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1. Introduction

To many organizations, innovation is considered to be a sine qua non for the business success and
proliferation in the recent capricious and complex environment (Panuwatwanich et al., 2008).
Unfortunately, most of the innovations appear unsuccessful, often resulting in failure and frustration
(Kitsios & Grigoroudis, 2020; Maura Sheehan et al., 2013; Tidd et al., 1998). To manage innovations
successfully, effective utilization of intangible resources at the inter-organizational level is particularly
important because it is the place where innovation activities take place to achieve superior
performance/returns (Panuwatwanich et al., 2008). Among intangible resources, organizational social
capital has recently gained prominence, i.e. “the actual and potential resources embedded within,
available through, and derived from the social networks within an organization that may be mobilized in
order to increase the success rate for specific actions” (Nahapiet & Ghoshal, 1998; Yu, 2013). It facilitates
relationships between employees in order to share information, mobilize resources, exchange knowledge,
cooperate and coordinate collective activities to create innovations (Adler & Kwon, 2002; Sanchez-
Famoso et al., 2014).

Despite having the potential for organisational innovation, social capital can prepare grounds for
innovation failure (Chou, 2006; Dasgupta, 2000), if not handled properly. Without social capital, it is
difficult for employees to exchange resources and perform new activities to create innovations. Thus,
employees’ reluctance to interact, cooperate and trust each other for exchanging knowledge within a
formal group, may influence an organization’s innovative outcomes, which subsequently affect its
performance in the market. Alguezaui and Filieri (2010) suggested the relationship between social capital
and innovation is still contentious, thus need more systematic research. Therefore, this study proposes
how inter-organizational social capital stimulate organizational innovation.
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In addition, an emotional tie with the organization plays a vital role in building favourable or
unfavourable perceptions towards an organization (Wu et al., 2008), which may subsequently influence
the innovation process. Read et al. (2011) and Thomson et al. (2005) stated that an individual who
develops an emotional attachment to a product with which he is in contact with a certain period of time,
is more likely to invest in, committed to and willing to make sacrifices for that product. In a similar vein,
employees’ emotional attachment to an organization might predict their affectional bonding,
commitment, involvement and connection to the organization. Prior studies reported well-established
associations of consumers’ emotional attachment to brands (Thomson et al., 2005), an eBook reader
(Waheed et al., 2015), pets (Sable, 1995), and places (Jang et al., 2015), less has been portrayed in term
of employees’ emotional attachment to the organization and its effect on innovation outcomes. Therefore,
this study proposes how employees’ emotional attachment stimulate organizational innovation.

Furthermore, organizations require an appropriate internal environment that supports and encourages
employees to work without hesitation (Wu et al., 2008) and build social relations. Thus, this study
unearths the possible effect of organizational climate as a potential moderator in a relationship between
social capital, emotional attachment, and innovation in an inter-organizational context. The following
research questions are raised to understand the highlighted research gap.

i) How do social capital and employees’ emotional attachment stimulate organizational
innovation?

i) Does organizational climate moderates the relationship between social capital, emotional
and organizational innovation?

2. Theoretical Background
2.1. Overview of Social capital theory and Attachment theory

The theoretical groundings of social capital theory (SCT) stemmed from the community research
(Jacobs, 1961), where it highlighted the notion that networks of strong interpersonal relationships that
develop over a certain period of time, provide the basis for cooperation, trust and collective actions in
city communities. The predominant use of social capital phenomenon is highlighted for career success
(Seibert et al., 2001) and later adapted in various contexts from 1984 to 2014 see Figure 1.
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Figure 1: Social Capital Literature Map
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Thereafter, the concept has been applied to underscore the significance of social phenomena in
many studies such as geographic regions (Putnam, 1993), young child development (Loury, 1977),
nations (Quddus et al., 2000) and organizations (Baker, 1990). SCT emphasizes that interpersonal
relationships promote rapport, trust, and goodwill, which in turn yield positive work-related outcomes
(Maurer & Ebers, 2006). Social capital provides access to a wide range of information resources,
facilitates the combination and exchange of these resources, and propels innovation (Adler & Kwon,
2002; Tsai & Ghoshal, 1998). Onyx (2000) noted an association exists between social capital and
innovation. Luthans and Youssef (2004) emphasized on organizations’ internal resources — human,
psychological and social capital — development enables them to gain a competitive advantage in the
market. Organizations can retain advantages through complex and dynamic interrelationships. Yuanhui
Li and Jin (2015) found that top managements’ social capital effectively affects marketing strategies
such as product development, marketing communication, pricing and distribution strategies.
Additionally, scholars indicated that social capital can take different forms such as trust, interaction,
norms, networks ties, shared codes and languages, shared narratives, identification (Jiang & Liu, 2015;
Nahapiet & Ghoshal, 1998; Putnam, 1993)
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Figure 2: Attachment Theory Literature Map

