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The ultimate aim of this study is to determine the moderating effect of intellectual capital on the relationship be-

tween corporate reputation and knowledge sharing of commercial banks in the Caraga Region, Philippines. Its

objectives are to determine the levels of corporate reputation, knowledge sharing, and intellectual capital. Also,

correlations between corporate reputation on knowledge sharing and intellectual capital on knowledge sharing

were studied. Adapted survey questionnaires were given to a sample of 400 bank employees of various commer-

cial banks in the region using a strati􀅫ied sampling technique. Results uncovered that the three constructs have a

very high level as perceived by the bank personnel. Findings revealed that corporate reputation is signi􀅫icantly re-

lated to knowledge sharing. Intellectual capital also showed a signi􀅫icant positive relationship towards knowledge

sharing. To determine the moderating effect of intellectual capital, hierarchical logistic regression was employed

in this study. Results revealed that intellectual capital demonstrates a signi􀅫icantmoderating effect on the relation-

ship between corporate reputation and knowledge sharing. Employees who have higher intellectual capital also

have a higher level of corporate reputation towards knowledge sharing. Having said this, the proposed research

model in this studymay be considered by the business enterprises, in general, by revisiting their current platforms

andpolicy formulations and reviews on corporate reputation towards knowledge sharingwith the complementary

effect of intellectual capital. With these three constructs as a support system, superior performance and competi-

tiveness among commercial banks and other business organizationsmay be expected. With the growing economic

activities nowadays, especially that ASEAN development is already taking place in the ASEAN member countries

where the Philippines is a member of, commercial banks have to sustain their competitive position amidst the

challenging competition in the banking industry.

© 2018 The Author(s). Published by TAF Publishing.

INTRODUCTION

The concept of sharing knowledge to various people and

other sectors contribute to developing knowledge in order

for them to freely explain and express opinions on possi-

ble issues that motivate on creating an emerging knowl-

edge (Alshehhi, 2016; Due Au, 2016; Fernie, Green, Weller,

& Newcombe, 2003). However, people hoard knowledge

and in the past decades, companies felt minute effect from

people who hoard information since 􀅫irms could innovate

and move their operations forward (Emelo, 2012; Ketsiri,

2016). Some reasons to believe why employees do not have

the desire to share their knowledge amidst the vital role of

knowledge sharing in developing the enterprise’s knowl-

edge in the organizations. In an instance, Michailova and

Husted (2003) in their study disclosed varying issues on the

employees’ hesitance to impart knowledge. These consti-

tute their apprehensions of diminishing one’s worthiness,

the various costs incurred, not quite sure on the receiver’s

response when knowledge is shared, recognizing the “hi-

erarchy” of having the power, the possible unlikely effects

of having the knowledge shared within them and with oth-

ers. ForOye, Salleh, andNoorminshah (2011), the strongest

reason why employees do not share knowledge is the lack

of job security.
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Recognition of knowledge plays both an essential recourse

of the organization and a laying ground for “competitive ad-

vantage” e.g., (Lannu, 2017; Wenger, McDermott, & Snyder,

2002). In order to achieve it, information and one’s skills

and talents must be mobilized from the experts up to those

who desire it (Hinds, Patterson, & Pfeffer, 2001). The pre-

ceding literature on knowledge sharing has brought much

interest for the researchers of today. The underlying prob-

lems and the degree of its importance in the eyes of the

stakeholders have led to the foundation of this study. With

this, the researcher conducted an intensive review of the

literature for possible association of variables that may af-

fect or moderate intellectual capital. Prior studies and lit-

erature have found that corporate reputation is associated

with knowledge sharing. One example of this was a study

conducted by Ensign and Hébert (2010) which argued that

reputation was associated with knowledge sharing on the

pharmaceutical scientists working at the Research and De-

partment operations of various pharmaceutical companies

in Canada and the United States. Further, intellectual cap-

ital is also associated with knowledge sharing. Ngah and

Ibrahim (2011) also contended a positive connection of the

dimensions of intellectual capital on knowledge sharing. It

is on the foregoing context that the researcher made to de-

cide to conduct the study in order to 􀅫ill the gap with the

intent of determining which of the aforesaid variables may

have directly contributed or moderated the impact of one

construct to the other. Despite the fact that there are al-

ready prior related literature in the association between

corporate reputation and knowledge sharing as well as the

intellectual capital construct linked with knowledge shar-

ing, those studies exhibited with bivariate relationships

only and were not able to cover the three variables in a sin-

gle study. Although these constructs are interrelated with

each other, they are rarely discussed together in one sin-

gle study making it sparse in the extant literature. This re-

search 􀅫ills the gap and puts forth a novel construction inte-

grating the three variables in one study where one variable

is the moderating construct. Such 􀅫indings will lead to the

frontier of new knowledge.

