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ABSTRACT 

 

The purpose of this study is to analyze the effect of social interaction on the 

benefits of sharing knowledge, the effect of expected benefits on sharing 

knowledge, the effect of expected benefits on the benefits of social media groups, 

the effect of social interaction on the benefits of social media groups, the effect 

of knowledge sharing on the benefits of social media groups, the effect of sharing 

knowledge on intentions. sustainable knowledge sharing, and the effect of the 

benefits of social media groups on the intention of sustainable knowledge 

sharing. The sample in this study was 308 respondents consisting of high 

school/vocational students and D3/S1 students in the Jabodetabek area. Data 

processing for descriptive statistics and regression using SPSS and Amos software 

tools. The results of this study that social interaction affects knowledge sharing, 

expectations of benefits have no effect on sharing knowledge, expectations of 

benefits affect the benefits of social media groups, social interactions affect the 

benefits of social media groups, knowledge sharing affects the benefits of social 

media groups, knowledge sharing has no effect on intention to share knowledge 

on an ongoing basis, the benefits of social media groups affect the intention to 

share knowledge on an ongoing basis. 

Keywords : Knowledge Sharing, Social Interaction, Benefit Expectation, Social 

Media Group 

 

I. INTRODUCTION 

 

A. Background  

The presence of the internet as a modern 

communication medium has enabled humans to 

communicate with everyone around the world. Based 

on data from the Association of Indonesian Internet 

Service Providers (APJII) in 2018, the population of 

Indonesia was 264.14 million and internet users in 

Indonesia were 171.17 million people. Based on the 

age segment, 15-19 year olds have the highest 

penetration (reaching 91%). Next is the age of 20-24 

years with a penetration of 88.5%; age 25-29 years 

82.7%; age 30-34 years with a penetration of 76.5%, 

and the age group of 35-39 years with a penetration of 

68.5%.  

http://www.ijsrst.com/
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Currently, the existence of social media changes the 

paradigm of communicating in society. 

Communication is not limited by distance, time, space. 

Communication can occur anywhere, anytime, 

without having to face to face. Even social media is 

able to negate social status, which is often a barrier to 

communication. Various social media such as 

Facebook, Twitter, Instagram, Whatsapp and Line 

allow people to communicate and form a community. 

 

Communication in social media consists of 

intrapersonal communication, interpersonal 

communication, group communication, public 

communication, and mass communication. The 

largest level of communication with the most 

communication target coverage is mass 

communication, which includes social media groups. 

Uploads of material made by a person can be seen and 

enjoyed by many audiences, so that communication 

occurs between members of the group. People 

communicate on social media with social 

transparency, which is a condition of the 

disappearance of social categories, social boundaries, 

social hierarchies (Piliang, 2004). The behavior and 

attitudes displayed by the community are related to 

self-concept to control themselves and not cross 

ethical boundaries (West & Turner, 2008). 

Communication with social media will have an 

influence on (a) Beliefs, values, and attitudes, (b) 

Worldview, (c) Social organization, (4) Human nature, 

(5) Activity orientation, (6) Perception of self and 

others (Darmastuti, 2011) 

 

Knowledge sharing is a reciprocal process in which 

individuals exchange knowledge (tacit and explicit 

knowledge) and jointly create new knowledge 

(solutions) (Van den Hoof and De Ridder, 2004). One 

of the goals of this definition consists of imparting 

and collecting knowledge, which is providing 

knowledge by communicating knowledge to others 

what one has of a person's personal intellectual capital, 

and gathering knowledge refers to consulting by 

sharing information or their intellectual capital. 

According to Pasaribu (2009), knowledge sharing can 

be defined as a culture of social interaction, including 

the exchange of knowledge between employees, 

experiences, and skills through entire departments or 

organizations, this creates a common basis for the 

need for cooperation. Every process in sharing 

knowledge is always related to how to collect and 

provide information or data to others. Through the 

exchange of knowledge that is carried out both 

formally and in these interactions, workers can share 

knowledge or information with their fellow co-

workers (Nonaka and Teece, 2001). 

