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Abstract 

Considering the pressures of fluctuating external environments, organizations are 
constantly seeking ways to be responsive and able to improve their performance 
with lower costs. Employer–employee relationships have changed rapidly in recent 
years, and there is growing interest in considering human resources as a form of capi‑
tal, and a strategic factor for business excellence. A focal point for HR professionals 
is employee loyalty, recognized as pivotal in realizing long‑term organizational goals. 
This paper delves into the concept of Wasta social capital and its pivotal role in foster‑
ing employee loyalty and innovation within the unique cultural context of the Arab 
world. It is argued here that Wasta social capital is the fundamental dynamic that stim‑
ulates employee loyalty in the workplace. This conceptual paper provides new insights 
through understanding the significant role Wasta social capital plays in affecting 
employee loyalty in a collectivist culture, differing from the conventional business‑
context factors of loyalty. Obtaining a deeper understanding of employee loyalty 
and how it is developed in Arab‑world business contexts can promote innovation.
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Introduction
Organizations are profoundly influenced by the prevailing cultures in which they oper-
ate. In the Middle East and North Africa (MENA), culture significantly shapes the 
functioning of organizations and plays a crucial role in shaping Human Resources Man-
agement (HRM) practices (Budhwar & Mellahi, 2016). In recent years, Wasta social 
capital has gained increasing academic interest due to its profound impact on organi-
zations. Wasta refers to the practice of receiving preferential treatment from someone 
with whom you have a direct or indirect relationship (Loewe et al., 2007). It embodies 
the person acting as a mediator or the act of mediation itself (Cunningham & Sarayrah, 
1993). Wasta can be viewed as a social mechanism and a personal exchange system that 
assists individuals in obtaining their desires, thereby influencing various aspects of peo-
ple’s lives (Alwerthan et al., 2018). Traditionally, it has been considered a form of nepo-
tism, where individuals unfairly benefit at the expense of others (Khakhar & Rammal, 
2013).
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Wasta has negative connotations, but paradoxically it is widely practiced, and its 
use is commonplace (Megheirkouni & Weir, 2019). It is present in many sectors such 
as government, academia, and health services (Al-Twal & Cook, 2021; Cunningham 
& Sarayrah, 1993). In contexts that suffer from corruption, long procedures, and lack 
of accountability, individuals tend to utilize their connections to obtain what they 
desire, achieve their goals, and probably protect their conceivable rights (Al-Ramahi, 
2008; Alsarhan & Al-Twal, 2023; Al-Twal & Aladwan, 2021; Horak et al., 2020). This 
is the basis for some contradictions when it comes to judging people who use it, 
and the popular view in MENA that Wasta is fundamentally a wrong social-profes-
sional practice (Aldossari & Robertson, 2016; Alwerthan et al., 2018). From a Human 
Resources Management perspective, individuals benefit from Wasta (i.e., people 
with power) to get a job, good evaluation results, and promotions (Alsarhan & Valax, 
2020).

Overall, Wasta has dark and bright sides. The dark side of Wasta shows that it 
affects organizations in terms of various decisions made such as hiring, promotion, 
and retention (Tlaiss & Kauser, 2011), which raises issues of fairness (Bartnett et al., 
2013). It can also affect organizational culture and reshape the psychological con-
tract between employers and employees (Aldossari & Robertson, 2016). Metcalfe 
(2006) argued that the use of Wasta affects the degree of formality needed in the 
workplace, which ultimately influences organizations’ ability to reach their desired 
goals. The bright side of Wasta, however, is that it facilitates decision-making as it 
can cut the transactional costs of long procedures when bureaucratic procedures 
exist (Barnett et al., 2013). It can help with the exchange of information between dif-
ferent organizational members, which increases efficiency at work (Al-Twal & Cook, 
2021; Loewe et al., 2008). Wasta can also help provide professional support, promote 
career planning, and build constructive interpersonal relationships at work (Tlaiss 
& Kauser, 2011). Considering this, Wasta has a significant impact on individuals and 
organizations alike (Alsarhan, 2021).