Objectives of the Study

This empirical study investigated in determining the mod-

erating effect of intellectual capital on the relationship be-

tween corporate reputation and knowledge sharing of com-

mercial banks in Caraga Region. Speci􀅫ically, the study dealt

on the following objectives:

a. To assess the level of corporate reputation, knowledge

sharing, and intellectual capital of commercial banks.

b. To determine the signi􀅫icant relationship between corpo-

rate reputation and knowledge sharing aswell as the signi􀅫-

icant relationship between intellectual capital and knowl-

edge sharing of commercial banks.

c. To determine the signi􀅫icance of the moderating effect of

intellectual capital on the relationship between corporate

reputation and knowledge sharing of commercial banks.

LITERATURE REVIEW

This chapter presents the review of related literature and

related studies conducted in local and international setting

which essentially contributes to the conceptualization of

this study. These comprise corporate reputation, knowl-

edge sharing, and intellectual capital.

Corporate Reputation

There are many factors that affect corporate reputation

(Bromley, 2001; Musteen, Datta, & Kemmerer, 2010) and

one of these is personal reputation. The image of the leader

or the owner or the management impacts the 􀅫irm’s repu-

tation. The leader’s reputation brings signi􀅫icance in iden-

tifying the 􀅫irm’s reputation as this has been highlighted

in many studies the fact that the leader makes up forty-

eight percent of the 􀅫irm’s reputation (Kinata, 2016; Klein,

1999; Grupp & Gaines Ross, 2002). Corporate reputation

is very essential to the 􀅫irms that continuously seek and

sustain admiring “attitude” into the hearts of their cus-

tomers and stakeholders. Primarily, reputation is a ba-

sis utilized mainly by possible clients to select their very

own service providers (Walsh, Mitchell, Jackson, & Beatty,

2009). Second, a favorable corporate reputation will more

likely increase customers to keep on coming back, attract

greater volume of customers (Gardberg & Fombrun, 2002;

Wasike, 2017), will build impediments upon entering into

themarketplace for thosewould-be competitors (Nguyen&

Leblanc, 2001), and may eventually yield in a much bigger

worth in themarketplace (K. T. Smith, Smith,&Wang, 2010).

Customers may as well view 􀅫irms with an appreciative im-

age and complementary remarks, such as accountability,

dependability, trustworthiness, and integrity, as opined by

(Fombrun, 1995) aside from perceived “quality” and “pres-

tige” (Rindova, Williamson, Petkova, & Sever, 2005), direct-

ing to profound customer delightful remarks of the organi-

zation’s ability to render outstanding products and/or ser-

vices to include sincerity by ful􀅫illing the conditions and

agreements.

Knowledge Sharing

Studies on knowledge sharing have brought major signi􀅫-

icant contributions in the research arena. Chennamaneni
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(2007) contended that the key player of knowledge man-

agement that has been determined is knowledge sharing.

Sharing of knowledge is recognized as a pivotal endeavor

to achieve organizational objectives, especially in a rapid

evolving community where there is a rising issue to ad-

dress the demands of the customers as well as the strate-

gies involved (Bo Shing, 2017; Lin, Che,&Ting, 2012;Wasko

& Faraj, 2005; Renzl, 2008). From the viewpoint of King

(2009), the concept of knowledge relates to one’s faith of

justi􀅫ication. A quite number of classi􀅫ications specifying

different forms of knowledge are taking place and the most

common differentiation is the explicit and tacit forms of

knowledge. Noe (2008) de􀅫ines tacit knowledge as per-

sonal knowledge as one that is derived from individual ex-

periences and in􀅫luenced by varying perceptions and val-

ues. On the other hand, explicit knowledge pertains to for-

mulas, guides, and other technicalities which are translated

into useful language. This explicit knowledge may be han-

dled by putting it in a knowledge depository system. How-

ever, explicit knowledge comes in a context of documents

which are translated into words.