 

According to Babalhavaeji and Kermani (2011), the 

factors that influence knowledge sharing are attitudes, 

intentions and intrinsic motivation. People's 

intention to share knowledge is influenced by 

subjective attitudes and norms. The intention to share 

knowledge leads to the behavior of increasing 

knowledge sharing. From an intrinsic motivation 

perspective, behavior is elicited by employees' need to 

feel competent in dealing with their environment. 

Reciprocal benefits, self-confidence and enjoyment in 

helping others are considered strong motivations for 

sharing knowledge. The intrinsic motivation of the 

source is the most important factor in the knowledge 

transfer process. According to Wu, Lee, and Tsai 

(2012), knowledge sharing is a process of learning, 

exchanging ideas and sharing knowledge in order to 

increase individual excellence. The main focus of 

knowledge sharing is people who are willing to be 

invited to exchange information and knowledge, both 

other people, groups and organizations. 

 

Benefit expectations (outcome expectations) are 

positively related to the intention of sustainable users 

of the online knowledge community. In addition, 

there may be a correlation between the two personal 

cognitions. When users have high self-efficacy, they 

can form positive expectations about future outcomes 

(Lin and Huang, 2008). Continuous knowledge 
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sharing intention is a determinant of the desired 

behavior to share knowledge (Dong, Liem, and 

Grossman, 2010). Findings from the studies of 

Tohidinia and Mosakhani, 2010 and Chatzoglou and 

Vraimaki, 2009 show the positive influence of 

intention on knowledge-sharing behavior. 

 

The benefits of social media groups (Community 

Usefulness) allow users to represent themselves and 

interact, collaborate, share, communicate with other 

users and form virtual social bonds. This meaning 

refers to the social meaning, namely recognition, 

communication and cooperation (Nasrullah, 2015). 

The benefits of social media groups include (1) online 

groups on social media are effective in creating 

friendships; (2) Friendship is established because of 

the similarity of status or behavior; (3) Many groups 

means many friends. Based on the background of 

previous research, this research was conducted by 

selecting the title The Effect of Knowledge Sharing and 

Benefits on Sharing Intentions Through Social 

Interaction in Social Media Groups.  

 

B. Konceptual  

Communication is a transaction, a symbolic process 

that requires people to regulate their environment by 

(1) building relationships between human beings; (2) 

through the exchange of information; (3) to 

strengthen the attitudes and behavior of others; and 

(4) trying to change attitudes and behavior (Cangara, 

2011). 

 

Information and communication technology in 

Indonesia is developing very rapidly, making the 

internet as the main communication tool that is in 

great demand by the public. The presence of the 

internet as a modern communication medium has 

made the world easier to grasp. Almost everyone has 

a communication device that makes it possible to 

communicate with everyone around the world 

through social media. Social media distorts a lot of 

existing thinking and theory. The level or level of 

communication is merged in one container called 

social networking/social media. Social media is 

increasingly opening up opportunities for each 

individual involved in it to freely express their 

opinions. However, self-control must also be 

possessed, so that the freedom you have does not 

violate boundaries and does not offend other parties. 

Social media or also known as social networking is 

part of new media. Interactive content in new media 

is very high. 

 

For many people, online communication actually 

facilitates the formation of close interpersonal 

relationships. Because through online communication, 

each individual involved tends to be more courageous 

in expressing his opinion, and opening himself up to 

be known by others. Communication in social media 

is not bound by time, day or night, the parties 

involved can still be actively involved. Also not 

bound by space, with anyone around the world the 

parties involved in it can communicate. This is not 

possible in face-to-face contact, including using 

conventional communication media such as 

telephone, this is related to costs and time differences. 

Online communication in this case is seen as cheaper, 

faster, and easier. (Adler & Rodman, 2006). 

 

Theory of Communication Technology Determinism. 

explain the changes that occur in various ways of 

communicating will also shape human existence itself. 

