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Abstract The purpose of this study investigate the main factors of the diffusion of digital contents and
consumer's participation behavior, consumption culture and examine the experiential perspective to consumer's
information selection behavior. In digital network, the social presence, challenge, self-presentation, arousal and
emotional feeling were significant variables to flow experience. Experiential perspectives focused on the search
of identity and self-determination were main basic perspective to explain the diffusion of digital contents,
consumer participation. This research result applied to media and device strategy to up-coming digital
convergence and adapted to product planning and development, user friendly navigation and emotional
human-centered service module.
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(Table 1) Digital contents diffusion and
motivation variables of consumer
participation

Variable Related research
Self Schau & Gilly[25]: the motivation of
-Expression| personalized UCC web page making
Joy/ J.E.Lee[9]: UCC participation motivation
happiness

Hassanein & Head[22]: Web Interface and

Social presence
presence | Webster, J., Treveno, LK., Ryan[27]; Media
affirmativeness
Hoffman & Novak[20]; flow
Arousal | Y.JKim & S.Y.Park[2]: UCC participation
community
POSIUYE Nel et al[22]: interaction of web communnity
reputation
J. M. Jang J.U. Kim, T.Y, Kim[10]; Wireless
internet adoption model and immersion
Challenges

Novak, Hoffman & Yung[23]: the flow of
internet
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[Fig. 2] experiential consumption perspective of
contents service participation[14]
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