis involved in this study is testing of adjusted R2 &
structural model path coefficients. Hence, a structural model was evaluated to examine the hy-
pothesized relationships from H1 to H4 within the model.

Measurement Model

The study focuses on assessing the reflective outer model of a theoretical model, which
includes reflective constructs. Reflective indicators are representative items in a construct's con-
ceptual domain, interchangable and strongly correlated. Two stages of testing are the validity test
and the reliability test. The validity test ensures that the instruments accurately represent latent
variables and two kinds of validity tests that must be performed: convergent and discriminant
validity tests.

“Convergent validity is the extent to which the construct converges to explain its items'
variance”(Hair Jr. et al., 2014). If the outer loading of a variable is more than 0.7, it is considered
to reflect its latent variable, and if the AVE threshold value is 0.5, it indicates strong convergent
validity (Hair Jr. et al., 2014). As per Henseler et al., (2015), the determination of discriminant
validity is assessed by examining the Heterotrait-Monotrait Ratio (HTMT). In case of HTMT,
Heterotrait-Monotrait Ratio needing to be less than the 0.9 threshold (Henseler et al., 2015).

In the present study, Hair et al., (2019), the AVE for all latent constructs exceeds the val-
ue 0.6, which is well above the required minimum level of 0.50. Therefore, the measures of all
the constructs can be said to have high level of convergent validity. Furthermore, it is regarded as
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highly acceptable for observed variables to have an outer load of 0.7 or higher. As per Table 1,
outer loads varied from 0.72 to 0.91. This indicates that the structure represents more than half of
the indicator's variance, resulting in acceptable item validity. Table 2, highlights the HTML val-
ues which is well above the required minimum level i.e. 0.9. As a result, the model has strong
discriminant validity.

Tablel
HTMT RATIO (DISCRIMINANT VALIDITY)
Constructs R SIN TIG ID U
R-Reciprocity
SIN-Social Interaction 0.539
TIG- trust in Government 0.613 0.688
ID-Identification 0.556 0.410 0.441
IU-Intention to Use 0.748 0.758 0.804 0.554

*R-Reciprocity, SIN-Social Interaction, TIG- trust in Government, ID-ldentification, 1U-
Intention to Use.

Reliability Test

The reliability test is the second stage of measurement model testing, assessing whether a
questionnaire accurately measures the variable being measured (Hair et al., 2011). It ensures
consistency in the research study by assessing internal consistency reliability (IC) of constructs
and considering Cronbach's o and composite reliability. Cronbach's o measures “the extent to
which items intended to measure a construct are interrelated and whose variance is derived from
a common source”(Netemeyer et al., 2003).

Composite reliability measures consistency between multiple measurements of a variable
(Bacon et al., 1995). According to Hair Jr. et al., (2014) both have the cut-off values for
Cronbach's a and composite reliability usually is 0.7.

In the present study, Table 2, indicates that the CR & alpha for each variable are more
than 0.7 which shows that the values of both Cronbach's alpha and composite reliability are
greater than the minimum required level i.e. greater than 0.7. It signifies a good level of internal
consistency reliability for the scale. Thus, the scales are measuring the same construct and very
reliable. Table 2 represents the reliability statistics. Thus, the scales are measuring the same con-
struct and very reliable. Table 2 represents the reliability statistics.

Table 2
RESULTS OF REFLECTIVE CONSTRUCT ASSESSMENT
Latent Indicators tOOLrJ;er Loading - Indica- gce)m%?;sils zgﬂgach‘s AVE | Decision
(CR)
ID1 0.91
Identification ID2 0.87 *0.864 *0.862 *0.783 | Retain
ID3 0.875
U1 0.765
Intention to Use 1U10 0.812 *0.952 *0.952 *0.633 | Retain
1U11 0.793
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1U12 0.812
1U13 0.823
1U2 0.772
1U3 0.802
U4 0.808
1U5 0.787
1U6 0.802
U7 0.804
1U8 0.775
1U9 0.783
R1 0.812
R2 0.828
. . R3 0.846 .
Reciprocity =Y 0.853 *0.915 *0.914 *0.700 | Retain
R5 0.845
R6 0.835
SIN1 0.857
. . SIN2 0.891 .
Social Interaction SING 0.892 *0.915 *0.896 *0.763 | Retain
SIN4 0.853
TG1 0.773
TG10 0.81
TG11 0.799
TG2 0.73
TG3 0.787
trust in Government | TG4 0.787 *0.939 *0.937 *0.613 | Retain
TG5 0.763
TG6 0.728
TG7 0.781
TG8 0.797
TGY 0.85

