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ABSTRACT 
   

Along with continuous progress in information technology (IT), the field of digital 
content has been quickly expanding its territory in recent years, in the form of digital games, 
digital animations, digital music, digital books, and digital broadcasting (Joo and Sohn 2008; 
Traw 2003; Tsai et al. 2008). Digital content is a concept that combines digitization with content 
(Gallaugher et al. 2001). It encompasses anything that can be expressed via digitization: the 
coding of data/information such as text, audio, video, and images, into a stream of zeroes and 
ones (Gallaugher et al. 2001; Joo and Sohn 2008; OECD 2002; Traw 2003; Tsai et al. 2008). The 
business applications of digital content are quite broad. All creative information content once 
distributed in an analog form, including videos and books, is now being distributed on the market 
in digital format (Traw 2003). As the digitization process becomes increasingly less time-
intensive, digitization has become the principal distribution method for information and 
entertainment products (Tsai et al. 2008). With increases in leisure time and income, the demand 
for high-quality digital content has also increased, along with increasing user expectations 
regarding digital content. Web 2.0 is altering not only users’ roles on the Internet, but also the 
business and service strategies exploited by digital content producers. Web 2.0 facilitates the 
creation, modification, and distribution of a broad variety of digital content, and has led to a new 
generation of digital content users. In the Web 2.0 era, the generation of digital content falls 
within the realm of digital content users as well as businesses (Jensen et al. 2008; Lai and Turban 
2008; Williams et al. 2008). Web 2.0 has become the focus of a great deal of attention in both 
academic and business fields. Some interesting and promising research is currently emerging that 
concerns a variety of Web 2.0 concepts (Lai and Turban 2008). While a number of Web 2.0 
platforms and digital content business models are currently under development, relatively little 
research has been conducted thus far to understand digital content and users’ behaviors 
(Williams et al. 2008).  

This study fills a gap in the research into digital content in the Web 2.0 era. The principal 
objective of this study was to characterize the effect of digital content characteristics on the 
usefulness, concentration and usage intention of digital content.  The contributions of the study 
can be summarized as follows. First, this study is one of the first attempts in the information 
system research to provide a research model and measurement instrument for evaluating digital 
content usage. Not only do the results of this study generate insights into the causal and dynamic 
mechanisms between the characteristics of digital content and usage intention of digital content, 
but it also lays the foundation for a richer digital content research model, thereby helping to 
advance our current understanding of digital content users’ behavior in the Web 2.0 era. Second, 
this study provides a theoretical foundation for future digital content-related studies. Third, this 
study also provides valuable insights for managers wishing to establish digital content business 
strategies and digital service plans based on the characteristics of digital content. 
 
Key Words: Digital Content, Digital Content Characteristics, Usefulness, Concentration, Usage 
Intention 
References will be provided upon request 


