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Abstract 
Recent research has highlighted the critical role of management education in 
unlocking employee creative potential. However, the underlying social struc-
tures that facilitate or hinder this creative process has been less highlighted. 
This study focused on investigating the impact of structural social capital on 
employee creativity within the hotel industry in the Cape Coast and Elmina 
conurbation, Central Region, Ghana. The study examined the relationship be-
tween structural social capital and employee creativity and its implications for 
creating a favourable social working atmosphere. A descriptive survey design 
using quantitative research was used. A questionnaire entitled “Structural So-
cial Capital and Employee Creativity Questionnaire” (SSCEQ) was used to col-
lect data from 260 employees of 73 hotels in the study area. Descriptive and 
inferential statistics were employed to analyse the data. The analysis revealed a 
positive relationship between structural social capital and employee creativity. 
The findings provide empirical evidence of the positive impact of structural 
social capital on employee creativity within the hotel industry. It was recom-
mended that a favourable social working environment should be created by 
promoting social interactions among employees to enhance creativity while 
tracking financial performance. The need for managers and employees in the 
hospitality sector to examine and utilize social capital resources in their oper-
ations is also highlighted. Other key recommendations include how counsel-

How to cite this paper: Omotosho, J. A., 
Abban, I. K., Bosu, L., Kwarteng-Nantwi, E., 
Omotosho, E. O., Godwyll, L., & Asare, I. 
(2025). Effect of Structural Social Capital on 
Creativity among Hotel Employees in the 
Cape Coast-Elmina Conurbation, Ghana. 
Open Journal of Social Sciences, 13, 217-
233. 
https://doi.org/10.4236/jss.2025.135013 
 
Received: April 10, 2025 
Accepted: May 18, 2025 
Published: May 21, 2025 
 
Copyright © 2025 by author(s) and  
Scientific Research Publishing Inc. 
This work is licensed under the Creative 
Commons Attribution International  
License (CC BY 4.0). 
http://creativecommons.org/licenses/by/4.0/

  Open Access

https://www.scirp.org/journal/jss
https://doi.org/10.4236/jss.2025.135013
https://www.scirp.org/
https://doi.org/10.4236/jss.2025.135013
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/


J. A. Omotosho et al. 
 

 

DOI: 10.4236/jss.2025.135013 218 Open Journal of Social Sciences 
 

lors as well as financial employees can work with hotel management to forge 
and maintain quality relationships that augur well for obtaining high employee 
creativity levels in the hotel industry. 
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1. Introduction 

In the fast-paced hotel industry where customer satisfaction is paramount, em-
ployee creativity is the secret ingredient that sets successful establishments apart 
(Anabila et al., 2022). Customers of various hotels and guesthouses demand ser-
vices that would create a lasting impression in their minds. It is anticipated that 
employees who go the extra mile to meet their guests’ expectations can ultimately 
improve their opinions about the service and gain a competitive advantage (Kim 
et al., 2024; Eldor, 2020). The hotel industry embraces best practices in service 
delivery to meet customers’ expectations to sustain long-term sustainable growth 
(Bardukova, 2023). Therefore, hospitality agencies (hotels, guest houses, etc.) and 
establishments need creative employees to offer quality services to warrant cus-
tomers’ memorable personal experiences based on their ingenuity (Christou, 
2021; Akgunduz et al., 2018; Hon & Lui, 2016). The conviction is that viable re-
sources that can lead to the development and accumulation of human capital be-
come tenets of hospitality firms.  

Proponents of social capital theory (SCT) believe that employees’ social rela-
tions at workplaces facilitate in acquisition of the valuable learning resources vital 
for developing employees’ creativity within organisations (Adler & Kwon, 2002; 
Nahapiet & Ghoshal, 1998). Leveraging a relationship as social capital to achieve 
organisational goals has been considered a vital component of the hospitality in-
dustry (Dai et al., 2015). Jolly et al. (2021) postulated that the same social capital 
among various actors in a firm provides vital resources like knowledge, social sup-
port, and friendship. Nahapiet and Ghoshal (1998) described the concept of social 
capital as the “sum of the actual and potential resources embedded within, avail-
able through, and derived from the network of relationships possessed by an in-
dividual or social unit”.  

