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Abstract— The rise of social media has transformed the way of collaboration between organizations and customers. Social content
resulting from the active collaboration between both parties on a social media platform should be managed accordingly. Thus, social
content management (SCM) framework should be developed as a guide to managing the social content. Such SCM framework should
be able to augment existing frameworks, which mainly focuses on the value of social content for the organizations. Hence, based on
the service science perspective, this article proposes an SCM framework that focusses on value to both organizations and its
customers. In order to do this, the concept of Service Dominant Logic and the DART model are adopted to explore and extract the
elements and factors that collectively become the dimensions of the proposed SCM framework. Experts’ review of the elements and
factors is conducted to ensure that the dimensions in the SCM framework are acceptable and have practical value. The proposed
framework is then validated via an instrument whose content validity is investigated by using Lawshe’s Technique. This framework
could assist the organizations in the decision-making process towards innovating services and in the management of social content.
Keywords— social media; social content management; service science; service dominant logic; DART model

organizations. Besides that, [10] revealed that social media
could showcase the practice of knowledge management.
Therefore, content from social media interaction should be
managed accordingly, in order to assist the organizations to
innovate the services and creating a better engagement
environment with customers (see Fig. 1).

I. INTRODUCTION
Social media has become a worldwide phenomenon, and
it is gaining significant attention as part of the collaborative
strategy between organizations and its customers. In
organizations, social media becomes an active channel for
communication, thus changing the way interactions are
conducted between organizations and customers [1]–[3].
Social media also creates a convenient interacting medium
with customers as it offers a digital transparent space [4]. A
study by [5] revealed that social media interaction allows
both parties to co-create content that offers services to the
customers.
The importance of social media for organizations has
been highlighted in several studies. A survey conducted by
[6] revealed that the budget for social media-based initiatives
is expected to increase due to each organization’s emphasis
on the power of social media. According to [7], innovation
in government services is also gained through the use of
social media interaction as a tool, target, and topic. [8] has
also reported that social media interaction could bring
innovation in the services offered by the government
agencies. Additionally, [9] reported that content from social
media interaction could be formed into a strategy for

Fig. 1 Managing Social Content

Currently, the contents in organizations are managed by
the enterprise content management (ECM). However, with
the evolution and high volume of social contents, the ECM
could not manage the content due to quality and compliance
issues [11]. Thus far, social content management (SCM) was
formed to manage the social content. According to [12],
SCM is the dynamic management of social content, which
includes data, technologies, processes, human, and
organizational elements, to produce value for the business.
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Previous studies have emphasized the need to explore the
elements and factors that could affect SCM [11]–[14].
According to [14], five elements could affect SCM. These
are a strategy, content lifecycle, technology, governance, and
change management. However, a study by [13] refined the
elements based on further deliberations into the literature.
Hence, a summary of the elements and factors that affect
SCM which is based on a previous study in ECM according
to [13] are listed in Table I.

Fig. 2 Research Method

A. Literature Review and Mapping with Service Science
Perspective
For the literature review, content analysis of selected
papers was conducted to identify the elements and factors
that could affect SCM from the perspective of service
science. The criteria of the literature review process are
listed in Table II.

TABLE I
ELEMENTS AND FACTORS THAT COULD AFFECT SCM [13]

Element
Strategy
People
Content lifecycle

Technology

Governance
Strategic
managerial aspect

Factor
None
None
• Capturing content through interaction
• Managing content
• Analysing content
• Maintaining content
• Platform
• Hardware
• Software
• Repository
• Policy
• Coordination
• Management commitment
• Change management

TABLE II
CRITERIA FOR THE LITERATURE REVIEW

Criteria

Details

Search

•
•
•
•
•
•
•
•
•
•
•

Keyword

However, viewing and developing the dimensions of an
SCM framework solely on existing ECM models and
frameworks would yield results that are limited in
applicability. In the context of managing social content to
develop innovative co-created services (see Fig. 1), the
elements and factors uncovered in Table I would have to be
examined from the context of service science. Hence, the
main purpose of this paper is to show how this done which
results in the proposed dimensions of the SCM framework
based on service science perspective. The framework needs
to be validated to highlight its potential. Hence, an
instrument was developed based on the identified elements
and factors. The content validity for all items in the
instrument is validated using Lawshe’s technique, namely by
calculating of content validity ratio (CVR) [15].
The developed framework is expected to assist
organizations in managing their social content and in the
decision-making process towards innovating the services
offered. The writing of this article covers; the second section
is on the materials and methods used to conduct the study.
The subsequent section discusses the results and discussion,
and the final section concludes this article.