So basically there is a change from traditional 

technology to modern technology. The theory of 

Technological Determinism was first put forward by 

Marshall McLuhan in 1962 in his The Guttenberg 

Galaxy: The Making of Typographic Man. The basic 

idea of this theory is that changes that occur in 

various ways of communicating will also shape 

human existence itself. Technology shapes individuals 

how to think, behave in society, and this technology 

directs humans to move from one technology century 

to another (Nurudin, 2011). 
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At this time the use of social media has taken a role in 

everyday life. Starting from children, teenagers to 

adults can use social media. Social media content is 

not like conventional mass media (television, radio, 

newspapers) which tend to make the audience passive, 

so that the message content presented is only adapted 

to the needs of the media. However, social media 

provides facilities for someone to be able to control 

the social media content they have. In other words, 

the user can be a subject (producer) or an object 

(consumer). Social media has the characteristics of 

being interactive, participatory and networked. 

Through social media, a person can communicate 

himself to the public or obtain information from the 

public. However, along with the times, the use of 

social media has also shifted, which was originally 

used as a medium of communication, now it has 

become a means of entertainment, information 

exchange, da'wah, politics to economic interests 

(onlineshop). Attachment to social media can affect 

time commitment and communication. Searching for 

information on social media will lead a person to 

another series of interesting information, which 

sometimes does not match the original purpose of the 

search. Communication in a social context is done for 

self-fulfillment, to feel comforted, comfortable and at 

peace with oneself and others. The messages 

exchanged may be trivial things, but the conversation 

will make both of them feel happy and comfortable. 

(Azmi, 2014). 

 

Interaction is a social relationship between 

individuals in such a way that the individuals 

concerned influence each other (Chaplin, 2011). 

According to Gillin and Gilin 1954) social interaction 

is a dynamic social relationship involving the 

relationship between individuals, between human 

groups and between individuals and human groups. 

When two people meet, social interaction begins at 

that moment. They reprimand each other, shake 

hands, talk to each other or maybe even fight. Such 

activities are forms of social interaction. Interrelated 

factors in influencing the course of social interaction 

carried out by each individual. Factors that influence 

social interaction are imitation factors, suggestion 

factors, identification factors, and sympathy. 

 

Based on this understanding, it can be said that social 

interaction is the ability of an individual to conduct 

social relations with other individuals or groups 

marked by the existence of social contact and 

communication, a change from traditional technology 

to modern technology, which was originally done 

face-to-face interaction turned into interaction 

through social media. 

 

Research conducted (Hsu, Chia and Chang, 2007) 

concludes that there is a growing interest in factors 

that support or hinder one's knowledge-sharing 

behavior in virtual communities. To explore 

knowledge-sharing behavior in a virtual community, 

this study proposes a social cognitive-based model 

that includes knowledge-sharing self-efficacy and 

benefit expectations. Identifying the motivations 

underlying knowledge sharing behavior in virtual 

communities will help academics and practitioners 

gain insight into how to stimulate knowledge sharing 

in virtual communities. The biggest challenge in 

fostering virtual communities is the provision of 

knowledge, namely the willingness to share 

knowledge with other members, which is important 

in explaining why individuals choose to share or not 

share knowledge with other community members 

when they have a choice. 

 

According to (Gurteen, 1999), Knowledge Sharing is 

not only limited to providing knowledge to others, 

but can also be in the form of: requesting/asking for 

feedback; ask questions; inform others of plans you 

have to do a job before it is done; ask others for help; 

tell others about the task/work being done and why 

the task/job is being done; ask other people's opinion 

and ask that person's advice; and asking others what 

they would do with a job. The goal of the knowledge 
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sharing process is to spread the knowledge possessed 

by one person to as many people as possible in the 

organization. Dissemination of knowledge from one 

person to another or from one work unit to another is 

expected to improve the quality of knowledge 

possessed by individuals, work units and ultimately 

organizations (Junaida, 2011). 

 

One way for organizations to gain a knowledge-based 

competitive advantage is to manage knowledge 

sharing (Argote & Ingram, 2000). Liebowitz (2001) 

states that knowledge sharing activities will create 

value-added benefits in the organization. Knowledge 

sharing is a tool for organizations in order to generate 

innovation (Wang & Yang, 2007). Islam, Ahmad and 

Mahtab. (2010) stated that knowledge sharing 

activities help organizations transfer new ideas and 

solutions. In addition, MacDermott & O'Dell, (2001) 

mentions that knowledge sharing enables 

organizations to identify, promote, and disseminate 

best practices and Knowledge Sharing Behaviors. 