Emerging and new definitions of social capital conceptualize it as social organ-
ization’s features, including networks, norms, and trust, making it easier to coor-
dinate and collaborate for mutual gain (Bianchi & Vieta, 2020; Putnam, 1993). 
These resources are relevant to creating a healthy social environment for creativity 
(West & Richter, 2024). According to Singh and Bathla (2023), the need for crea-
tivity has increased because of increasing globalization, changing work environ-
ments, and market competition to ensure organisations are involved in their field 
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of work. Rastgoo (2017) reviewed creativity as the “interaction that exists among 
talent, process, and the environment that produces a product that is considered 
both novel and useful”.  

Researchers and industry practitioners believe that through creativity, employ-
ees become efficient in their performance to ensure that their organisation has a 
competitive advantage (Abdelhamid, 2022; Elidemir et al., 2020; Cai et al., 2019) 
and to promote organisational innovation and effectiveness (West & Richter, 
2024; Huang et al., 2023; Abdelhamid, 2022). However, Kabangire and Korir 
(2023) noted that it is risky to pursue creativity, so employees must think differ-
ently, act differently, and consider alternatives to conventional methods to suc-
ceed. The hospitality sector needs to render quality hotel services in today’s rap-
idly changing environment. 

However, it is quite worrying that employees at the individual level are unable 
to generate new ideas in the hotel industry due to resistance to change (Senbeto & 
Hon, 2020; Hon & Lui, 2016) and work load or job stress (Khliefat et al., 2021; 
Borralha et al., 2016). Similarly, the Ministry of Tourism’s (2013) National Tour-
ism Development Plan (2013-2027) as cited in (Agyapong & Boamah, 2013), doc-
umented a decline in the qualified and efficient workforce required to offer quality 
services. Hence, poor branding strategies, lack of differentiation (Agbenyegah & 
Neequaye, 2024), poor service quality, and lack of qualified personnel (Kankam-
Kwarteng et al., 2020) adversely affect the operations of the hotel industry. 

In a survey by the International Labor Organization (2010), soft skills such as 
creativity, friendliness, language, and communication skills were identified within 
the hospitality sector as a gap. Portes (2024) believed that people can create social 
capital by building relationships between themselves and other entities, such as 
groups and communities. However, it is quite worrying that little has been done 
globally on social capital and employee creativity. Jain and Jain (2017) further 
postulated that very little research has been conducted on social capital and em-
ployee creativity globally. In addition, the link between social capital and social 
interaction at the individual level has not been thoroughly researched (Zoghbi-
Manrique-de-Lara & Ruiz-Palomino, 2019).  

Management education empowers hotel managers with the knowledge and 
skills to foster a culture of innovation, recognizing and nurturing creative poten-
tial in their employees (Talawanich & Wattanacharoensil, 2021). This, in turn, 
encourages staff to share their ideas and perspectives, leading to a surge in crea-
tivity. Structural social capital, comprising the networks and relationships within 
the hotel, provides the conduit for ideas to flow freely (Nahapiet & Ghoshal, 1998). 
When managers prioritize building strong relationships with their staff, trust and 
open communication flourish, allowing creativity to take root. 

Moreover, management education enhances the structural social capital by 
teaching managers how to effectively utilize these networks to facilitate knowledge 
sharing and collaboration (Han et al., 2020). This interplay creates a fertile ground 
for employee creativity to flourish, driving innovation and success in the hotel 
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industry. In conclusion, the connections among management education, struc-
tural social capital, and employee creativity in the hotel industry are undeniable. 
By investing in their own development and nurturing social bonds, hotel manag-
ers can unlock the full potential of their staff, igniting a creative spark that illumi-
nates the path to success. 