Inclusion

Research database
Open search engines
Reliable websites
Enterprise content management
Social content management
Service science
Service Dominant Logic
DART Model
Academic paper
Books
Related report

The literature review critically examines the elements and
factors that could affect the SCM based existing literature on
ECM and SCM. The literature on service science perspective
is examined to look into the possibility of using service
science concepts as a platform for developing the SCM
framework thus simultaneously embedding the concepts of
value co-creation into the proposed framework.

II. MATERIAL AND METHOD
This study has adopted a literature review, experts’ review,
and the calculation of CVR value for content validity. The
research method is shown in Fig. 2.
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B. Experts’ Review via Semi-Structured Interview
Experts’ review was carried out to ensure that the selected
elements and factors were from the viewpoints of
practitioners. Experts were selected from the domain of
content management, SCM, and service science, from
government agencies and academic institutions. Series of
semi-structured interviews were conducted, and the results
were transcribed and analyzed. Characteristics of the experts
and the duration of the interview are shown in Table III.
The results of the content analysis and interviews were
analyzed, and the SCM framework was formed based on the
final elements and factors. The framework needs to be
validated. Therefore, an instrument was developed based on
the elements and factors that suited the context of the study.

TABLE III
CHARACTERISTICS OF EXPERTS

Expert
ID

Expert 1

Expert 2

Expert 3

Years of
Experience
in Related
Area
Ten years in
the field of
ECM and
SCM
36 years in
total
Six years of
in the field of
ECM and
SCM
26 years in
total
Five years in
the field of
ECM
11 years in
total

Expert 4

Expert 5

Eight years in
the field of
SCM
11 years in
total
Five years in
the field of
service
science

Position

Duration
of
Interview

Strategic level with
the position of
“Head of ICT
Consultant in
Strategic field”
Practitioner at
Agency A
Tactical level with
the position of “ICT
Expert in
Information
Management”
Practitioner at
Agency B
Operational level
with the position of
“ICT Expert in
Information
Management”
Practitioner at
Agency B
Operational level
with the position of
“Public Relation
Officer” Practitioner
at Agency C

45
minutes

Tactical level with
the position of
“Senior Lecturer.”
Academician at
Institution A

45
minutes

Fig. 3 Step to Conduct CVR

III. RESULTS AND DISCUSSION

50
minutes

The results and discussion of this study are detailed in the
following subsections.
A. Elements and Factors based on Service Science
Perspective
Service science could be interpreted as an effort to
understand how systems interact and offer services to create
value [18]. This approach involves active collaborations
between the organizations and the customers to produce
value co-creation. Service-Dominant Logic (SD-L), which is
the pillar of the service science discipline, is the right
formulation to identify the elements and factors that could
affect SCM. From the content analysis, the elements and
factors that could affect the SCM from the perspective of
service science are listed in Table IV. The definition of
element and factor was explained in [17].

1 hour

1 hour

TABLE IV
THE ELEMENTS AND FACTORS OF SCM BASED ON SERVICE SCIENCE
PERSPECTIVE [17]

Element
Actor

11 years in
total

Resource integration

C. Instrument Development
According to [16], one general item should be created to
show the importance of each factor, besides items based on
factors that reflect the context of the study. Hence, the
instrument for this study consists of individual items, general
items, and a “comment” column. The “comment” column
allows the experts to voice their opinions and feedbacks. The
questionnaire had a total of 86 items, which consisted of 11
factors that are derived from five elements as explained
detail in [17].

Service exchange
Institutions and
institutional
arrangement
Service ecosystem

Factor
Participation
Strategic implication
Operant resource
Operand resource
Integration
Content lifecycle
Service platform
Strategy
Governance
Strategic managerial aspect
Service ecosystem

The importance and justification of the chosen elements
in Table IV in the context of ECM and SCM are elaborated
as follows:

D. Validating the Contents using Content Validity Ratio
(CVR)
For content validity, all items in the instrument were
validated using the Lawshe’s technique, via the calculation
of CVR. Steps to conduct the CVR calculation was adopted
from [16] as stated in Fig. 3.