Wasta has received increasing research interest. However, studies on it remain dis-
jointed (Ali & Weir, 2020) with a lack of theoretical rigor to understand the complex-
ity of this phenomenon and its multifaceted effect on individuals and organizations 
(Al-Twal, 2021, 2022). While the adverse effects of utilizing Wasta are well-docu-
mented, the potential benefits that may be derived from it remain less explored.

In a turbulent environment where cutting costs and innovation are needed, invest-
ing in employee loyalty is paramount. Therefore, the research question of this paper 
is: how does Wasta social capital contribute to enhancing employee loyalty and 
innovation in the workplace?

The contribution of this research is threefold (i) this is the first study that focuses 
on explaining the influence of Wasta social capital on employee loyalty. (ii) The 
outcomes of this study show that Wasta has a bright side, which has been paid 
less attention in research. (iii) As put by Budhwar and Mellahi (2016), connections 
between people (the core of Wasta) in organizations and societal norms influence 
working relationships. Therefore, studying it is of vital interest in the field of HRM 
on theoretical and practical levels.
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Background literature
Understanding of social capital

Social capital is a well-known concept that essentially refers to the value of interpersonal 
human relationships within organizations or systems (Singh et  al., 2021; Zhang et  al., 
2017). Beyond this general overview, scholars have different understandings of the com-
plex concept (Wu, 2008), and a plethora of definitions in the literature have led to the 
loss of its core meaning and uses (Field, 2003; Halpern, 2005). Nonetheless, researchers 
agree that there is something in common among people working alongside each other, 
whereby “people are connected through intermediate social structures” (Halpern, 2005). 
Social capital is the base on which informal networks flourish (Horak & Paik, 2022). The 
primary assumption of most social capital research is that social networks have a “value” 
that can be obtained by the members of the network (Putnam, 2000). Investing in social 
capital is anticipated to yield returns (Lin, 2008). In the Arab world, characterized by a 
collectivist culture emphasizing personal relationships and obligations (Acquaah, 2007), 
it is common for individuals to invest in social networks (Namazie & Venegas, 2016). 
Through these networks, individuals not only establish their identity, but also navigate 
towards achieving specific goals aligned with their interests (El-said & Harrigan, 2009; 
Hutchings & Weir, 2006).

The process of social capital includes, at its heart, people who share common values. 
People connect through networks and intermediate social structures (Halpern, 2005). 
These are considered intangible assets, resources, and capital in this concept (Field, 
2003; Wu, 2008). The ways in which people interact (how, and with whom) are influ-
enced by the social fabrics of which they are part (Halpern, 2005). Through connections, 
obligations, and commitments, people are encouraged to help one another on the per-
sonal (non-economic) plane (Dinda, 2008).

However, conceptualizing social capital as an ’economic exchange’ introduces char-
acteristics such as a lack of transparency and high uncertainty, where obligations are 
unspecified, and time frames are unclear (Portes, 1998). A consensus in social capital 
literature exists, defining the concept as the ability of actors to secure benefits through 
membership in social networks or other social structures (Portes, 1998). In essence, 
scholars maintain that acting members are pivotal in sustaining and reproducing social 
assets (Lin, 1999), and trust emerges as a critical element. In an organizational context, 
trust forms the foundation for successful collaboration among employees in the work-
place (Choia & Chobc, 2019), facilitating the ’economic exchange’ and mutual benefits. 
A study by Matzler and Renzl (2006) underscores the profound impact of interpersonal 
trust on job satisfaction, extending beyond peers to include management and fostering 
employee loyalty.