With the increasing globalization and market competition that confront the ho-
tel sector in Ghana, it is worth pursuing an effective way of harnessing social cap-
ital and employee creativity (Jain & Jain, 2017). In Ghana, research on social cap-
ital has concentrated on other sectors of the economy, such as small- and me-
dium-sized business performance (Easmon et al., 2019; Appiah-gyimah, 2018; 
Agyapong et al., 2017) and public sector employee performance (Tetteh, 2016). 
Appiah-gyimah (2018) examined the connection between social capital and small-
to-medium business growth by addressing the importance of emotional intelli-
gence as a mediator. An analysis of data from Ghana was conducted by Agyapong 
et al. (2017) to study social capital, innovation, and the achievement of small and 
medium-sized enterprises in emerging economies. Tetteh’s (2016) research was 
conducted to determine the influence of social capital and perceived organiza-
tional politics on workplace crime among Ghana’s driver and vehicle licensing 
authority employees. A critical look at the studies mentioned above reveals that 
research on the hotel industry’s social capital remains limited. Therefore, in view 
of the limitations of past research, this study investigates the effect of structural 
social capital on employee creativity in the Cape Coast–Elmina conurbation since 
prior studies on these variables are unavailable in the literature. 

1.1. Purpose of the Study 

The current study examined the effect of structural social capital on creativity 
among workers in the hotel industry in Cape Coast-Elmina conurbation in the 
Central Region, Ghana, and determined whether structural social capital has a 
significant influence on employee creativity.  

1.2. Research Hypothesis 

To achieve this objective, we tested this hypothesis: Structural social capital has a 
significant relationship with employee creativity. 

2. Methodology 

The study area was the Cape Coast-Elmina conurbation, in the Central Region, 
Ghana. Since the study examined the effect of structural social capital on employee 
creativity, the target population was hotel employees in the Cape Coast-Elmina 
conurbation. Hence, the study’s target population comprised all the 847 hotel em-
ployees from January 2021 to March 2021, in all licensed hotels and guesthouses 
in Cape Coast-Elmina. This figure (847) was obtained from the Ghana Tourism 
Authority Cape Coast at the time of the study.  

Krejcie and Morgan’s (1970) sample determination table was used to determine 
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the sample size. The sample was pegged at 260 staff members serving in the hotel 
industry within the Elmina and Cape Coast. Simple random sampling was used as 
the sampling method. This technique eliminates biases and gives participants an 
equal chance of being selected. A questionnaire entitled Social Capital and Em-
ployee Creativity Questionnaire (SSCECQ, Appendix A) was used as the instru-
ment for data collection. The questionnaire (SSCECQ) was designed by the re-
searchers and validated through the opinion of four experts. Its reliability, which 
is a measure of its internal consistency, was computed using the Cronbach’s Al-
pha method. The values obtained for Structural Social Capital (6 items) and Em-
ployee Creativity (8 items) were .86 and .81 respectively (Appendix B). These 
values were higher than the stipulated minimum of 70, which is generally con-
sidered acceptable for research purposes. The questionnaire was ideal for this 
study because Neelankavil (2007) asserted that the questionnaire guarantee was 
better when the collected data were uniform, consistent, and objective. 

After successful completion of the data collection, all 260 copies of the ques-
tionnaire were later assigned numerical values (codes) and keyed into SPSS, ver-
sion 21. Frequencies and percentages were used to present the demographic vari-
ables (Table 1). Partial least squares structural equation modelling (PLS-SEM) 
was the internal statistic used for data analysis. Partial least squares structural 
equation modelling (PLS-SEM) was used for data analysis. PLS-SEM is referred 
to as a second-generation statistical method (Hair et al., 2021), suitable for large 
and small sample sizes, and was considered a reasonable choice for this analysis 
because it models and validates predictive models (Chin, 2010). More im-
portantly, the PLS-SEM approach is deemed the most appropriate technique for 
data analysis (Hair et al., 2021) because SEM can simultaneously test for relation-
ships between variables through a combination of regression and factor analysis 
(Baron & Kenny, 1986). The specific software tool used was SmartPLS 2.0.M3, de-
veloped by Henseler et al. (2009). In addition, to compute the means and standard 
deviations of the variables, the SPSS 24 software program was used. 