1) Actor: The importance of actor is expressed in social
media-related studies. To innovate services from the
perspective of service science, organizations need to go
beyond their existing roles, namely, the participation of
multiple actors [19]. This condition could be linked to the
activities taking place in social media interactions, namely,
the involvement and interaction of various actors on the
social media platform [2], [20]. Social media enables more
customer involvements in assisting organizations to deliver
service innovations through the process of engagement.
Additionally, the importance of the actor is also expressed in
previous studies of ECM. The actor in ECM is a human
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TABLE V
MAPPING OF ELEMENTS AND FACTORS BASED ON PREVIOUS STUDIES AND
THE SD-L

resource or personnel involved in the management of
content, involving the ability, skills, and capability of the
personnel [21]. Previous studies in SCM have also
emphasized on the actor. [11] gave attention to the
perception of managers while managing the social content.
[12] had focused on the three characteristics of the actors,
who are human sources directly involved in SCM.

Elements and
Factors from
Previous Studies
Strategy

2) Resource integration: The importance of resource
integration is emphasized in previous ECM and SCM
studies. Both studies give attention to knowledge and skill,
which refer to the operant resource in managing content
[11], [12], [22]–[24]. Additionally, the operand resource,
such as technology and budget, is also important to support
the management of content [12], [25].

People
Content lifecycle
Technology
Governance
Strategic managerial
aspect

3) Service exchange: Service exchange is essential in
ECM. This is evidenced by the process of the content
lifecycle, which starts by capturing content up to
maintaining the content [24]. The content lifecycle is an
essential element that focuses on content management that
allows the value of the content to be acquired [24], [26],
[27]. Also, the exchange of services requires a collaborative
platform [28], [29]. Service exchange also is equally
essential in SCM. The research conducted by [12] had
emphasized on process and platform in managing social
content.

Elements and Factors from SD-L

Institutions and institutional
arrangement
Actor
Service exchange
Resource integration
Institutions and institutional
arrangement
Institutions and institutional
arrangement

There are several aspects seen in this study as compared
to previous studies. The viewpoints are highlighted based on
the following aspects:
• All related to skill and knowledge are considered in
the resource integration under the operant resource.
• The actor was highlighted in this study because the
actor plays a significant role in changing the patterns
of communication and outreach through social media
interactions. The actor has also been highlighted in
previous studies on ECM. However, the study of
actors in ECM studies are not specific and combined
with other aspects, such as governance and strategic
management [21].
• Service ecosystem focusses on the holistic
environment that enables innovation via value cocreation. Therefore, in managing social content,
service ecosystem is being highlighted to show the
combination of the element’s involved.

4) Institutions and institutional arrangement: The
importance of institutions and institutional arrangement is
emphasised in previous ECM studies. This is evidenced by
the proposed elements of strategy, governance, and strategic
managerial aspects. Strategies are the planning, steps, and
methods in content management [22], [24], [30].
Governance is a routine for controlling the content
management in order to ensure the integrity of the content,
which involves various human resources and content assets
[22], [23]. Additionally, strategic managerial aspects give
attention to the acceptance of actors to changes in
technology, administration, and content management
methods as well as the increasing level of competent actors
[21]. Research in SCM has also been focusing on institutions
and institutional arrangement. [12] had focused on the
boundaries, such as legislation, capabilities, privacy, and
ethics in enabling the management of social content.

Service innovation is the result of active collaborations
between organizations and their customers. Therefore, there
is a need for a platform of engagement in order to produce
the value co-creation. In this study, the DART model was
adopted as an engagement platform to produce value cocreation. There are four blocks in the DART model, which
are Dialogue, Access, Reflexivity, and Transparency [28]. In
the context of content management, a collaboration between
actors are emphasised during the process of capturing
content in content lifecycle [12], [24]. Content lifecycle is a
key component in the management of content. According to
[24], the stages in the content lifecycle should consist of
capturing, managing, analyzing, and maintaining content.
Hence, in this study, service innovation was generated
during the service exchange through the content lifecycle,
which involved capturing the content through the
interactions between actors. Similarities were observed
between the stages of the content lifecycle and the blocks in
the DART model, as highlighted in Table VI.