On the other hand, attachment theory predicts the nature of an individual's interaction with a specific
object (Bowlby, 1977). It deals with individuals’ tendency to develop, dissolve and maintain affectionate
ties with particular others (Bartholomew & Horowitz, 1991; Hazan & Shaver, 1994). A number of
studies used the attachment theory in different contexts See Figure 2. McBride et al. (2021) explained
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the social, psychological impact of COVID-19 on people. Similarly, attachment style and temperament
were studied and showed that the Italian population is severely affected during the COVID-19 pandemic
(Moccia et al., 2020). Studies suggested individuals’ emotional ties are most influential in an
organizational context, as employees create favourable perceptions of the organization and perform
better in the presence of strong emotional ties (Amabile & Kramer, 2015; Wu et al., 2008). Strong
emotions also provide motivation to act or not to act at certain points, and propel the innovation process
(von Koskull et al., 2016). Further, emotional ties with a place, developed through experiences,
significantly shape individuals’ future behavioural intentions with respect to that place (Yuksel et al.,
2010). Similarly, Jang et al. (2015) emphasized emotional attachment in building consumers’ loyalty to
green stores, maintaining their close relationship and commitment to that place. In marketing research,
Whan Park et al. (2010) recently found emotional attachment as a significant determinant of actual brand
purchase and a driver of brand loyalty. In the e-book reader context, Waheed et al. (2015) employed the
attachment theory and innovation adoption model and suggested that the individuals’ emotional
attachment with paper books negatively influence the eBook reader adoption. Prior studies highlighted
the importance of emotional attachment in different contexts. However, employees’ emotional
attachment to the organization and its association to innovation has not been addressed so far. Therefore,
borrowing from the previous stream of work on social capital and emotional attachment, this study
proposed a comprehensive framework to integrate the relationships among social capital, emotional
attachment, organizational climate, and innovation.

3. Research Framework and Hypotheses

Following are the proposed hypotheses covering the relationship between social capital, emotional
attachment, and innovation along with the moderating role of organizational climate.

3.1. Social Capital and Organizational Innovation
3.1.1. Trust

Inferring from Rousseau et al. (1998) and Misztal (2013), this study referred to trust as ‘an
individual’s willingness to accept others intended actions and behaviours appropriate from his/her point
of view’. Trust is considered one of the crucial elements of social capital. Trust develops over time and
facilitates greater openness to combine and exchange resources necessary for the value creation process.
Organizations characterized by high levels of trust tend to innovate more (Landry et al., 2002), whereas
low trust levels discourage innovation (Knack & Keefer, 1997). Interpersonal trust is crucial for
knowledge generation in highly ambiguous and uncertain settings and encourages knowledge sharing,
communication of ideas and problem solving (Wu et al., 2008). Keeping these notions in view, this study
argues that the more employees trust each other for exchanging knowledge without concealment and
suspicion in intra-organizational settings, the more will be the organization’s innovative outcomes. Thus,
this study postulates;

Propositionl: Trust significantly affects organizational innovation.

3.1.2. Interaction density

In an organizational context, formal work-oriented relationships are the main reasons why employees
interact with each other (Jiang & Liu, 2015). Nahapiet and Ghoshal (1998) suggested that interaction as
an important source to maintain and strengthen the social relationships among employees, which
otherwise die out. Close interactions allow employees to know each other, create a common
understanding of goals and task issues, share important information and gain access to each other’s
resources, which in turn foster the generation and implementation of new ideas (Sanchez-Famoso et al.,
2014), which in turns influence innovation. Moreover, the organization brings its employees together to
participate, supervise and coordinate assigned tasks and activities, particularly during the innovation
process (Galbraith, 1973; Nahapiet & Ghoshal, 1998). In such circumstances, employees’ interaction is
crucial as it provides them with the opportunity to share information and exchange knowledge to generate
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a pool of ideas for innovation development. In this regard, this study argues that the more employees
interact with each other, the more they are open to each other. This generates an opportunity for
employees to produce new creative ideas to develop innovation. Thus, this study postulates;
Proposition2: Interaction density significantly affects organizational innovation.

3.1.3. Cooperation

Jiang and Liu (2015) emphasized although different kinds of relationships may trigger employees’
motivation in communication the cooperative working relationships are the most noticeable ones. It has
been reported that cooperative relationships have the potential to predict the diverse behaviours of
individuals during task accomplishment (Qin et al., 1995). To enhance the cooperative effectiveness, they
are likely to build upon the common norm, fulfil the expectations of others and take on their own
obligations (Jiang & Liu, 2015). Kiratli et al. (2016) further suggested that creativity comes largely from
individuals’ collaborations when working collectively. In the context of this study, this study argues that
the more employees cooperate with each other, the more they are able to understand each other, help each
other, and identify ways together to solve problems during the value creation process and produce
innovative outcomes. Thus, this study postulates.