Intellectual Capital

The concept of Intellectual Capital (IC), in its broadest

sense, has a lot of categories to study into. Notable authors

have de􀅫ined this concept in a number of ways. The con-

cept of IC was 􀅫irst launched in 1969 by Jon Kenneth Gal-

braith (Chang & Hsieh, 2011). It mainly pertains to the

availablemeans that identify the organization’sworthwhile

being competitive at the same time. It is a broad spectrum

which divides into various classi􀅫ications known (Abdullah

& So􀅫ian, 2012) as the relational capital, structural capital,

and the human capital. Stewart (1997) defines the concept

of intellectual capital as the “intellectual material” that is

formal, capturing, and leveraging to yieldwealth by creating

an asset of greater value. For Ismail (2005), he proposed the

involvement of the spiritual capital as an additional dimen-

sion of the intellectual capital components. He de􀅫ined it as

“the intangible knowledge, faith, and emotion embedded in

theminds of individuals and in the heart of the organization

which includes vision, direction, guidance, principles, val-

ues, and culture”. For Stewart (2007), human capital refers

to the increasing abilities of the individuals who are the

main actors in addressing “customer solutions”. Relational

capital refers to the profound relationships of the organi-

zations towards its customers and stakeholders. Structural

capital refers to the organization’s capacity tomeet “market

requirements”.

Hypothesis

Investigations on this research were designed to test hy-

potheses about the effects of different treatment conditions.

The following null hypotheses in the study were tested at

0.05 level of signi􀅫icance:

1. There is no signi􀅫icant relationship between

a. corporate reputation and knowledge sharing of commer-

cial banks.

b. intellectual capital and knowledge sharing of commercial

banks.

2. There is no signi􀅫icant moderating effect of intellectual

capital on the relationship between the corporate reputa-

tion and knowledge sharing of commercial banks.

RESEARCHMODEL

A conceptual paradigm of the study is articulated in 􀅫igure

1 linking each of these constructs to knowledge sharing of

commercial banks. The empirical study has corporate rep-

utation as the independent variable which is basically uti-

lized as an indicator by organizations to gain customers’

trust in delivering products or services (Herbig &Milewicz,

1995). In this study, questionnairewas adapted from (Chen,

2017). The second variable is the intellectual capital be-

ing the moderating variable. In this study, the research in-

strument was adapted from Ismail (2005). The dependent

variable pertains to the knowledge sharing where the ques-

tionnaire was adapted from (McGrane, 2016). A moderator

variable, that is, the intellectual capital, explains the rela-

tion between corporate reputation being the predictor and

knowledge sharing being the criterion variable. A moder-

ator is a variable that affects (Tsang, 2015) the strength of

the relation between the predictor and the criterion vari-

able. Themodi􀅫ied questionnairewas submitted for validity

by the panel of validators and the test for reliability was de-

termined by Cronbach’s alpha that resulted to 0.955 which

proved that the instrument has a high level of internal con-

sistency. To consider some ethical issues prior to data gath-

ering, this study has undergone intensive reviewby theUni-

versity of Mindanao Ethics Review Committee (UMERC).
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FIGURE 1. The conceptual paradigm of the study

DATA ANALYSIS & RESULTS

Presented in Table 1 is the level of corporate reputation of

commercial banks. The overall mean of the level of cor-

porate reputation is 4.67 having a descriptive level of very

high. Knowledge sharing has an overall mean of 4.33 which

also results into a very high descriptive level. The intellec-

tual capital, another construct, has its overall mean of 4.63

which denotes a very high descriptive level.

TABLE 1. Level of corporate reputation, knowledge sharing, and

intellectual capital of commercial banks

Variables SD Mean Descriptive Level

Corporate reputation 0.29 4.67 Very high

Knowledge sharing 0.43 4.33 Very high

Intellectual capital 0.34 4.63 Very high

The very high levelmeans that corporate reputation, knowl-

edge sharing, and intellectual capital are alwaysmanifested

as perceived by the respondents.

Correlation between Corporate Reputation and Knowl-

edge Sharing as well as Intellectual Capital and Knowl-

edge Sharing

Re􀅫lected in Table 2 are the correlations between corporate

reputation and knowledge sharing as well as intellectual

capital and knowledge sharing among commercial banks.