Control Variables 

To ensure a more accurate understanding of how structural social capital influ-
ences employee creativity, we included several control variables that previous re-
search has shown to impact creativity. These included personal factors such as 
gender, age, and education, which have been linked to variation in creative output 
(Amabile, 1996; Tierney & Farmer, 2002). We also considered work-related char-
acteristics like total years of experience and tenure with the hotel as longer expo-
sure to the work environment can shape innovative behaviour (Ng & Feldman, 
2010). In addition, we controlled for employee role, recognizing that certain po-
sitions may offer more opportunities for creative expression than others. On the 
organizational side, hotel size and star rating were included, as larger or higher-
rated hotels may provide more resources or structured environments that influ-
ence creativity (Claver-Cortés et al., 2007). By accounting and controlling for 
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these factors, we aimed to isolate the unique effect of structural social capital and 
strengthen the validity of our findings. 

3. Result 

Table 1 shows that 126 of the 260 respondents (48.5%) were male, whereas the 
remaining 134 (51.5 %) were female. This indicates that more females were em-
ployed at various hotels within the Cape Coast-Elmina conurbation, Ghana. 

 
Table 1. Demographic characteristics of the respondents.  

Variable Frequency (n) Percentage (%) 

Gender   

Male 126 48.5 

Female 134 51.5 

Total 260 100 

Source: Field Survey (2021). 

 
Table 2 displays all the variables at various significance levels and positive re-

lationships with one another, as well as the means, standard deviations, correla-
tions, reliabilities, AVEs, and square root of AVEs for all measurements. The find-
ings demonstrated a substantial and favourable correlation between structural so-
cial capital and employee creativity (r = 0.768; p = 0.001). The study hypotheses 
receive early support from the correlation analysis. 

 
Table 2. Reliability Assessment of the Measurement Model (Means, Standard Deviations, 
Correlations, Reliabilities, and AVE). 

Variable Mean Std. dev 
AVE 

(rho_A) 
Reliability 

Cronbach 
Alpha 

p-value 

SSC 4.36 0.645 0.601 0.768 0.726 
0.001 

EC 3.81 0.927 0.590 0.884 0.849 

Note: N = 260; SSC = structural social capital, EC = employee creativity, AVE = Average. 
Source: Field Survey (2021). 

 
The PLS technique permits the evaluation of both the measurement and struc-

tural models for the PLS-SEM results. The formative measurement model’s coef-
ficients were tested for significance using the bootstrapping method, whereas the 
structural model’s route model coefficients were tested for significance using the 
blindfolding method. As rho_A is thought to be a considerably more accurate pre-
dictor of indicator reliability than CA, the research released the rho A finding 
(Hair et al., 2021). All rho_A scores for the constructions were more than 0.70, 
which could be inferred. Table 3 also includes the study’s composite reliability, 
which was used to demonstrate how well certain constructs were measured using 
their indicators (Ringle et al., 2012). This indicates that CA demands a high degree 
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of reciprocal correlation between all indicators allocated to a particular concept. 
Additionally, the study’s average variance extracted (AVE)-based convergent va-
lidity (CV) passed the requirement because all constructs had AVE values greater 
than 0.50. 

 
Table 3. Items loading. 

SSC Items Item reliability EC Items Item reliability 

SSC1 0.601 EC1 0.569 

SSC2 0.514 EC2 0.685 

SSC3 0.654 EC3 0.656 

SSC4 0.716 EC4 0.713 

SSC6 0.662 EC5 0.684 

  EC6 0.769 

  EC8 0.681 

Source: Field Survey (2021). 

Measurement Model Assessment 

Loadings over 0.708, which show that the construct accounts for more than 50% 
of the indicator’s variation and, consequently, provides adequate item dependa-
bility, are advised in terms of item reliability. In order to avoid affecting the con-
structs’ overall dependability, indicators with loadings below the 0.708 threshold 
were removed from the model (Hair et al., 2021). 