Lin’s (1999) comprehensive review of studies highlights several positive outcomes 
of social capital within organizations. These include the facilitation of: (1) the flow of 
information, providing individuals with increased exposure to new opportunities; (2) 
decision-making for various agents such as recruiters or organizational supervisors; 
and (3) enhanced access to resources for both individuals and organizations. El-Said 
and Harrigan (2009) elaborate that through networks and connections, individuals gain 
access to valuable information and resources, effectively reducing transaction costs (e.g., 
information related to jobs, suppliers, prices, contracts, etc.). Ultimately, social capital 
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plays a crucial role in reinforcing recognition, emotional support, identity, and mental 
well-being, thereby contributing to an improved workplace environment and organiza-
tional atmosphere. Moreover, it has a less tangible yet significant impact on enhancing 
employee commitment and productivity (Lin, 1999).

Social capital influences the way organizations function and can positively influence 
organizational effectiveness (Andrews, 2010; Jiang & Liu, 2015). It creates opportuni-
ties for knowledge and expertise transfer between organizational members (Zhang et al., 
2017), improves trust levels, flexibility, and collaboration, and builds upon the shared 
understanding of the mission. Acquaah (2007) points out that social capital in organ-
izations facilitates securing access to financial and strategic resources as well as high-
quality information that is of concern (e.g., information about suppliers, products, and 
technological opportunities, etc.), which supports the business success. From a different 
perspective, when long procedures exist, social capital helps in relying less on monitor-
ing procedures and reduces transaction costs (Andrews, 2010).

Field (2003) explains that sometimes individuals through their informal networks 
circumvent formality (systemic rules and procedures) to get things done more eas-
ily and quickly, and potentially with less risk. This efficiency can be achieved via per-
sonal knowledge, contacts, and trust among parties involved in task execution within an 
organization (or across organizations). Social capital may extend to those whom you do 
not know directly, and provide a mechanism for exchange (Dobie et al., 2002). Through 
connections, a chance for cohesion, cooperation, and exchange between group members 
and non-group members can be created (Dobie et al., 2002; Field, 2003).

Social capital fosters trust, shared norms, and solidarity among individuals (Ayios 
et al., 2014; Portes, 1998). Thus, social capital supports organizational innovation (Singh 
et al., 2021), which is the engine that drives organizations (Dani & Gandhi, 2021). Inno-
vation is much more likely to arise in cohesive groups with high synergy and social 
bonds (Minhas & Sindakis, 2022). Innovation is significant for business success and the 
condition for maintaining the market position and the business desired competitiveness 
(Olexova & Gogolova, 2021). Therefore, studying social capital within an organizational 
context is paramount.

In the Arab world, ‘Wasta’ is a form of social capital. It has been identified as the prin-
cipal form of informal networks in the Arab world (Minbaeva et al., 2022) and has been 
the object of many studies focusing on managerial and business practices (Ali & Weir, 
2020; Alsarhan, 2021, 2022; Al-Twal, 2021, 2022; Horak & Paik, 2022). This practice 
refers to the intervention on behalf of others to attain something they could not achieve 
alone, and it assists in achieving and attaining what is assumed to be otherwise unat-
tainable by individuals in all aspects of personal and professional life (Cunningham & 
Sarayrah, 1993).

Wasta is rooted in the cultural norms, values, family, and kinship ties, as well as the 
collectivistic nature of Arab societies (Afiouni et al., 2020; Aldossari & Robertson, 2016; 
Hutchings & Weir, 2006; Namazie & Venegas, 2016). It is embedded in the social fabric of 
Arabs (Barnett et al., 2013; Weir, 2003). Through connections, obligations, and commit-
ment people are brought to help each other (Dinda, 2008). Certain values and attitudes 
can be fostered by social capital and create interactions between people that are based 
on mutual trust and obligation that lead to expectations and could lead to an increased 
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volume and value of interactions among people: individuals and groups (El-Said & Harri-
gan, 2009). Such is the situation with Wasta, which depends on the reciprocity of mutual 
benefits (Sidani & Thornberry, 2013; Smith et  al., 2012). Understanding these cultural 
norms and that form of informal network style enables managers, practitioners, as well 
as international executives to perform more effectively in their organizations (Hutchings 
& Weir, 2006). Therefore, this paper attempts to present a novel argument regarding the 
potential contribution of Wasta social capital, the informal Arabic network, to fostering 
innovation in Arab organizations through the cultivation of employee loyalty.

