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ABSTRACT

Since the start of digital decade, all around the world new contents called User Generated Content (UGC from here on), same concept of User Created Content (UCC from here on) in Korea, are diffusing very rapidly by producing more exciting and powerful information than traditional media with technology innovation. TIME's Person of the Year for 2006 is ‘you’ which contains all of ordinary but influential people in interlinked blog or online media area: they refer to as social networking sites in general.
While most internet companies are going head-to-head with this such as Google's acquisition of YouTube for $1.65 billion, there is still skeptical opinion concerning about how to gain profit. For the most part, the users have free access and most sites are funded with only advertising revenue. It seemed likely to be dot.com bubble. Recalling the dot-com bubble in 1999, there were a lot of internet companies that had no substantial revenue. As we learned from the first dot-com silliness, value is not in click-through or eyeballs. Value comes from revenue.
This paper provides a discussion of challenges and opportunities for this burgeoning issue, UGC vogue and its tactics required to make profit especially in Korea. Korea is equipping with the highest level's internet infra globally and tech-savvy Koreans, who are typically equipped with mobile handsets that double as high-quality video recorders, are leading such a trend. 
The paper is structured as follows: the first section reviews the concept of UGC and then analyzes the structure of the UGC market and issues concerning actual condition of web 2.0 in Korea. The second section investigates general business model of the international market like United States and Japan. Firstly we need to look at the case of United States as a benchmarking model for UGC business because all of UGC or new web services have started in United States. For example, YouTube announced that it plans to share revenues with UGC creators. And the UGC, called as Consumer Generated Media (CGM) such as Social Networking Service (SNS from here on) or blog, also succeeds in Japan. Looking at the website of Mixi, the biggest social networking site in Japan, it is interesting to see that the company initially relied on their closely-related FindJob recruiting business to fuel income and profits for the first 3 years, and only after the number of users reached the millions did they then push hard for advertisement and other revenue opportunities. This has been a very smart way of overcoming the negative-income results of most other SNS hopefuls.
As a conclusion, based on the benchmarking previous best practices, we are going to propose how social networking sites could develop UGC to new revenue sources in Korea successfully by integrating strategies in terms of the value proposition, supply chain and target customer. These finding will contribute the managerial implication for the SNS firms of providing considerable guidance in terms of methods for developing their business model and marketing strategies. 
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