5) Service ecosystem: The service ecosystem is essential
in ECM and SCM. For example, in ECM studies,
collaborative and secure environments are essential during
the management of content [31]. Meanwhile, [12] proposed
that SCM should take into consideration the process
orientation that is involved in six main components, which
are activity resources, activity environment, abridgments,
affordances, ascertained boundaries, and actors.
There are significant relationships between elements and
factors that derived from previous studies related to ECM
and SCM as stated in the introduction (see Table II),
compared to the elements and factors from the service
science perspective, which explained in this study. A
summary of the mapping between the elements and factors
from previous studies (as stated in Table II) and from the
perspective of service science is listed in Table V.
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TABLE VI
CONTENT LIFE CYCLE MAPPED TO THE DART MODEL

Content
Lifecycle
Stage
Capturing
content
through
interaction

The DART
Model Block

Justification

Dialogue

Managing
content

Access

Analysing
content

Reflexivity

Maintaining
content

Transparency

Dialogue involves a two-way
interaction between
organizations and customers.
In the content lifecycle,
capturing content was
conducted through the
interaction process between
both parties.
Highlights on how the
organizations and customers
could access the services. In
the content lifecycle,
managing content involves
the administration and the
management of content to
enable access to the content.
A process towards providing
service innovation. In the
content lifecycle, content
analysis involves processing
the content using appropriate
methods, to absorb relevant
contents that could assist in
the decision-making process.
A provision of trust between
the organizations their
customers, which could
attract more customers to use
the services. In the content
lifecycle, maintaining
content focuses on the efforts
of ensuring the usability,
availability, and integrity of
the content. This is
imperative to gain the trust of
the customers.

manage the participation from both parties to highlight the
value gained from the engagement and co-creation process.”
The experts agreed with the strategic implication. Expert
2 stated, “Besides participation, the value and benefits
gained from the collaboration process between the
organization and its customers are important in SCM. The
impact of the participation between actors brings the value to
the services offered by the organization. For example, the
co-creation process empowers the customer to participate in
designing the services together with the organization. It
shows the openness of an organization to accept the direct
opinion of the customers, which is gained from the social
media platform.”
2) Resource integration: The experts agreed with
resource integration. Expert 5 stated, “Service science
emphasizes resources. The static resource is important in
supporting the SCM, while the dynamic resource would
make the organization different from others in the context of
how the social content is being managed that is depending
on skill and knowledge. Both resources need to be integrated
because both resources are tied together.”
From the practical viewpoint, Expert 4 stated, “To
manage the social content, it involves various resources.
There is a need to have the technology, budget and
workforce and also skill and knowledge. Due to various
resources in managing social content that involves human
and content assets, the integration aspect of resources should
also be considered in SCM.”
3) Service exchange for service innovation: The experts
agreed with the content lifecycle. Expert 4 stated, “For
service innovation based on the customer’s input, there is a
need to follow steps starting from the capturing of content up
to maintaining the content. The content needs to be managed
and analyzed in order to choose the best content that could
be used in the decision-making process towards offering
better services to the customers.”
The experts have agreed with the service platform. Expert
3 stated, “The exchange of service should take place in a
good server platform or a flexible platform with a friendly
interface that could facilitate the SCM. It could expedite the
process of service exchange between the organization and its
customers.”

The proposed elements and factors are reviewed by
experts to ensure it is important in the practical environment.
The results of the experts’ review are described in the next
subsection.

4) Governed
by
institutions
and
institutional
arrangement: Experts also agree on this element. Expert 1
stated,“There is a need to govern the SCM. Social content is
a true need of the customers that not easy to control.
Customers throw their brilliant ideas on social media
platform which some of them are good to consider in
enhancing the services. Therefore, a strategy is important in
SCM. Strategy becomes a driving force in SCM not only in
managing the customers but also in internal organization.
Besides that, as SCM involve various resources, so it should
be governed by proper governance in order to put a control
mechanism in it.”
Expert 2 also stated,“Various resources need the various
capability. Therefore, change management program a must
in SCM.”

B. Experts’ review of Elements and Factors that Affect
Social Content Management
The importance of the proposed elements according to the
experts’ viewpoints are as follows:
1) Actor: The experts agreed with the participation of
actors. Expert 1 stated, “Social media involve the interaction
of various actors, namely from the organization and its
customers. In the organization, it is important to manage the
participation of actors at different managerial levels. Each
level has their role. Top management is towards providing
the direction, the middle management is managing the social
content, while operational management is engaged directly
with the citizen.”
Expert 5 also stated, “Service science perspective
emphasizes on the actor, especially on how the organization
deal with its customers. Therefore, in SCM, it is important to

5) A good service ecosystem: This element is also agreed
with experts. Expert 4 stated, “There is a need to have a
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good service ecosystem. SCM should consider the business
need of the organization, the risk, and the conducive
environment. The project management mechanism also
important in SCM.”
From both content analysis and experts’ review, the
elements and factors are analyzed and refined. Then, the
SCM framework based on service science perspective is
developed as described in the next subsection.