Structural Model

The research model undergoes a structural model test, examining the relationship be-
tween latent variables. Hypothesis testing is conducted by examining the significance score be-
tween constructs, which relies on bootstrapping standard error to compute empirical "t values”
and "p values.". The study's structural model is assessed using the significance of relationships
and the coefficient of determination (R2 value).

This study uses a 5% significance level in marketing research to test the significance of
path coefficients. Empirical t values and p values are used to assess these levels, with a p value
smaller than 0.05.

Adjusted R-squared penalizes the inclusion of unnecessary variables, increasing the value
only if new variables significantly improve the model's performance. The researcher used Ad-
justed R square in this study to measure the model's predictive power in their study.

In this present research, trust in government, reciprocity, social interaction, & identifica-
tion are the variables for measuring social capital. As per the Table 3 & Figure 2, the social capi-
tal (reciprocity, social interaction, trust in government, & identification) adjusted R square value
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for “intention to use” e-participation is 0.74. This demonstrates that 74 percent of the variation is
explained by this study model in the “intention to use” e-participation.

Further, on considering particular variables of social capital, the beta value of identifica-
tion is 0.11, t-value is 3.15 and P-value regarding “intention to use” e-participation is 0.000.
Thus, this shows that “intention to use” in regard to E-participation is significantly impacted by
identification variable. H2 is therefore supported. Hence, Identification positively influences
“Intention to Use” e-participation. The identification has significant positive impact on “intention
to use” e-participation.

Similarly, the beta value of reciprocity is 0.30, t-value is 6.26 and p-value towards “inten-
tion to use” e-participation is 0.000. Thus, this shows that “intention to use” in regard to E-
participation is significantly impacted by reciprocity variable. Thus, H3 is supported. Hence, the
reciprocity positively influences “Intention to Use” e-participation. It has significant positive im-
pact on “intention to use” e-participation.

Likewise, the beta value of social interaction is 0.29, t-value is 7.28 and p-value towards
“intention to use” e-participation is 0.000. Thus, this shows that “intention to use” in regard to E-
participation is significantly impacted by social interaction variable. Thus, H4 is supported.
Hence, reciprocity positively influences “intention to use” e-participation.

Lastly, the beta value of trust-in-government is 0.37, t-value is 8.15 and p-value towards
“intention to use” e-participation is 0.000. Thus, this indicates that “intention to use” in regard to
E-participation is significantly impacted by trust-in-government variable. Thus, H5 is supported.
Hence, trust-in-government positively influences citizen's “intention to use” e-participation.
Result indicated that a higher significant influence on “intention to use” e-participation is found
for trust in government ($=0.37*, t=8.15, p<0.05), which is followed by reciprocity (=0.30%*, t=
6.26, p<0.05), social interaction (f=0.29%*, t=7.28, p<0.05), and identification (f =0.11%*, t =3.15,
p <0.025).

In conclusion, every social capital variable has a strong favourable influence on citizens'
“intention to use” e-participation. Thus, it is clear that citizens' “intention to use” e-participation
is significantly positively impacted by social capital.