Conceptualization of workplace employee loyalty

Employee loyalty has emerged as a pivotal aspect in the success of every business. The 
influence of loyal employees extends beyond individual contributions to shaping an 
organization’s brand name and desired reputation (Priyadharshini & Sudhahar, 2019). 
Human resources, far from merely contributing to competitive advantage, can them-
selves constitute a direct source of it (Davis, 2017). This includes a reservoir of human 
capital, comprising unique talents that prove challenging for rival firms to replicate (Sani 
& Ekowati, 2019). The skills, knowledge, and qualifications possessed by employees col-
lectively form a substantial and weighty factor influencing the survival of organizations 
on both large and small scales (Adiputra et  al., 2019). Obtaining employee loyalty is, 
therefore, synonymous with supporting the business mission and aligning with its stra-
tegic goals, all in harmony with the goals and orientations of the employees themselves 
(Karami et al., 2004).

Employee loyalty is a broad concept with many descriptions. According to Guillon and 
Cezanne (2014), loyalty is a multidimensional construct that includes a panel of indi-
cators as an attitudinal inclination toward identification, attachment, commitment, or 
trust vis-à-vis the organization, which finds expression in different behaviors, “forms”, or 
“indicators”. DeMott (2006) described loyalty as the willing, realistic, and thoroughgoing 
devotion to a cause or an individual. Murali et al. (2017) pointed out that loyalty signi-
fies a person’s devotion or sentiment of attachment to a particular object, which may 
be another person or group of persons, an ideal, a duty, or a cause. Priyadharshini and 
Sudhahar (2019) described loyalty as an employee’s emotional commitment to remain 
with a company. Similarly, Al-Rousan and Al-Amoush (2013) described it as the state 
of unification of the worker with the organization in which he works with its objectives 
and his desire to maintain their membership in it. From a different perspective, Iqbal 
et al. (2015) pointed out that loyal employees are those who are committed to the suc-
cess of the organization, and who believe that working for that organization is their best 
option. Based on these randomly chosen descriptions, loyal employees are those who are 
attached to a business in one way or another, and who wish to retain their membership 
in it. The question is, how do businesses foster and increase employee loyalty?

The literature identifies numerous business-context factors that significantly impact 
employee loyalty. Among these, job satisfaction stands out as a conspicuous indicator, 
closely linked to the overall success of the organization (Anderson et al., 1994; Matzler & 
Renzl, 2006). Having satisfied employees could be classified as a minimum requirement 
to see employees develop a sense of attachment to the business to make them not think 
of leaving on any day. Ghazaly (2016) pointed out that organizational justice, fairness 
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of procedures, fairness of distribution, good administrative support, training, and good 
interpersonal relations among colleagues in a business are vital factors to stimulate 
employee loyalty. All these factors, among many others, affect employees’ satisfaction 
and ultimately their loyalty. To have loyal employees, organizations need to ensure that 
all employees’ needs are met and that they are satisfied and motivated (Albahussain, 
2014). They also need to pay attention to their feeling of job security to feel loyal to the 
institution (Rajarathinam, 2018).

Managers should look out for employees’ interests, pay attention to their career paths 
and aspirations, and give them opportunities to improve their performance (Radwan, 
2016). Al-Shawabkah and Al-Ta’ani (2013) pointed out that organizational commitment 
is the main and important key to examining the extent to which the members of the 
organization get along with each other. Through that, they start to develop a feeling of 
loyalty to the place because they enjoy being there. Hong et al. (2019) identified a list of 
factors that influence employee loyalty to the organization, including harmony between 
individuals and organizations, salary, bonus, and estimation, coaching, and work devel-
opment, and the opportunity to confront, and leadership behavior, in additional to work-
place relationships, firm culture and structure, and working environment.

