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A Framework for Assessing Value Co-creation of Enterprise Social Platforms 

Schmidt Rainer, Kirchner Kathrin, Razmerita Liana

Purpose – Enterprise Social Platforms are an important example of social information systems 
(Schmidt et al., 2019) designed to support coordination and collaborations that are essential for 
value co-creation. Coordination and collaboration enable the integration of resources and service 
exchanges (Vargo and Lusch, 2016) within and across organizations that allow to include 
stakeholders and customers in the co-creation process. Kirchner and Razmerita (2019), introduced a 
social media business value compass to measures and quantify the effects of social platforms and 
thus enables organizations to improve their usage. They also identified empirically derived 
recommendations for improving the use of social platforms. However, there is still the need for a 
comprehensive theoretical framework that describes how the paradigms of social information 
systems (Schmidt et al., 2019), weak ties (Granovetter, 1973), social production (Benkler, 2006) 
and egalitarian decisions using the “wisdom of the crowds” (Surowiecki, 2005) can be used to 
explain value co-creation on social platforms.

Design/Methodology/approach – Drawing upon Service Dominant Logic (SDL) (Vargo and 
Lusch, 2004, 2016), we use a design science research approach (Vaishnavi and Kuechler, 2015) to 
create a framework (March and Smith, 1995) as an artifact (Mora et al., 2008). First, we create 
awareness of the importance to assess business value problem using a framework that enables to 
assess and explain the impact of the core paradigms on value co-creation. After introducing the 
tentative design, we create the framework as target artifact of our design science approach. We used 
a descriptive evaluation according to Hevner et al. (Hevner et al., 2004) for the first evaluation, 
because this research is part of an ongoing project. Therefore, the further broader evaluation will be 
made as a part of further steps in the research project.

Findings - We introduce a framework that describes the impact of weak ties, social production and 
egalitarian decision on the four dimensions of social media business value (Kirchner and Razmerita, 
2019): Efficiency, Innovation, Retention, and Transparency of social platforms. Using the 
developed framework, the value co-creation in social platforms can be measured and increased by 
describing the impact mechanisms of the basic paradigms on value co-creation. Organizations will 
be able to optimize the usage and increase the value created by social platforms.

Research implications – The research contributes to the creation of methods and methodologies 
for evaluating and orienting the value co-creation. It lays the foundation for further research on 
systematic approaches for boosting value co-creation. 

Originality/value – Our research contributes to the development of a framework for assessing 
business value co-creation taking into account SDL and design science approach for researchers and 
practitioners.

Key words – value co-creation, service-dominant-logic, social platforms 

Paper type – Research paper 



References (max 1 page) 
 

Benkler, Y. (2006), The Wealth of Networks : How Social Production Transforms Markets and 
Freedom, Yale University Press. 

Granovetter, M. (1973), “The Strength of Weak Ties”, The American Journal of Sociology, Vol. 78 
No. 6, pp. 1360–1380. 

Hevner, A.R., March, S.T., Park, J. and Ram, S. (2004), “Design science in information systems 
research”, Mis Quarterly, Vol. 28 No. 1, pp. 75–105. 

Kirchner, K. and Razmerita, L. (2019), “Managing the Digital Knowledge Work with the Social 
Media Business Value Compass”, available at: 
http://scholarspace.manoa.hawaii.edu/handle/10125/60078 (accessed 17 January 2019). 

March, S.T. and Smith, G.F. (1995), “Design and natural science research on information 
technology”, Decision Support Systems, Vol. 15 No. 4, pp. 251–266. 

Mora, M., Gelman, O., Paradice, D. and Cervantes, F. (2008), “The case for conceptual research in 
information systems”, CONF-IRM 2008 Proceedings, p. 52. 

Schmidt, R., Alt, R. and Nurcan, S. (2019), “Social Information Systems”, Proceedings of the 52nd 
Hawaii International Conference on System Sciences, Hawaii, available at: 
http://scholarspace.manoa.hawaii.edu/handle/10125/50141 (accessed 26 January 2018). 

Surowiecki, J. (2005), The Wisdom of Crowds: : Why the Many Are Smarter Than the Few and 
How Collective Wisdom Shapes Business, Economies, Societies and Nations, Anchor, 
available at: (accessed 30 August 2008). 

Vaishnavi, V.K. and Kuechler, W. (2015), Design Science Research Methods and Patterns: 
Innovating Information and Communication Technology, Crc Press, available at: 
https://books.google.de/books?hl=de&lr=&id=OOE_CQAAQBAJ&oi=fnd&pg=PP1&dq=k
uechler+vaishnavi&ots=ZGviWuZ99v&sig=PnCAu__qKXkuq6JuUVe8ei1O5BY (accessed 
8 August 2017). 

Vargo, S.L. and Lusch, R.F. (2004), “Evolving to a new dominant logic for marketing”, Journal of 
Marketing, Vol. 68 No. 1, pp. 1–17. 

Vargo, S.L. and Lusch, R.F. (2016), “Institutions and axioms: an extension and update of service-
dominant logic”, Journal of the Academy of Marketing Science, Vol. 44 No. 1, pp. 5–23. 

 
 

 
 