C. Social Content Management Framework based on
Service Science Perspective
The SCM framework based on service science perspective
is developed as shown in Fig. 4. Fig. 4 visualizes the
elements and factors that form the dimensions of the SCM
framework. For illustrative purposes, “UPPERCASE”
represents the element, while “sentence word” represents the
factor.

Fig. 4 Social Content Management based on Service Science Perspective

integration is a process that prioritizes the integration of
resources [34]. Therefore, in this study, resource integration
involved a dynamic component in the application of
resources in producing value co-creation in SCM. According
to [35], the resource is a component that could benefit
others. There are two resources in the SD-Logic, which are
the operant resource and the operand source. To ensure
innovation in services, integration between resources is
important in the process of value co-creation [19].

Explanation of the proposed framework is given as
follows.
1) Actor: The actor plays an important role in SCM
because social media interaction emphasizes the role of the
actors. In SD-L, actors are the human resource who engage
in value co-creation processes [32], [33]. Therefore, in this
study, the actors are human resources, who involved in the
value co-creation process in SCM inclusive organizations
and customers. The actor in SCM could be divided into two
groups, namely, the organizations and the customers. At the
organizational level, three levels of management are
participated in SCM, due to the different roles in managing
social content, as follows:
• Top management plays a role in determining the
policies and directions for SCM.
• Tactical level management plays a role in managing
social content and conducts an analytical evaluation
of social content.
• Operational level management engages in direct
interaction with the customers during the process of
capturing content and managing the social content at
an early stage.
Apart from participation, strategic implication, which is
the impact of participation is an essential factor. This is
because, through the active collaboration between the
organizations and the customers, there is a need to ensure
that good returns are obtained by both parties (in the context
of this study, this refers to the value co-creation).
2) Resource integration: SCM involves multiple
resources that would require integration. In SD-L, resource

3) Service exchange: Social media interactions between
organizations and customers could pave the way for service
innovation. In SD-L, service exchange is a process that
enables the exchange of services through the interaction
between actors to produce value co-creation [34]. Therefore,
in this study, service exchange was viewed as an activity that
enables the delivery of content and services based on social
content acquired through direct interactions between
organizations and customers. As previously mentioned, the
exchange of service in content management takes place
during the lifecycle of content as it involves the process of
capturing content through interaction. The social content
would be analyzed by the organization to obtain inputs that
would help them make the right decision to innovate the
offered services. This is because not all inputs from social
media interactions are appropriate to the organization in the
decision-making process. In the context of this study, service
innovation was generated during the process of service
exchange, which was through the process of the content
lifecycle that consisted of four processes [24], namely:
capturing content through interaction; managing content;
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Referring to [16], the answer “2 = important (not
essential)” was also important due to the positive value
received. Hence, in this study, the answers of “2 = important
(not essential)” and “3 = essential” were considered for the
calculation of CVR value for each item and each general
item. This study had also specified the acceptance criteria for
each item compared to the number of experts. Considering
the number of experts was eight, the accepted CVR value
according to [15] is a minimum value of 0.75. It means an
item that received a value of 0.75 and above should be
retained in the final questionnaire. The CVR values for the
individual items and general items as stated in [17] are
summarized as in Table VII.

analyzing content, and maintaining content. Content
lifecycle takes on a good service platform, which could
enhance the efficiency of service exchange and facilitates
resource management.
4) Institutions and institutional arrangement: Managing
social content involve various actors and content assets.
Therefore, SCM needs to be regulated by institutions and
institutional arrangement. In the SD-L, institutions and
institutional arrangements are an assessment and governance
mechanism [36]. Institutions are not organizations, but are
the norms that assist the collaboration and resource
integration processes, while institutional arrangements are an
independent set that supports the institutions [32]. Therefore,
in the context of this study, institutions and institutional
arrangement, which comprised of strategy setting, sound
governance, and strategic management aspects that require
the involvements of actors and change management
programs, are important in ensuring the continuity of the
SCM.