Human resource management plays a significant role in shaping the employee experi-
ence in a business and their loyalty, but the application of its various practices differs 
across countries because of prevailing cultural differences, which in itself affects the 
understanding of employee loyalty and what it takes to have it in a business context. 
Research on human resource management and best practices is limited in the Middle 
East and the Arab world (Aladwan et al., 2014; Al-Twal et al., 2019), which ultimately 
makes the conceptualization and understanding of employee loyalty challenging in this 
context. Literature has paid the least attention to the cultural influence on employee loy-
alty in a place, although it might be the main trigger in specific cultures, largely because 
it is relatively difficult to study. Bridging the gap is significant to build on the literature of 
employees’ loyalty and assist organizations to better understand the concept from both 
organizational and cultural perspectives, and enjoy its benefits.

The advantages of employee loyalty are manifold. Goodarzi (2012) notes that loyal 
employees demonstrate increased efficiency and are less likely to leave the organiza-
tion, leading to a reduction in turnover rates and associated direct and indirect costs. 
Aityan and Gupta (2012) emphasize the correlation between employee loyalty and lower 
expenses related to recruiting new staff. Radwan (2016) underscores that having loyal 
employees contributes to the establishment of a positive organizational reputation by 
meeting the needs of various stakeholders, particularly customers. Additionally, loyal 
employees often exhibit pride in their organization, participating in positive word-of-
mouth communications even when they may not personally endorse the company’s ser-
vices and products (Haghighikhah et al., 2016).

Al-Baroudi (2015) added that loyal employees are more accepting and supportive 
of change whenever it needs to be implemented, and develop their creative behavior 
within the organization, which supports the success and innovation of the business. 
Loyalty contributes to raising the morale of the employees, which increases their inter-
dependence with the organization and motivates them to work in a cooperative spirit 
through building a network of human relations between workers (Radwan, 2016). Loyal 
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employees do not harm their organization, or share its secrets (Robertson et al., 2015). 
Employee loyalty increases employee value, as workers in the organization broaden their 
interests, with rich personalities and strong incentives to perform their work, which 
assists the organization in achieving its desired goals (Elegido, 2013). Rao (2017) pointed 
out that loyal employees are more likely to waive their self-interest, and they go above 
and beyond the call of duty to give priority to the needs and interests of the organization.

Discussion
Integrating Wasta social capital, employee loyalty, and innovation in Arab collectivist 

culture

As discussed earlier, the literature characterizes loyal employees as individuals com-
mitted to and attached to a business, expressing a desire to maintain their membership 
and actively contributing to the organization’s success. Employee loyalty is fostered by 
a myriad of factors, including satisfaction, interpersonal harmony, a supportive culture, 
a positive working environment, justice, fair procedures, growth opportunities, and job 
security. To achieve these conditions and cultivate loyal employees, businesses must rec-
ognize the significance of social capital, especially in collectivist cultures like the Arab 
world. Here, culture significantly influences employee behavior and organizational cul-
ture (Al-Faleh, 1987; Hammoud, 2011).

Collectivism represents the degree of interdependence a society maintains among its 
members (Hofstede, 2001). The culture in the Middle East (particularly the Arab World) 
is collectivist (Feghali, 1997), whereby people attach a great deal of importance to per-
sonal relationships rather than professional ones (Budhwar & Mellahi, 2016). Individuals 
in Arab societies attribute great meaning and value to relationships through which they 
identify themselves (Berger et al., 2019; Khakhar & Rammal, 2013). Collateral/collective 
societies stress less importance on the “self” and “individual” and conversely prioritize 
the promotion of more continuous and longer-lasting human ties between individuals, 
including within organizations, and across multiple organizations in industrial contexts 
(Sparrow & Wu, 1998). Such collectivist cultures tend to prioritize the goals of the larger 
collective or group over the individual. In this cultural setting which attributes great 
importance to relationships, Wasta as a form of social capital becomes a crucial tool, as 
relationships are the core element of the dynamics of Wasta (Ali & Weir, 2020; Alsarhan, 
2021). Indeed, this relational nature of the institution of Wasta entails several implica-
tions related to individuals’ behaviors, attitudes, and obligations towards their Wasta 
accomplices.

