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A Study on Attribute of User Generated Content
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Abstract

These days, information technology is rapidly changing our society. Thus, considering such a business
environment, many companies are seeking revenue models for successful business. In particular, digital content
with the convergence of culture and information technology create revenue for businesses.

For this reason, many companies are interested in UGC (User Generated Content), which refers to various
kinds of publicly accessible media content that are produced by end-users. Thus, this paper analyzed the
attributes of UGC and businesses using ubiquitous technology. From this analysis, this paper shows the critical
success factors for UGC in ubiquitous business environments. In addition, this paper analyzed the attributes
of UGC through the research of literature reviews and expert reviews. Based on this research, many companies
are encouraged to develop successful digital content generated by end-users.
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