The indicator loadings for each construct were assessed in terms of item load-
ings, as the first form of assessment. According to the general rule, components 
with loadings below 0.70 are a good indicator of the quality of the construct 
(Henseler et al., 2009). Thus, certain construct-specific components with loadings 
below 0.7 were eliminated from the model. Others with loadings below 0.7 were 
kept because they help to achieve dependability overall. 

 
Table 4. Construct reliability and validity. 

Variable CA rho_A CR CV (AVE) 

EC 0.849 0.853 0.884 0.590 

SSC 0.726 0.838 0.768 0.601 

Notes: CA-Cronbach’s alpha; CR-Composite reliability; CV-Convergent validity, AVE-
Average Variance Extracted, SSC-Structural Social Capital; EC-Employee Creativity. 
Source: Field Survey (2021). 

 
According to Hair et al. (2021), the percentage of an indicator’s variation can 

be explained by its underlying latent variable which is calculated using Cronbach’s 
alpha (CA) and rho_A results. Because rho_A is thought to be a considerably 
more accurate predictor of indicator reliability than CA, this study published the 
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rho_A findings (Hair et al., 2021). All the rho_A scores for the constructions were 
more than 0.70, which could be inferred. Table 4 also includes the study’s com-
posite reliability, which explains how well the individual components were meas-
ured by their combined indicators (Ringle et al., 2012). This indicates that CR 
demands a high degree of reciprocal correlation between all indicators allocated 
to a particular concept. Additionally, the study’s average variance extracted 
(AVE)-based convergent validity (CV) passed the requirement because all con-
structs had AVE values greater than 0.50. 

 
Table 5. Summary of the results. 

Variable (β) T-Stats P-value R2 
R2  

adjusted 
Q2 f2 

EC    0.393 0.386 0.177  

SSC -> EC 0.269 3.488 0.001    0.110 

Source: Field Survey (2021). 
 

The findings based on the T-stat with matching p-values of 0.05, are displayed 
in Table 5. Additionally, Cohen (1992) discussed route coefficients in light of the 
criterion. According to his theory, correlation values of 0.10 indicate a weak or 
tiny relationship, 0.30 indicates a moderate correlation, and 0.50 indicates a sig-
nificant or high association. The results in Table shows that structural social cap-
ital had a significant and positive influence (R = 0.269, t = 3.488, p = 0.001, p < 
0.05) on employee creativity. This result further indicated that structural social 
capital accounted for 39.3 percent of the variation in employees’ creativity in the 
hotels studied (Table 5). With respect to effect size, the study asserted that struc-
tural social capital (f2 = 0.110) caused a small and moderately statistically signifi-
cant positive variance in employee creativity. 

4. Discussion 

These results imply that the structural dimension of social capital significantly 
improves employee performance to be creative in the workplace within the hotel 
industry in the Cape Coast-Elmina conurbation. The results of this study confirm 
Bhatti et al. (2021) finding that Structural Social Capital is an important determi-
nant of employees increased adaptation to new skills and ideas, thus making them 
creative in the work environment. The findings also support those of (Oussi & 
Chtourou, 2020), who concluded that structural social capital has an effect on the 
working environment of employees within the organisation, thereby increasing 
the performance and creativity of employees within a given organisation. 

4.1. Conclusion 

The results lead to the conclusion that there is a positive and significant connec-
tion between Structural Social interaction and Employee Creativity. It is implied 
that the higher the hotel industries that instituted Structural Social Capital to im-
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prove network ties, network configurations, and appropriate organisations, the 
more employees’ creativity increases. It was also concluded that an effective insti-
tution of these factors by the management of hotel industries helps improve the 
competence and creativity of employees and, hence, the general working environ-
ment.  

4.2. Recommendations 

Our study reveals a compelling relationship between structural social capital and 
employee creativity in Ghana’s hotel industry, suggesting significant opportuni-
ties for innovation and competitive advantage. Based on our findings, we propose 
several practical recommendations for hotel managers and stakeholders in the 
Cape Coast-Elmina conurbation. 