 

II. METHODS AND MATERIAL 

 

This type of research uses quantitative descriptive 

which aims to make a description or description 

systematically and the relationship between the 

phenomena being investigated. This study uses 

primary data obtained through the distribution of 

questionnaires or questionnaires to samples that have 

been determined directly. The samples in this study 

were high school/vocational high school students and 

D3 and S1 program students in the Greater Jakarta 

area and outside Jabodetabek. 

 

The data collection technique used in this study was 

carried out using a tool or instrument in the form of a 

questionnaire, in the form of a Likert scale that 

includes variables of social interaction, benefit 

expectations, benefits of social media, knowledge 

sharing and intention to share continuous knowledge, 

as well as demographic data to describe the 

characteristics of respondents. The Likert scale is 

based on the results of a questionnaire distributed 

through the Google Form tool. survey. With a Likert 

Scale, the variables to be measured are translated into 

variable indicators. Questions were scored 1,2,3,4 and 

5. The answers to the questions were [1]: Strongly 

disagree; [2] : Disagree; [3] : Neutral; [4] : Agree; [5] : 

Totally agree. 

 

III. RESULTS AND DISCUSSION  

 

This study uses primary data by providing a link to a 

questionnaire that is distributed to students and high 

school / vocational students via google form. The 

number of incoming questionnaires is 328. Based on 

age data, it can be seen that the age of 18 years (29%), 

19 years (28%), 20 years (16%), 21 years (10%), 17 

years (6%), 22 years and more than 23 years were 5%. 

This is in line with data obtained by the Association 

of Indonesian Internet Service Providers (APJII) in 

2018 aged 15-19 years having the highest penetration 

(reaching 91%) of internet users in Indonesia. 

 

Based on gender, the data obtained were 63% female 

and 37% male respondents. This is in line with 

research conducted by (Helpiastuti, 2020), social 

media has become the latest communication medium 

that greatly affects human life, especially women. 

Based on the survey results, it can be seen that the 

most dominant social media users are women. This is 

because in relation to self-identity, women who use 

social media increase their courage to display their 

identity. This can be seen from the finding of women 

who are comfortable with identifying themselves 

with a given identity. Although it is undeniable, there 

have also been found women who dare to show their 

achievements and competencies as the main shapers 

of their identity. Overall, it shows that the display of 

women's identity in social media is so complex. 

 

Women as creatures who like to socialize, one of 

them is by sharing information to communicate 
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through social media. Women also use 30% of their 

time to communicate through social media, while 

men only use 26% of their time to interact on social 

media (Lubis, 2014). Women spend four to five times 

more time using social media than men. In addition, 

Sheldon (2008) found that women prefer social media 

to connect with family and friends, pass time, 

entertain, but men prefer to use social media to meet 

new people. College students prefer to use the 

internet to communicate and establish relationships, 

such as contacting friends, family, and their partners 

(Baym, Zhang, Kunkel, Ledbetter, & Mei-Chen, in 

Mahmud & Omar, 2013). 

 

By region, respondents from Greater Jakarta 96% and 

outside Greater Jakarta 4%, this is because the 

researcher resides in Greater Jakarta and informs the 

questionnaire to students at Gunadarma University, 

which is located in Greater Jakarta. Based on 9% high 

school education and 91% D3/S1 students. 

Respondents were 62% internet subscribers and 38% 

unsubscribed, 94% subscribed to data packages and 6% 

unsubscribed. The amount of credit used is less than 

100 thousand as much as 48% and more than equal to 

100 thousand as much as 52%. Respondents 

subscribed to internet and data packages for the need 

to interact using social media. Based on the social 

media groups followed, 86% used the group watshapp 

and 14% in addition to the group watshapp. 