Proposition3: Cooperation significantly affects organizational innovation.
3.2. Emotional Attachment and Organizational Innovation

Inferring from Thomson et al. (2005), this study referred to the emotional attachment as ‘an emotion-
laden target specific bond between an employee and an organization’. Emotional attachment is
associated with stronger feelings of affection, passion, and connection (Read et al., 2011; Waheed et al.,
2015). Emotional attachment predicts an individual’s long-term association with a specific object
(Thomson et al., 2005). Individuals can develop an emotional attachment to a variety of objects such as
brands (Fedorikhin et al., 2008), groups (Paxton & Moody, 2003) and celebrities (Giles & Maltby, 2004).
In a customer-brand relationship, customers’ emotional attachment is underpinned by brand affection,
love, and connection. These characteristics suggested that customers having strong emotional
attachments are tend to be more committed, more involved through emotions, connected to the brand
and stay in a long term relationship with that organization (Thomson et al., 2005). In the workplace
context, emotional attachment binds employees to the organization, generating desire-driven persistence
(Grisaffe & Nguyen, 2011). Therefore, this study argues that employees who might have strong
emotional attachment to the organization are more likely to psychologically invest in their work. The
affectionate ties make them be highly motivated to invest effort into the tasks, dedicated by being
passionately involved and committed to accomplish these tasks. This in turns lead them to generate
organizationally valued novel ideas, which serve as building blocks for enhancing innovative outcomes
such as generating new innovative products and services. Thus, this study postulates.

Proposition4: Affection significantly affects organizational innovation.
Proposition5: Passion significantly affects organizational innovation.
Proposition6: Connection significantly affects organizational innovation.

3.3. The moderating role of Organizational Climate

Inferring Prior studies indicated that an organization’s climate is important to consider when
individuals perform activities in a group and there is a need to overcome others’ contrasting points of
view (Kiratli et al., 2016). A favourable organizational climate may encourage employees to accept and
trust others’ viewpoints to achieve desired outcomes. Moreover, it is argued that a supportive
organizational climate may facilitate employees to derive fruitful meaning from their interaction and
devise desired results. Additionally, it may promote cooperative working relationships among
employees. Furthermore, an encouraging climate might shape the employees’ affectionate feelings
towards their organization and their sense of association with the organization, which may motivate them
to passionately engage and invest in innovation development activities. Keeping these notions in view,
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this study postulates;

Proposition 1a: The relationship between trust and organizational innovation is significantly
moderated by organizational climate.

Proposition 2a: The relationship between interaction density and organizational innovation is
significantly moderated by organizational climate.

Proposition 3a: The relationship between cooperation and organizational innovation is significantly
moderated by organizational climate.

Proposition 4a: The relationship between affection and organizational innovation is significantly
moderated by organizational climate.

Proposition 5a: The relationship between passion and organizational innovation is significantly
moderated by organizational climate.

Proposition 6a: The relationship between connection and organizational innovation is significantly
moderated by organizational climate.

4. Research Methodology

Proposed Setting
The proposed research setting is the consumer electronics manufacturers operating in Italy.
Sample and data collection

The targeted population for the study is the executives and managers, working in the R & D
department of chosen companies and a random sampling technique is used to select the respondents. The
study will use the quantitative approach to validate the research framework by using the questionnaire
survey for data collection.

5. Discussion

Implantation of social capital theory and attachment theory contributes towards building a novel
theoretical framework to measure social capital, emotional attachment, and innovation relationships.
This study provides the first attempt by integrating three social capital dimensions (trust, interaction
density, and cooperation) and three-dimensional emotional attachment aspects (affection, passion, and
connection) to determine innovation in an inter-organizational context. The possible upsurge of
innovation products in the presence of organizational climate is also taken into account- as employees
may rely on the organization’s climate to develop appropriate behaviours to act in different situations.
Implications are for practitioners and managers — while focusing on the strategies to promote social
relationships — to manage the organizational intangible resources such as social capital is particularly
important to consider because it is the place where innovation activities take place. Management can
mobilize employees’ resources and efforts to develop innovations, which subsequently lead the
organization into good profits. Keeping account of employees’ social capital and emotional attachment
may help the organization to take an innovative position in the market. Organizations can create such an
environment that encourages employees to communicate openly, share their vision, interact, cooperate
and trust each other. Further, they can improve the organizational climate to nurture the emotional needs
of employees.
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