Table 3
PATH COEFFICIENTS OF THE INNER MODEL - MAIN EFFECTS
Dependent Variable | Independent Variable B T Statis- | Adjusted R-
tics square
Intentionto  Use Identification 0.11* 3.15
| Reciprocity 0.30* | 6.26 074
| Social Interaction 0.29* 7.28 '
‘ Trust in government 0.37* 8.15
| *p value< 0.05
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FIGURE 2
THEORETICAL MODEL

DISCUSSION

This research examines social capital through four variables: identification, reciprocity,
social interaction, and trust in government. This reflects that although users of e-participation
technologies are strangers to one another, they may utilize e-participation technologies to seek
similar goals, which could give the impression that others are supporting the same community
objectives. This result is consistent with other studies. Chang & Chuang, (2011) found that an
individual's feeling of identification had a favourable impact on employees’ intention to share
knowledge in an industry setting. In light of actual use of e-participation in online communities,
(Naranjo-Zolotov, et al., 2019a) found that a netizen's feeling of identification towards the
community had a favourable effect. Furthermore, reciprocity significantly influenced “intention
to use” e-participation. This indicates that despite the lack of familiarity of citizens with one an-
other, they would like to use e-participation for a shared objective, which could result in devel-
oping a sense of cooperation among the community as a whole. In simple words, the willingness
for e-participation usage is higher among members of the community if the effort they invested
on the e-participation platform is likely to be returned. Finally, this result is consistent with an-
other studies. Sauk et al., (2013) results confirmed that both employees' implicit and explicit
intentions to share knowledge were significantly strengthened by reciprocity. Further, Chang &
Chuang, (2011) mentioned that in virtual communities, the practice of sharing knowledge was
significantly and favorably impacted by reciprocity. But Naranjo-Zolotov, et al., (2019b) has re-
ported in their study a non-significance of reciprocity in regard of usage behavior of e participa-
tion. Likewise, social interaction has significantly influenced the “intention to use” e-
participation. This outcome is aligned with past studies. Researchers discovered that interaction
favorably affected continuous intention to use online social networks & on the knowledge shar-
ing behavior respectively (Chang & Chuang, 2011; Lin & Lu, 2011a). Lastly, Trust in govern-
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ment is significantly influenced “intention to use” e-participation. This means that the willing-
ness of the populace to comply, accept, cooperate & support innovative governmental policies &
initiatives is reflected in their level of faith in the government. That is, individuals who have a
higher level of trust in the government are more willing to contribute a larger quantity of ideas
on e- participation platforms. Furthermore, when citizens have confidence in the government,
they are more inclined to exhibit a higher level of interest with governmental affairs and in turn,
are more inclined to utilize e-participation platforms. Long-term implementation of e-
participation can potentially enhance people' trust in local governing bodies, hence indirectly
promoting social capital within the participatory community members (Warren et al., 2014).

This result is aligned with other previous research studies. Result demonstrated that active e-
participation is positively & significantly correlated with trust in the government. In another
study, Lee believed that, in the context of e-government, e-participation in agenda-setting would
be positively correlated with trust in the government (Lee & Kim, 2018). As per Choi & Song,
(2020), a higher probability of e-participation is correlated with a greater degree of trust towards
the government, which helps to explain what makes some persons engage in e-participation but
not others. But the result of this current study contradicts the study of (Naranjo-Zolotov et al.,
2019Db) discovered that there was no relationship between the “intention to use” e-participation &
citizens' trust towards the government.

CONCLUSION

This current study revealed that all the four variables of social capital (Identification, reci-
procity, social interaction, and trust in government) have positive significant impact on “inten-
tion to use” e-participation which reflects that citizen's trust in government signals that as the
government is ultimately responsible for putting the results of consultation or decision-oriented
processes into practice, it is the government who will be responsive towards the citizens for their
requirements and act in their best interests. Also, trust in government reflects citizens’ willing-
ness to comply, cooperate, adopt, and support government policies and innovative programs.
Further, identification indicated that citizens feel identified with the community i.e. there is a
feeling of belonging of the citizens to a community. They are more willing to use e- participation
or use it more frequently to contribute to that community. Similarly, social interaction reflects
that Even though e-participation might include numerous of individuals who are strangers to one
another, people can use the online social networks that are already in place to promote their ef-
forts about e-participation technologies that are supported by local governments for consultation
and decision-making. Lastly, reciprocity signals that a participatory community's members per-
ceive one another as helpful, despite their lack of familiarity with one another. They contribute to
e-participation towards a shared objective, which fosters a sense of reciprocity within the com-
munity as a whole. The results can assist the public sector in developing long-term strategies to
encourage and disseminate e-participation among people. Specifically, highlighting the potential
benefits for the community and praising the contributions received by participants and how those
contributions had a positive effect on the community.