TABLE VII
CVR VALUE [17]

Element

Actor

5) Service ecosystem: Since SCM is a dynamic process,
all these elements and factors need to take place in a robust
service ecosystem. In SD-L, service ecosystem is a selfaligning system that integrates resources and actors, as well
as linked through shared institutional arrangement and
generates value through the exchange of services [34].
Therefore, in the context of this study, the service ecosystem
is a holistic environment that should consider the following
component:

Factor

Participation

Strategic
implication
Resource
integration

• Organisational workflow [12].
• Systematic project management mechanism [36].
• Risk management requirement to address the expected
risks [12], [37]
• Conducive environment (such as, a conducive and
safe environment, adapts internal processes, increases
transparency during the integration activity) [12], [22],
[38].
• Active collaborations of actors [12].
• Encouragement of knowledge sharing based on the
managed social content [12].
In order to validate the proposed framework, an
instrument made up of a 86 items questionnaire is developed.
The content validity of the instrument is reported in the next
subsection.

Service
exchange

Institutions
and
institutional
arrangement
Service
ecosystem

Operant
resource
Operand
resource
Integration
Content
lifecycle
Service
Platform
Strategy
Governance
Strategic
managerial
aspect
Service
ecosystem

Summary CVR
Value for Item
All items=1
except Item No
04=0.75
All items=1
except Item No
20=0.75
All items=1

CVR Value
(General
Item)
1

1

1
1

All items=1

1
1
1

All items=1

1
1
1

All items=1

1

Based on the acceptance criteria, all items are accepted
for the final questionnaire. Some adjustments are done
according to the comments and feedback from experts.
IV. CONCLUSIONS

D. Validating the Contents of a Social Content Management
Framework
Lawshe’s technique through a CVR calculation is adopted
for content validity with the equation as shown in Fig. 5.

Social media interaction is significant because the
customers’ needs are directly collected during the process of
capturing content through active interactions between the
organization and its customers. Hence, social content
resulting from social media interactions should be managed
to ensure that the organization could produce suitable
decisions based on these inputs. Social content could lead to
the innovation of services offered by the organization. This
article contributes to an SCM framework, from the
perspective of service science. This framework is deemed to
augment existing ECM frameworks.
This framework is developed based on five elements,
namely, actor, resource integration, service exchange,
institutions and institutional arrangement, and service
ecosystem. Factors are also derived from these five elements.

Fig. 5 Equation for CVR
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participation in value creation: an institutional view,” J. Strategy.
Mark., vol. 24, no. 3–4, pp. 210–216, Dec. 2015.
[33] S. P. Singaraju, Q. A. Nguyen, O. Niininen, and G. Sullivan-Mort,
“Social media and value co-creation in multi-stakeholder systems: a
resource integration approach,” Ind. Mark. Manag., vol. 54, pp. 44–
55, Jan. 2016.
[34] S. L. Vargo and R. F. Lusch, “Institutions and axioms : an extension
and update of service-dominant logic,” J. Acad. Mark. Sci., vol. 44,
pp. 5–23, 2016.
[35] R. F. Lusch and Satish Nambisan, “Service innovation : a servicedominant logic perspective,” MIS Q., vol. 39, pp. 155–176, Mar.
2015.
[36] S. Dhouib and R. Ben Halima, “Surveying collaborative and content
management platforms for enterprise,” in Proc. IEEE 13, 2013, p.
299–304.
[37] D. Miles, “Managing social content - to maximize value and
minimize risk,” 2011.
[38] T. Le Dinh, T. a. Rickenberg, H.-G. Fill, and M. H. Breitner,
“Enterprise content management systems as a knowledge
infrastructure:” Int. J. e-Collaboration, vol. 11, pp. 49–70, Jul. 2015.

The actor is divided into factors of participation and strategic
implication; the resource integration was divided into an
operant resource, operand resource, and integration; the
service exchange is divided into content lifecycle and service
platform; while the institutions and institutional arrangement
are divided into strategy, governance, and strategic
managerial aspect. To innovate services, an engagement
platform via the DART model was adopted, especially
during the service exchange through the stages of the content
lifecycle. According to the CVR value calculated, all items
are accepted for the final instrument and are valid to be used
for validating the framework. This framework is expected to
become a reference for organizations in managing their
social content.
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