This led to the rejection of the null hypothesis. Thus, corpo-

rate reputation and knowledge sharing do have signi􀅫icant

relationships with each other. Moreover, the overall r-value

of 0.648 indicates a signi􀅫icant relationship (p < 0.05) be-

tween intellectual capital and knowledge sharing. Thus,

this result led to the rejection of the null hypothesis.

TABLE 2. Correlation between corporate reputation and

knowledge sharing and intellectual capital and

knowledge sharing

Variables Overall

Corporate Reputation and Knowledge Sharing 0.491*

0.000

Intellectual Capital and Knowledge Sharing 0.648*

0.000
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Moderating Effect of Intellectual Capital on the Re-

lationship between Corporate Reputation and Knowl-

edge Sharing

To determine the signi􀅫icance of the moderating effect of

intellectual capital on the relationship between corporate

reputation and knowledge sharing, a hierarchical regres-

sion analysis was utilized to 􀅫it its purpose. This is re􀅫lected

in Table 3 as the primary source of data for Tables 4 and

Table 5which are both essential in the formulation of mod-

graph as can be distinctively seen in Figure 2.

The moderating effect was exhibited on the premise that

the higher is the level of intellectual capital of commercial

banks, the higher is the effect of corporate reputation to-

wards their knowledge sharing when compared to those

with lower intellectual capital. Intellectual capital served as

the moderating variable, corporate reputation as the inde-

pendent variable, and knowledge sharing as the dependent

variable. The corporate reputation variable was multiplied

with the intellectual variable to yield an interaction term.

The two main effects and the interaction term (corporate

reputation x intellectual capital) were utilized in a hierar-

chical regression to predict knowledge sharing.

TABLE 3. Hierarchical regression to assess the moderating effect of intellectual capital on corporate reputation to knowledge sharing

relationship

Model Unstandardized Coef􀅮icients Standardized Coef􀅮icients t Sig. R2 Change

β Std. Er-

ror

β

Step 1 .241

(Constant) .923 .304 3.038 .003

Corporate reputation .731 .065 .491 11.246 .000

Step 2 .191

(Constant) .060 .274 .220 .826

Corporate reputation .211 .072 .142 2.925 .004

Intellectual capital .711 .061 .560 11.565 .000

Step 3 .011

(Constant) 7.886 2.826 2.791 .006

Corporate reputation -1.498 .618 -1.006 -2.423 .016

Intellectual capital -1.047 .634 -.825 -1.650 .100

Corporate reputation

by intellectual capital

.382 .137 2.287 2.783 .006

When regressing corporate reputation and intellectual cap-

ital in the step 2 regression, the model manifested to be sig-

ni􀅫icant (p < .05) and demonstrated a change in R-square

of 0.191. The R-square change described how much vari-

ance in the dependent variable (knowledge sharing) these

predictors explained in each step. The R-square change of

0.191 signi􀅫ied an additional variance of 19% to the vari-

ance of 24% in the step 1 regression showing that 24% of

the variance in knowledge sharing of commercial bankswas

due to corporate reputation itself. The interaction term ex-

plained about 1.1%newvariance above andbeyond the two

main effects. This was marked less than the change in R-

square in step 1 and step 2. Interestingly, the ANOVA was

signi􀅫icant (p < .05) suggesting that the interaction effect

was a contributor to the model variance.

The signi􀅫icant interaction effect manifested that those

bank employeeswith higher intellectual capital have higher

level of knowledge sharing. The main effect was quali􀅫ied

by the signi􀅫icant interaction (β = 2.287, p < 0.05) which

was graphed in Figure 2. To have the modgraph, the un-

standardized coef􀅫icient of the interaction term in the step

3 regression in Table 3 was employed and presented in Ta-

ble 5, supported with the descriptive statistics of each vari-

able and the computed values of the main effects of corpo-

rate reputation and intellectual capital on knowledge shar-

ing in Table 4. The 􀅫igure demonstrated that thosewith high

intellectual capital signi􀅫ied a steeper slope between corpo-

rate reputation and knowledge sharing than those with low

intellectual capital, rejecting the null hypothesis. Thus, it

can be stipulated that intellectual capital signi􀅫icantly mod-

erates the relationship between corporate reputation and

knowledge sharing of commercial banks in the said region.
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TABLE 4. Summary of means on the main effects of corporate