 

The highest percentage of respondents using social 

media is whatsapp from 308 respondents 

(always/every day) as much as 87% (267 people), 

often (several days per week) 7% (23 people), rarely 

(once a week) as much as 1% (4 people ), rarely as 

much as 1% (3 people) and never as much as 4% (11 

people); The next in a row is Instagram (always/every 

day) as much as 73% (225 people), often (several days 

per week) 15% (46 people), rarely (once a week) as 

much as 4% (13 people), rarely as much as 3% (10 

people) and never as much as 5% (14 people); Line 

(always/every day) 40% (122 people) often (several 

days per week) 23% (71 people), rarely (once a week) 

21% (66 people), rarely 8% (26 people) and never as 

much as 7% (23 people); Twitter (always/every day) 

21% (65 people), often (several days per week) 14% 

(42 people), rarely (once a week) 17% (53 people), 

rarely 17% (51 people) ) and never 31% (97 people); 

and Facebook (always/every day) 9% (27 people), 

often (several days per week) 10% (31 people), rarely 

(once a week) 14% (43 people) , rarely 34% (104 

people) people) and never as much as 33% (103 

people). 

 

Model Estimation 

1. Sample Size 

In using the SEM technique with the MLE estimation 

procedure the recommended number of samples is 

100-150 samples, in this study the number of samples 

was 308 respondents. 

2. This normality test can be seen in the values of the 

Critical Ratio (CR) of the skewness and kurtosis. The 

data is normally distributed if the CR value of the 

data is between -2.58 to +2.58. At this significance 

level, the z value obtained from the z table is ±2.58. In 

this study, the normality test was met. 

3. Loading Factor 

The standardized loading factor describes the 

magnitude of the correlation between each 

measurement item (indicator) and its construct. This 

value shows the correlation between the indicator 

and the construct. An indicator with a low loading 

value indicates that the indicator does not work on 

the measurement model. expected loading value > 0.7. 

In this study the loading factor meets the 

requirements. 

4. Composite Reliability (CR) 

Composite Reliability (CR) is better at measuring 

internal consistency. The Composite Reliability (CR) 

interpretation is the same as Cronbach's Alpha. CR 

limit value > 0.7 . In this study the CR value > 0.7. 

5. Average Variance Extracted (AVE) 

The AVE value is used to measure the amount of 

variance that can be captured by the construct 
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compared to the variance caused by measurement 

errors. The AVE value must be greater (> 0.5). In this 

study, all AVE values were met. 

 

Testing the Feasibility of the Model 

Before testing the hypothesis on the structural model, 

the Goodness of Fit parameter is calculated. The 

model fit test/goodness of fit model in the study 

(hopper, coughlan & Mullen, 2008) includes 2/df, GFI, 

NFI, RFI, IFI, TLI, CFI and RMSEA as shown in Table 

4.2 as follows: 

 

Table 1. Model Fit 

No. 

Statistics 

of Model 

Fit 

Default 

Model 

Recommendations 

range 

1. 2/df 2,234 2 – 5 

2 GFI 0.923 0.90 

3. NFI 0.942 0.90 

4. RFI 0.946 0.95 

5. IFI 0.967 0.90 

6. TLI 0.959 0.95 

7. CFI 0.967 0.90 

8. RMSEA 0.027 0 – 0,08 

Note: (*)  hopper, coughlan & Mullen (2008) 

 

Discussion  

Hypothesis H1, there is an effect of social interaction 

on knowledge sharing. 

 

This study is in line with research conducted by 

(Qureshi, Fang, Haggerty, Compeau, Xiaojie Zhang, 

2018) which concluded that in a knowledge-based 

economy, organizational success depends on how 

effectively the organization's employees share 

information. Various types of communication 

activities and communication media affect knowledge 

sharing. Social interactions mediated by Information 

Technology have an effect on knowledge sharing 

among employees compared to face-to-face social 

connections. Research on knowledge sharing, social 

networks, and information systems, concluded that 

the ability of social interaction mediated by 

Information Technology is used for (1) interaction 

between individuals with heterogeneous backgrounds 

and (2) facilitating high Information Technology-

mediated social interaction. Research (Ghahtarani. 

Majid, Mahdieh, 2019) concludes that social 

interaction has a significant relationship with 

knowledge sharing. The theory of social interaction 

was first presented in 1964 by Blaand, generally seeks 

to explore the basis of individual behavior in sharing 

knowledge. Based on this theory, the interaction of 

individuals with each other is based on the theory of 

cost and benefit analysis. Based on this theory, 

individuals seek to maximize their profits and 

minimize costs when exchanging knowledge. (Razak, 

Pangil, Yunus, Asnawi, 2016). Each individual will 

look for more advantages in their interactions, 

individuals can strive to build social relationships to 

get more benefits, where they can share information 

in this social relationship with the improvement of 

technology, social interaction and social relations are 

developing rapidly in online media. In fact, 

technology has created a platform for increasing 

social interaction in online media. 