Implications

This study's findings underscore the significant influence of social capital dimensions—
identification, reciprocity, social contact, and faith in government—on people' intentions to uti-
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lize e-participation platforms. These insights hold considerable ramifications for politicians, gov-
ernmental entities, and organizations advocating digital governance.

Theoretical Implications

The research contributes to the literature on e-participation by presenting empirical insights
on how various dimensions of social capital contribute to citizens' use of digital participation
mechanisms. It confirms the hypothesis that trust in government is critical to enforcing compli-
ance, cooperation, and acceptance of digital governance projects. In addition, identification and
social interaction highlight the social and psychological aspects of e-participation, affirming that
civic engagement is strengthened by community belongingness and network effects. Reciprocity
also supports the argument that cooperation among individuals creates a collaborative and inclu-
sive e-participation setting.

Managerial Implications

The research emphasizes for public managers and digital governance strategists the re-
quirement of building trust and strengthening community identification to improve the ac-
ceptance of e-participation platforms. Government departments should guarantee that citizen
comments are obviously included into policy and follow open decision-making procedures. Us-
ing internet social networks can also greatly increase awareness and involvement, therefore mo-
tivating more people to take part. Strategies should also include highlighting success stories and
showing how citizen contributions have resulted in significant legislative changes, therefore
highlighting the advantages of e-participation.

Practical Contributions

Governments should actively work on enhancing public trust by maintaining transparency
in e-governance projects, ensuring data security, and responding effectively to citizen concerns.
Strengthening community identity through online forums, discussion groups, and targeted cam-
paigns can make citizens feel more connected and motivated to participate in digital platforms.
Governments can integrate e-participation features with existing social media platforms to facili-
tate discourse, collaboration, and information sharing. Acknowledging and rewarding active con-
tributors can enhance reciprocity, reinforcing the perception that individual participation leads to
tangible benefits for the community. Conducting workshops and digital literacy programs to ed-
ucate citizens about the benefits of e-participation and how they can effectively engage with
government initiatives.

These approaches help government agencies build a more inclusive, interactive, and partic-
ipatory digital governance ecosystem, hence increasing citizen involvement and improving the
results of policies.

ACKNOWLEDGMENTS

We would like to express our sincere gratitude to all the individuals and organizations who
contributed to the successful completion of this study. Special thanks to our colleagues and men-
tors for their valuable insights and constructive feedback throughout the research process. We
also extend our appreciation to the participants who generously took the time to share their per-

11 1528-2678-29-5-216

Citation Information: Kaur, R. & Kaur, M. (2025). Exploring the role of social capital in shaping citizens' intentions to use e-
participation platforms. Academy of Marketing Studies Journal, 29(5), 1-13.



spectives and experiences, making this research possible. Lastly, we are grateful to our family
and friends for their unwavering encouragement and support.

REFERENCES

Acedo, A., Painho, M., & Casteleyn, S. (2017). Place and city: Operationalizing sense of place and social capital in
the urban context. Transactions in GIS, 21(3), 503-520.

Babaei, H., Ahmad, N., & Gill, S. S. (2012). Bonding, bridging and linking social capital and empowerment among
squatter settlements in Tehran, Iran. World Applied Sciences Journal, 17(1), 119-126.

Bacon, D. R., Sauer, P. L., & Young, M. (1995). Composite Reliability in Structural Equations Modeling. Educa-
tional and Psychological Measurement, 55(3), 394-406.