Management education programs should incorporate modules on social capi-
tal, creativity, and innovation, with emphasis on their financial implications. By 
equipping hotel managers with these skills, hotels can better foster environments 
where structural social capital flourishes while maintaining financial discipline. 
This integrated framework not only builds on current financial systems but also 
equips managers with a robust tool for making informed decisions in times of 
rapid market change. 

Also, we recommend incorporating creativity metrics into performance evalu-
ation systems alongside financial indicators. By measuring both structural social 
capital elements and creative outputs, hotels can better understand and enhance 
this relationship while tracking financial performance. By establishing a clear con-
nection between structural social capital, employee creativity, and financial per-
formance, hotel organizations can better justify ongoing investments in innova-
tion and workforce development (Kaplan & Norton, 1992). 

The Ghana Tourism Authority and hospitality education institutions should 
incorporate social capital development into their training curricula, including fi-
nancial literacy components. By emphasizing the importance of building struc-
tural social capital alongside technical and financial skills, these programs can bet-
ter prepare future hotel employees and managers to foster creativity in their or-
ganizations while maintaining financial sustainability. 

The counselling implications arising from the impact of management education 
and structural social capital on creativity are double-faced. Firstly, helping em-
ployees understand and navigate formal organizational structures is a primary 
role for counsellors in the hotel industry. Counsellors can teach hotel workers 
strategies for accessing different information channels effectively. They can also 
help them understand how to leverage formal and informal organizational struc-
tures. 

Counsellors should develop programs that combine management learning with 
structural network building for their hotels. Also, they can design interdiscipli-
nary training initiatives that create new structural connections, in addition to 
structured opportunities for employees to participate in cross-functional projects. 
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Hotel management should prioritize creating favourable social working envi-
ronments that foster network ties and configurations. Physical workspaces can be 
designed to encourage spontaneous interactions, while regular interdisciplinary 
activities can strengthen relationships across hierarchical levels. As our study 
demonstrates, these structural elements significantly enhance employee creativity, 
which is vital for service innovation in the competitive hospitality sector (Na-
hapiet & Ghoshal, 1998). 

Hotels should implement formal mentoring programs connecting employees 
across different departments and experience levels. Such programs leverage struc-
tural social capital by creating purposeful network configurations that facilitate 
knowledge sharing and creative problem-solving. This approach directly supports 
our finding that structural social capital accounts for 39.3% of the variance in em-
ployee creativity within the studied hotels. 

Finally, hotel organizations should integrate financial metrics with innovation 
outcomes driven by enhanced structural social capital. By leveraging existing fi-
nancial reporting mechanisms—such as revenue growth, operating margins, and 
cost-efficiency analyses—hotels can complement these with nonfinancial indica-
tors that capture the creative outputs underpinning service innovations (Parveen 
& Alraddadi, 2024; Hegazy et al., 2022; Elbanna et al., 2022; Panno, 2020). For 
example, adopting a balanced scorecard approach allows hotel managers to aug-
ment traditional financial indicators with innovation-related metrics. Measures 
such as net present value (NPV) or return on investment (ROI) for new initiatives 
can be paired with indicators like the number of new service ideas generated, im-
plementation success rates, or improvements in guest satisfaction. 

4.3. Limitations and Future Research 

Indeed, this study has some limitations. Firstly, the focus on the Cape Coast and 
Elmina conurbation restricted the data gathering, potentially limiting the gener-
alizability of the findings. Secondly, relying solely on quantitative data gathering 
method may overlook nuanced insights that qualitative approaches could provide. 
Thirdly, focusing only on structural dimension was not comprehensive. Future 
research should consider including other cities to broaden the sample size and 
employing a mixed methods approach to capture a more comprehensive under-
standing of embedded resources in structural social capital on employee creativity 
in the hospitality industry. Future studies should look into the cognitive and rela-
tional dimensions and leadership style, workplace culture, and individual differ-
ences.  
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Appendix A: Research Questionnaire 

STRUCTURAL SOCIAL CAPITAL AND EMPLOYEE CREATIVITY 
QUESTIONNAIRE (SSCECQ) 

Dear Participant, 
This questionnaire is designed to solicit your responses for a research project 

titled: Structural Capital and Employee Creativity in the Hotel Industry. Kindly 
try to answer every question in the instrument. 