 

Hypothesis H2, there is no effect of benefit 

expectations (outcome expectations) on knowledge 

sharing (knowledge sharing). 

 

This research is in line with (Chao, Hsu, Wang, 2006) 

which states that the biggest challenge in fostering a 

virtual community is the willingness to share 

knowledge with other members. When a member of 

a knowledge-sharing social media group does not care 

about the expected results regarding the knowledge 

provided, but is more concerned about the successful 

functioning, survival, and growth of the virtual 

community than the benefits that will be generated 

by themselves. 
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H3: The effect of outcome expectations on the 

benefits of social media groups (community 

usefulness). 

 

Based on the results of the study, it is known that the 

effect between outcome expectations and the benefits 

of social media groups (community usefulness) has a 

CR value of 2.158 (p = 0.031 <0.05), meaning that 

there is an influence between outcome expectations 

and group benefits. social media (community 

usefulness). Hypothesis H3, there is an effect of 

expected benefits (outcome expectation) on the 

benefits of social media groups (community 

usefulness). When the community on social media 

can provide a solution, it will be used as a reference 

by its members. Therefore, when members believe 

that they can achieve goals through the community, 

such as doing better at work, or helping solve work-

related problems, the community is considered useful 

(Wiertz and de Ruyter, 2007). 

 

H4: The effect of social interaction on the benefits of 

social media groups (community usefulness). 

 

Based on the results of the study, it is known that the 

influence between social interaction and knowledge 

sharing has a CR value of 2.543 (p = 0.011 <0.05), 

meaning that there is an influence between social 

interaction and the benefits of social media groups. 

(community usefulness). Hypothesis H4, there is an 

effect of social interaction on the benefits of social 

media groups (community usefulness). This research 

is in line with research (Saade, 2007) whose result is 

that a user will be more likely to perceive social 

interaction as useful if it can help them achieve 

personal goals. The results of this study can be 

utilized by a student who will see an online learning 

system as more useful if they believe it can help them 

get better grades. Someone interacts on social media 

because of the need to socialize and interact with 

fellow members of social media groups. 

 

H5: The effect of knowledge sharing on the benefits 

of social media groups (community usefulness). 

 

Based on the results of the study, it is known that the 

effect of knowledge sharing with the benefits of social 

media groups (community usefulness) has a CR value 

of 4.771 (p = *** <0.05), meaning that there is an 

influence between knowledge sharing and the 

benefits of social media groups (community 

usefulness). Hypothesis H5, there is an effect of 

knowledge sharing on the benefits of social media 

groups (community usefulness). The results of the 

study (Jayasimha, Chaudhary and Chauhan, 2017), 

stated that consumers' willingness to help others by 

sharing their own knowledge/experiences can provide 

benefits to the social media community/group 

(Hennig, Gwinner, Walsh, & Gremler, 2004). 

 

Community creates social networks. A strong 

community will encourage interactions and 

relationships of mutual trust and respect, this will 

encourage the desire to share knowledge/ideas, 

uncover problems, ask questions and listen carefully 

between individuals. Knowledge sharing among units 

provides opportunities for shared learning that can 

stimulate the creation of new knowledge (Ghoshal, 

1998). Empirical evidence shows that organizations 

that can share knowledge effectively between units 

are more productive and are likely to survive more 

than organizations that do not adopt knowledge 

sharing. Knowledge sharing and understanding 

between individuals and companies can be 

accomplished well with knowledge sharing 

technology, which is a tool that provides 

communication so that knowledge belongs to the 

community and ultimately belongs to the 

organization, not to individuals. 

 

H6: The effect of knowledge sharing on continuous 

knowledge sharing intention. 
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Based on the results of the study, it is known that the 

effect of knowledge sharing with continuous 

knowledge sharing intention has a CR value of 0.999 

(p = 0.318 > 0.05), meaning that there is no influence 

between knowledge sharing. with continuous 

knowledge sharing intention. Hypothesis H6, there is 

no effect of knowledge sharing on continuous 

knowledge sharing intention. 

