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Abstract

Over the past two decades, numerous studies have explored the role and the impact of social
capital in organizations. Social capital helps overcome problems of institutional access to
information, credit, the supply of farm inputs and the provision of government services. Despite
the increasing number of studies, the role of social capital and trust in collaborative marketing
arrangements for smallholder producers remains relatively unexplored. This study examines
social capital among cluster marketing groups in three regions of the Southern Philippines. The

results show that social capital in the form of affiliations and networks, social cohesiveness,

open communication and trust had positive benefits for each of the cluster marketing groups.