reputation and knowledge sharing on intellectual

capital

Corporate Reputation Intellectual Capital

Low Medium High

High 4.4349 4.5495 4.6641

Medium 4.2243 4.3020 4.3797

Low 4.0137 4.0546 4.0954

TABLE 5. Statistical output necessary to graph the main

effects of corporate reputation and intellectual

capital and the interaction on knowledge sharing

Variable β Mean SD

Corporate reputation -1.498 4.6668 .28686

Intellectual capital -1.047 4.6307 .33636

Interaction term .382

Constant 7.886

FIGURE 2. Graphical depiction of themoderating effect of intellectual capital on the corporate

reputation-to-knowledge sharing relationshi

DISCUSSION

The Level of Corporate Reputation, Knowledge Sharing,

and Intellectual Capital of Commercial Banks

The very high level of corporate reputation of commercial

banks is attributed to the bank’s promising of offering good

quality products and services to its clients and good 􀅫inan-

cial performance. Knowledge sharing indicated an over-

all result of remarkably very high level. This is evident for

commercial bank employeeswhohave established time and

effort in the process of transferring organizational knowl-

edge, most especially to those who are involved in mak-

ing decisions. The very high level of knowledge sharing is

con􀅫irmed by Hejase et al. (2014) purporting that employ-

ees who enjoyed the culture of sharing knowledge, trusting

their peers to help them, and providing management sup-

port and encouragement, were more likely to share knowl-
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edgewithothers. Intellectual capital demonstrated anover-

all descriptive level of very high. The 􀅫indings of the study

revealed that human resources have accumulated their ca-

pabilities as responsible individuals in providing customer

solutions by having highly competent management team.

Kumari, Usmani, and Hussain (2014) contend that not only

the effectiveness of teamwork is demonstrated by responsi-

ble leaders but also the intellectual capital that is nurtured

in the organizations.

Correlation between Corporate Reputation and Knowl-

edge Sharing and Intellectual Capital and Knowledge

Sharing

The overall result on the correlation of the constructs re-

veals that corporate reputation is signi􀅫icantly related to

knowledge sharing. In the holistic point of view, corporate

reputation is alwaysmanifested and is positively associated

with knowledge sharing and, therefore, rejects the null hy-

pothesis of there is no signi􀅫icant relationship between cor-

porate reputation and knowledge sharing. Similar 􀅫indings

of various studies have also been revealed by several au-

thors (Wasko & Faraj, 2005; Welschen, Todorova, & Mills,

2012).

The study is contrary to the assertion of Mallasi and Ainin

(2015) where their results revealed that reputation proved

no signi􀅫icant evidence to support its relationship with

knowledge sharing among postgraduate students. In the

same vein, intellectual capital and knowledge sharing prove

a positive correlation as demonstrated in the overall result.

This portrays a signi􀅫icant relationship between these two

constructs. Additionally, this reveals that the null hypothe-

sis of there is no signi􀅫icant relationship between intellec-

tual capital construct and knowledge sharing construct is

rejected. The 􀅫indings of this study are also corroborated

by the following authors (Arabrahmatipour, Foroutan Rad,

Beyramzadegan, & Mohammadalipour, 2015; Mathura-

maytha, 2014; Obeidat, Abdallah, Aqqad, Akhoershiedah, &

Maqableh, 2016).

The Moderating Effect of Intellectual Capital on the Re-

lationship between Corporate Reputation and Knowl-

edge Sharing

The results reveal that corporate reputation predicts

knowledge sharing and intellectual capital also predicts

knowledge sharing. To validate the existence of the mod-

eration analysis, aModGraph program (Jose, 2008)was uti-

lized and facilitated to compute the cellmeans and generate

its signi􀅫icant interaction for the graphical display. This al-

lowed further information processing from the regression

analysis to visually examine the statistical interactions. The

graph (see Figure 2) proves that intellectual capital signi􀅫-

icantly moderates the relationship between corporate rep-

utation and knowledge sharing. This means that commer-

cial bank employees with higher intellectual capital do en-

force higher level of corporate reputation towards knowl-

edge sharing as compared to those with lower intellectual

capital. Since the effect is higher at higher level, a signi􀅫icant

moderating effect occurred as the rule implied that such in-

teractionwould existwhen the graphswould have different

gradients as well as the slope and the lines do not form in

parallel according to Aiken,West, andReno (1991) and Jose

(2008). Stevens (2000) also emphasized that such signi􀅫i-

cant interaction effect would result when lines do not cross

and that the slope of lines should not be parallel in an ordi-

nal interaction given enough statistical power. This moder-

ating relationshipmay be considered as a new contribution

to the body of knowledge, especially that combining these

constructs in a single study is relatively sparse in the aca-

demic literature.