Element one: reciprocity and mutual benefit

Given the significance of relationships in Arab collectivist cultures (Field, 2003), 
investing in networks becomes pivotal for individuals to achieve their goals (Namazie 
& Venegas, 2016). This investment signifies loyalty—helping and serving each other 
for mutual benefits. When an employee becomes a beneficiary of Wasta social capital, 
they inherently become obliged to reciprocate, often through the position they were 
able to access due to its influence (Al-Twal, 2022; Alwerthan et al., 2018; Hutchings & 
Weir, 2006; Loewe et al., 2007, 2008). Social capital, similar to Wasta, contains norms 
and networks that result in trust, reciprocity, and understanding, through which 
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mutual benefits and economic prosperity from collective action and cooperation can 
be created (Dinda, 2008). The ties formed among employees via social capital facili-
tate coordination and cooperation, grounded in mutual trust, towards the achieve-
ment of both individual and organizational goals (Coleman, 1988).

As Triandis et al. (1988) pointed out, individuals in collectivist cultures may forego 
personal goals in favor of some collective goals such as the team or division. People in 
this type of culture value group harmony (Hofstede, 2001) and shared interests, con-
formity to group norms, and seeing themselves as interdependent parts of their group 
(Chiaburu et al., 2015). Wasta for Arabs is considered to be a product of mutual and 
strong reciprocity norms (El-Said & Harrigan, 2009; Loewe et al., 2007; Smith et al., 
2012). Therefore, the value of Wasta social capital is based on an individual’s invest-
ment in relationships to get the return (i.e., strong reciprocity norms) (Loewe et al., 
2007), which explains the reciprocity element based on loyalty to serve each other.

H1: Establishing relationships grounded in trust significantly enhances individuals’ 
loyalty, fostering a mutual commitment to serve each other for mutual benefit.

Element two: obligation and commitment

In collectivist cultures, individuals are inclined to assist one another, leading to a web 
of commitments and obligations aimed at maintaining relationships for anticipated 
returns (Dinda, 2008; Lin, 2008). Notably, one positive aspect of Wasta is the demon-
stration of loyalty and trustworthiness by the intermediary (Abosag & Ghauri, 2022). 
In situations where connections are built on trust, individuals often feel compelled to 
uphold their end of the bargain, striving to be deserving of the trust placed in them. 
Simply put, when relationships are forged through Wasta, individuals make concerted 
efforts and are committed to avoid causing any loss of face or reputation, both for 
themselves and the broader group sharing Wasta connections, steering clear of nega-
tive behaviors (Alsarhan, 2021).

In Arab collectivist cultures, employee loyalty is nurtured through relationships 
and the willingness of employees to cooperate and create value for each other. The 
strength of interpersonal connections directly correlates with organizational com-
mitment, a critical factor for cultivating loyal employees (Al-Shawabkah & Al-Ta’ani, 
2013). Committed employees, fueled by intrinsic motivation, strive for excellence 
in their roles, taking pride in their work and actively seeking opportunities for self-
improvement and growth. This internal drive not only encourages the exploration of 
new ideas but also challenges the status quo, fostering innovative solutions to prob-
lems. Passionate about their work, these committed employees are more inclined to 
invest time and energy in generating fresh ideas and pushing boundaries. Simultane-
ously, robust social relationships in the workplace contribute to employees’ overall 
job satisfaction, creating an environment conducive to innovation (Al-Twal & Cook, 
2021).

H2: The investment in relationships grounded in trust is positively associated with 
increased organizational commitment.