Chang, H. H., & Chuang, S. S. (2011). Social capital and individual motivations on knowledge sharing: Participant
involvement as a moderator. Information and Management, 48(1), 9-18.

Choi, J. C., & Song, C. (2020). Factors explaining why some citizens engage in E-participation, while others do not.
Government Information Quarterly, 37(4), 101524.

Fornell, C., & Bookstein, F. L. (1982). Structural to Consumer. Journal of Marketin Research, 19(4), 440-452.

Gil de Zufiga, H. (2012). Social Media Use for News and Individuals’ Social Capital, Civic Engagement and Politi-
cal Participation. Journal of Computer-Mediated Communication, 17(3), 319-336.

Hair Jr., J. F., Gabriel, M. L. D. da S., & Patel, V. K. (2014). Modelagem de Equagdes Estruturais Baseada em Co-
variéncia (CB-SEM) com o0 AMOS: Orienta¢des sobre a sua aplicacdo como uma Ferramenta de Pesquisa de
Marketing. Revista Brasileira de Marketing, 13(2), 44-55.

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet. Journal of Marketing Theory and
Practice, 19(2), 139-152.

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). The Results of PLS-SEM Article information. Europe-
an Business Review, 31(1), 2-24.

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing discriminant validity in variance-
based structural equation modeling. Journal of the Academy of Marketing Science, 43(1), 115-135.

Kipenis, L., & Askounis, D. (2016). Assessing e-Participation via user’s satisfaction measurement: the case of
OurSpace platform. Annals of Operations Research, 247(2), 599-615.

Lee, J., & Kim, S. (2014). Active Citizen E-Participation in Local Governance : Do Individual Social Capital and E-
Participation Management Matter ?

Lee, J., & Kim, S. (2018). Citizens’ e-participation on agenda setting in local governance: Do individual social capi-
tal and e-participation management matter? Public Management Review, 20(6), 873—-895.

Lin, K. Y., & Lu, H. P. (2011a). Intention to continue using facebook fan pages from the perspective of social capital
theory. Cyberpsychology, Behavior, and Social Networking, 14(10), 565-570.

Lin, K. Y., & Lu, H. P. (2011b). Why people use social networking sites: An empirical study integrating network
externalities and motivation theory. Computers in Human Behavior, 27(3), 1152-1161.

Lin, N., Fu, Y., & Hsung, R.-M. (2001). The_position_generator_measurement_techn. In Structural Holes versus
Network Closure as Social Capital.

Machalek, R., Martin, M. W. (2015). Neo-Darwinian Evolutionary Theory and Sociology. Handbook of Evolution
and Society: Toward an Evolutionary Social Science, 1-52. In handbook of evolution and society (pp. 1-52).

Nahapiet, J., & Goshal, S. (1998). Creating organizational capital through intellectual and social capital. Academy of
Management Review, 23(2), 242—-266.

Naranjo-Zolotov, M., Oliveira, T., & Casteleyn, S. (2019). Citizens’ intention to use and recommend e-participation:
Drawing upon UTAUT and citizen empowerment. Information Technology and People, 32(2), 364—386.

Naranjo-Zolotov, M., Oliveira, T., Cruz-Jesus, F., Martins, J., Gongalves, R., Branco, F., & Xavier, N. (2019a). Ex-
amining social capital and individual motivators to explain the adoption of online citizen participation. Future
Generation Computer Systems, 92, 302—-311.

Naranjo-Zolotov, M., Oliveira, T., Cruz-Jesus, F., Martins, J., Gongalves, R., Branco, F., & Xavier, N. (2019b). Ex-
amining social capital and individual motivators to explain the adoption of online citizen participation. Future
Generation Computer Systems, 92, 302-311.

Netemeyer, R. G, Bearden, W. O., & Sharma, S. (2003). Scaling procedures: Issues and applications. sage publica-
tions. In scaling procedures.

Putnam, R. D. (1994). Project Report Social Capital and Public Affairs. Buletin of the American Academy of Arts
and Science, 47(8), 5-19.