To assist in responding accurately, employee creativity in this study refers to 
your ability to generate new and useful ideas, methods, or solutions in the 
course of your work. For example, suggesting improvements in guest service, 
creating new ways to handle tasks more efficiently, or introducing novel ideas that 
contribute to team success. 

Please be assured that your responses will be treated with strict confidentiality 
and used solely for academic purposes. 

Thank you very much for your willingness to participate in the research project. 
 
Section A: SOCIO-DEMOGRAPHIC CHARACTERISTICS 
Please provide some brief details about yourself and the facility by ticking and 

writing in the space provided. 
1. Gender: 
Male       [ ] 
Female      [ ] 
2. Age: 
18 - 24       [ ] 
25 - 34       [ ] 
35 - 44       [ ] 
45 - 54       [ ] 
55 and above     [ ] 
3. Higher level of education completed: 
Basic education     [ ] 
High school      [ ] 
Diploma/Technical certificate  [ ] 
Bachelor’s degree    [ ] 
Master’s degree or higher   [ ] 
4. Total years of work experience in the hospitality industry: 
Less than 1 year     [ ] 
1 - 3 years      [ ] 
4 - 6 years      [ ] 
7 - 10 years      [ ] 
More than 10 years    [ ] 
5. How long have you worked at your current hotel? 
Less than 6 months    [ ] 
6 - 12 months     [ ] 
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1 - 3 years      [ ] 
More than 3 years    [ ] 
6. Your current job role/department 
Front Desk/Reception    [ ] 
Housekeeping     [ ] 
Food & Beverage     [ ] 
Kitchen      [ ] 
Management     [ ] 
Other (please specify): _____________________________________________ 
7. Approximate size of your hotel (number of employees): 
Fewer than 20     [ ] 
21 - 50       [ ] 
51 - 100      [ ] 
More than 100     [ ] 
8. What is the star rating of the hotel where you work? 
1-star       [ ] 
2-star       [ ] 
3-star       [ ] 
Other (please specify): _____________________________________________ 

 
Section B: Structural Social Capital 
This section of the questionnaire describes the potential or actual resources em-

bedded with social relationships as you observe them. Please, respond to each of 
the following statement and indicate by ticking the number corresponding to the 
extent to which you agree or disagree with each statement.  

1 = Strongly disagree; 2 = Disagree; 3 = Neutral; 4 = Agree; 5 = Strongly 
Agree 

 
Structural Social Capital: In my hotel SD D N A SA 

1. I interact with several employees whom I know      

2. I exchange ideas with many of my colleagues      

3. I have frequent interpersonal relationships with other  
employees 

     

4. I have a very close relationship with other employees      

5. There is frequent communication with other employees      

6. I have frequent interaction between personnel to improve  
the service we render 

     

Section C: Employee Creativity 
This section of the questionnaire is to assess your ability to be creative as an 

employee. Please respond to each of the following statement and indicate by tick-
ing the number corresponding to the extent to which you agree or disagree with 
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each statement.  
1 = Strongly disagree; 2 = Disagree; 3 = Neutral; 4 = Agree; 5 = Strongly 

Agree. 
 

Employee Creativity: In my hotel SD D N A SA 

1. I suggest new ways to achieve goals and objectives      

2. I come up with new and practical ideas to improve  
performance 

     

3. I suggest new ways to increase quality      

4. I am a good source of creative ideas      

5. I exhibits creativity on the job when given the opportunity 
to 

     

6. I often have new and innovative ideas      

7. I come up with creative solutions to problems      

8. I often have a fresh approach to problems      

 
Thank you for participating in this study. 

Appendix B: Cronbach’s Alpha Values for SSC and EC  

Variables No. of Items Cronbach’s Alpha 

Structural Social Capital (SSC) 6 0.86 

Employee Creativity (EC) 8 0.81 

Source: Field data, (2021). 
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