Individual intellectual capital resources (Marr, 2008) inter-

relate with other tangible and intangible resources, such

as reputation and knowledge sharing to form core compe-

tencies. Similarly, the strategic role of corporate reputa-

tion (Martıńez Garcı́a de Leaniz & Rodrı́guez del Bosque,

2013) in obtaining its competitive advantage and relational

capital depicts a vital support and that (Ansari, Roodbari,

Aboosaeidi, & Nassaji, 2016) both knowledge assets and in-

tellectual capital are getting into strategic leverage to prop-

erly handle the performance of the business and provid-

ing a constant innovation of organizations. With this es-

sential contribution, reputation (A. D. Smith, Rupp, & Mot-

ley, 2013; Sihite, Sule, Azis, & Kaltum, 2016), intellectual

capital (Chahal & Bakshi, 2014; Martı́nez Garcı́a de Leaniz

& Rodrı́guez del Bosque, 2013), and knowledge sharing

(Abdul-Jalal, Toulson, & Tweed, 2013) determine a strong

and inimitable competitive advantage. The 􀅫indings fur-

ther support the study of Kariuki and Kiambati (2017) as

the researchers also establish that those organizationswith

high intellectual capital outperform those with low pro􀅫ile

of intellectual capital. Wei and Hooi (2009) also posited in

their study that the empirical evidence of what intellectual

capital can contribute to the organizations is an essential

element as a gateway towards the organization’s success,

especially on its 􀅫inancial objectives. Moreover, business

organizations with higher intellectual capital (Khan, Ali, et

al., 2017) observe enterprise risk management practices to

achieve superior market performance. Ozkan, Cakan, and

Kayacan (2017) opined that intellectual capital made a sig-
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ni􀅫icant contribution to value creation and raising the 􀅫irm’s

performance. The study is also supported on the 􀅫indings

of Lipunga (2014) who opines that commercial banks have

to put more effort to improve their intellectual capital ef-

􀅫iciency. Moreover, as the study also discloses that a sig-

ni􀅫icant main effect of intellectual capital is also achieved,

it also implies that employees in commercial banks hav-

ing higher intellectual capital level have also higher level

of knowledge sharing. This main effect was supported by

the signi􀅫icant interaction between corporate reputation

(IV) and intellectual capital (MV). Other research scholars

also validated this study as a common ground of agreement

that intellectual capital made signi􀅫icant effects on corpo-

rate reputation (Abeysekera, 2010; Hitt, Bierman, Shimizu,

&Kochhar, 2001; Kariuki, 2014). Managers are encouraged

to provide (Ansari et al., 2016) an environment that is con-

ducive for the minds of the individuals.

CONCLUSION & IMPLICATIONS

The result of the study indicates that the levels of corporate

reputation, knowledge sharing, and intellectual capital of

commercial banks prove to be very high. On the other hand,

the correlation between corporate reputation and knowl-

edge sharingpurports a signi􀅫icant relationship, thus reject-

ing the null hypothesis. Similarly, a signi􀅫icant relationship

also exists when intellectual capital and knowledge shar-

ing are correlated, pointing to the rejection of the null hy-

pothesis. Likewise, intellectual capital signi􀅫icantly mod-

erates the relationship between corporate reputation and

knowledge sharing. Having said this, the proposed research

model in this study may be utilized by the business enter-

prises, in general, by revisiting their current platforms and

policy review on corporate governance on corporate rep-

utation towards knowledge sharing with the complement

of intellectual capital. This research may be translated into

practical management guidelines in order for the banking

and other sectors to appreciate the use of corporate rep-

utation, intellectual capital, and knowledge sharing. The

very need to enrich a more comprehensive understanding

of the results and 􀅫indings suggests for more longitudinal

studies as avenues for future research since this proposed

framework may be considered as a new contribution and

the related literature combining these constructs in one sin-

gle study is sparse. Statistical results and implications of

this study may contribute to further development and ex-

pansion of research. Thus, this study is expected to gener-

ate more essential contribution to the scienti􀅫ic frontiers of

knowledge, business practitioners, management side, and

the corporate 􀅫irms.
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