12 1528-2678-29-5-216

Citation Information: Kaur, R. & Kaur, M. (2025). Exploring the role of social capital in shaping citizens' intentions to use e-
participation platforms. Academy of Marketing Studies Journal, 29(5), 1-14.


https://onlinelibrary.wiley.com/doi/abs/10.1111/tgis.12282
https://onlinelibrary.wiley.com/doi/abs/10.1111/tgis.12282
https://www.sciencedirect.com/science/article/pii/S0740624X20303038
https://link.springer.com/article/10.1007/s10479-015-1911-8
https://link.springer.com/article/10.1007/s10479-015-1911-8
https://www.sciencedirect.com/science/article/pii/S0747563210003766
https://www.sciencedirect.com/science/article/pii/S0747563210003766
https://www.sciencedirect.com/science/article/pii/S0167739X18313396
https://www.sciencedirect.com/science/article/pii/S0167739X18313396

Academy of Marketing Studies Journal Volume 29, Issue 5, 2025

Putnam, R., Putnam, R., Putnam, R., Putnam, D., & PUTNAM, R. (1993). “The prosperous community: Social capi-
tal and public life.” The American Prospect, 4(13), 35-42.

Seebg, @., Rose, J., & Skiftenes Flak, L. (2008). The shape of eParticipation: Characterizing an emerging research
area. Government Information Quarterly, 25(3), 400-428.

Seebg, @., Rose, J., & Skiftenes, L. (2008). The Shape of Eparticipation : Characterizing an Emerging Research Area
The shape of eParticipation : Characterizing an emerging research area.

Sauk, Y., Kim, B., Lee, H., & Kim, Y. (2013). International Journal of Information Management The effects of indi-
vidual motivations and social capital on employees’ tacit and explicit knowledge sharing intentions. Interna-
tional Journal of Information Management, 33(2), 356—366.

Teo, T. S. H,, Srivastava, S. C., & Jiang, L. (2008). Trust and electronic government success: An empirical study.
Journal of Management Information Systems, 25(3), 99-132.

Wang, Z., Mcnally, R., & Lenihan, H. (2018). The role of social capital and culture on social decision-making con-
straints : A multilevel investigation. European Management Journal, 1-11.

Warren, A. M., Sulaiman, A., & Jaafar, N. I. (2014). Social media effects on fostering online civic engagement and
building citizen trust and trust in institutions. Government Information Quarterly, 31(2), 291-301.

Wellman, B., & Gulia, M. (1999). A network is more than the sum of its ties: the network basis of social support.
Networks in the global village,. In Networks in the global village (pp. 83-118.).

Wold, H. (1974). Causal flows with latent variables. Partings of the ways in the light of NIPALS modelling. Europe-
an Economic Review, 5(1), 67-86.

Zhao, L., Lu, Y., Wang, B., Chau, P. Y., & Zhang, L. (2012). Cultivating the sense of belonging and motivating user
participation in virtual communities: A social capital perspective. International journal of information man-
agement, 32(6), 574-588.

Received: 16-May-2025, Manuscript No. AMSJ-25-15932; Editor assigned: 17-May-2025, PreQC No. AMSJ-25-15932(PQ); Reviewed:
18-Jun-2025, QC No. AMSJ-25-15932; Revised: 06-Jul-2025, Manuscript No. AMSJ-25-15932(R); Published: 12-Jul-2025

13 1528-2678-29-5-216

Citation Information: Kaur, R. & Kaur, M. (2025). Exploring the role of social capital in shaping citizens' intentions to use e-
participation platforms. Academy of Marketing Studies Journal, 29(5), 1-13.


https://www.sciencedirect.com/science/article/pii/S0740624X0700055X
https://www.sciencedirect.com/science/article/pii/S0263237318300501
https://www.sciencedirect.com/science/article/pii/S0263237318300501
https://www.sciencedirect.com/science/article/pii/S0268401212000278
https://www.sciencedirect.com/science/article/pii/S0268401212000278