 

In this hypothesis there is no effect of knowledge 

sharing on the intention to share knowledge 

continuously (continuous knowledge sharing 

intention). Communities of Practice theory which 

states that a group of people who interact with each 

other in sharing their interests and hobbies, then they 

learn from each other to become better in their 

interests and hobbies will share knowledge with each 

other in a community. When sharing knowledge does 

not bring benefits, individuals have no intention to 

share knowledge continuously. 

 

H7: The effect of social media group benefits 

(community usefulness) on continuous knowledge 

sharing intention. 

 

Based on the results of the study, it is known that the 

influence between the benefits of social media groups 

(community usefulness) and knowledge sharing has a 

CR value of 6.844 (p = *** <0.05), meaning that there is 

an influence between the benefits of social media 

groups (community usefulness). ) by sharing 

knowledge (knowledge sharing). Hypothesis H7, 

there is an effect of the benefits of social media groups 

(community usefulness) on the intention to share 

continuous knowledge (continuous knowledge 

sharing intention). 

 

This study is in line with (Hashim, Tan, 2018) the 

results of this study indicate that the intention of 

sustainable knowledge sharing can be encouraged 

through the perceived benefits of online communities. 

In sharing knowledge, community members will 

consider a community useful if it can help its users 

achieve their goals. When using online communities, 

members' knowledge-sharing behavior is motivated 

through their goals such as one's moral obligation to 

the community of interest, or to expand social 

connections or networks in the hope of mutual 

benefit (Ardichvili et al., 2003; Wasko and Faraj, 

2003). 2005). In addition, being part of a community 

and contributing to encourage members' willingness 

to contribute knowledge to their community (Chiu et 

al., 2006). 

 

The results of research on the benefits of online 

communities, in the context of sustainable knowledge 

sharing can be used by online business community 

owners, because they provide a better understanding 

of how to encourage members' perceptions of the 

usefulness of online communities, when using online 

business communities to promote knowledge sharing 

intentions on an ongoing basis. 

 

IV. CONCLUSION 

 

Based on the results of the discussion, the following 

conclusions are presented from the research as 

follows: 

 

1. Social interaction has an effect on knowledge 

sharing. Based on the theory of cost and benefit 

analysis, individuals will maximize benefits and 

minimize costs when exchanging knowledge, 

Information technology in this case is social media 

that can support users to conduct social interactions 

to share knowledge without being constrained by 

distance and time. 

2. Benefit expectations (outcome expectations) have 

no effect on knowledge sharing. It can be proven that 

a member of a knowledge-sharing social media group 

does not care about the expected results regarding the 

knowledge provided, but is more concerned about the 

successful functioning, survival, and growth of the 
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virtual community than the benefits that will be 

generated by themselves. 

3. Benefit expectations (outcome expectations) affect 

the benefits of social media groups (community 

usefulness). Members of social media groups believe 

they will benefit from achieving goals through the 

community, such as doing better at work, or helping 

solve work-related problems through social media 

groups. 

4. Social interaction affects the benefits of social 

media groups (community usefulness). Social media 

users consider that social interaction is useful to meet 

the need to socialize and interact with fellow 

members in social media groups. 

5. Knowledge sharing affects the benefits of social 

media groups (community usefulness). Sharing 

knowledge and understanding between individuals 

can be best accomplished with knowledge sharing 

technology, which is a tool that provides 

communication so that knowledge belongs to the 

community. 

6. Knowledge sharing has no effect on continuous 

knowledge sharing intention. It can be proven that 

when knowledge sharing does not provide benefits to 

individuals, then there is no intention to share 

knowledge continuously. 

7. The benefits of social media groups (community 

usefulness) affect the intention to share knowledge 

continuously (continuous knowledge sharing 

intention). Knowledge sharing behavior of members 

of social media groups is motivated through their 

goals such as one's moral obligation to the community 

of interest, or to expand social connections or 

networks in the hope of mutual benefits, so that 

group members will always have the intention of 

sharing knowledge on an ongoing basis. 
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