H3: The investment in relationships built on trust positively correlates with height-
ened employee satisfaction.
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Element three: communication

In the organizational context, interpersonal relationships grounded in interaction, 
solidarity, and reciprocity contribute to increased communication between individu-
als, fostering a supportive culture characterized by exchange, cohesion, and coopera-
tion (El-Said & Harrigan, 2009). This dynamic environment facilitates smoother and 
faster task completion, as communication built on mutual benefit promotes knowl-
edge sharing and effective decision-making. The culture of a business is shaped by its 
people, their values, and norms, with employee loyalty representing a vital subset of 
this organizational culture. Consequently, loyalty to the organization would be one of 
the values shared and accepted by employees. The more people stay in the business, 
the stronger ties are created between them, which will lead to intimacy and effective 
communication that supports loyalty and the desire to work at high levels of produc-
tivity. Enhanced communication, especially facilitated by robust Wasta social capi-
tal, plays a pivotal role in knowledge sharing. Through this, employees develop their 
skills, knowledge, and abilities, creating a fertile ground for innovation within the 
organization (Aklamanu et  al., 2016; Dani & Gandhi, 2021). As noted by Schneider 
(1988), Arab Eastern cultures prioritize social concerns over task concerns, under-
scoring the notion that productivity is closely linked to the relationships people cul-
tivate in the workplace. Loyal employees, inherently committed to the organization’s 
goals and vision, are more inclined to collaborate and share their knowledge with 
colleagues. This commitment drives knowledge-sharing behaviors, creating an envi-
ronment where insights, experiences, and information flow across teams and depart-
ments. This interconnected knowledge pool becomes a fertile ground for innovation 
to thrive (Zhang et al., 2017). In cohesive groups with high synergy and strong social 
bonds, innovation is more likely to flourish (Minhas & Sindakis, 2022). Therefore, 
investing in Wasta social capital emerges as a potential driver for enhancing innova-
tion in organizations.

H4: The investment in relationships grounded in trust positively correlates with 
increased communication between individuals within an organizational context.

H5: The investment in relationships built on trust is positively associated with 
enhanced innovation.

Figure 1 illustrates the integral role Wasta social capital plays in augmenting both 
employee loyalty and innovation within organizational settings.

Fig. 1 Conceptual model
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Concluding remarks and research implications
In this conceptual paper, we endeavored to illuminate the positive aspects of informal 
networks, specifically employing the Arab form known as Wasta social capital. While 
employee loyalty is frequently acknowledged as a significant organizational objective, 
little is known about the impacts of societal cultures on it, particularly within non-
Western cultural contexts where studies on prevailing cultural impacts are relatively 
sparse. Our exploration of Wasta social capital in the context of the Arab World’s col-
lectivist culture posits that the essence of organizational success lies in its people. 
Looking at employee loyalty through the lens of Wasta social capital theory provides 
a deeper understanding of this concept.

For organizations to cultivate employee loyalty, there is a need to foster organi-
zational cultures that prioritize the development of social capital. Recognizing the 
inherent value of social capital, members within the organization can actively contrib-
ute to its acquisition. Supportive organizational cultures play a pivotal role in estab-
lishing connections between employees, facilitating coordination and cooperation 
grounded in trust. This collaboration is directed toward mutual benefit in achieving 
individual and collective organizational goals. By enhancing employees’ experiences 
and contributing to long-term organizational success and survival, such investment 
in social capital becomes crucial for sustained growth. On the flip side, a deficiency in 
employee loyalty can lead to reduced productivity, impose costs on the organization, 
and hinder innovation. In today’s globalized markets, characterized by intense com-
petition and evolving consumer preferences, organizations must wield innovation as a 
valuable tool to stay competitive and ensure their long-term survival.

It’s important to note that this study is conceptual rather than empirical, emphasiz-
ing the need for further empirical research to deepen the theoretical conceptualiza-
tion of Wasta social capital and loyalty in the Arab world context. As Wasta social 
capital appears to be deeply ingrained in the social and professional fabric of this 
region, with its resilience noted by Alsarhan (2022), practitioners, global business 
leaders, and managers in multinational corporations (MNCs) operating in the Arab 
region must learn to harness the benefits it offers, particularly in fostering innovation. 
There is a call for increased effort to fully capitalize on Wasta social capital, seizing all 
the opportunities it presents for both individual employees and organizations.
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