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User-Generated Content (UGC) in various online media provides a new and valuable source of consumer feedback on the product market performance of firms. This study seeks to examine whether UGC is related to stock performance, which metric of UGC has the strongest relationship, and what are the dynamics of the relationship. To this end, the authors aggregate data from multiple websites across a four year period (200 weeks) for six product markets and twelve brands. They derive multiple metrics for UGC and use multivariate time series (Vector Auto Regression) framework to assess the relationship between the metrics of UGC and stock performance. The findings reveal that UGC is highly correlated with stock returns and volatility. Of all the metrics of UGC, chatter (volume) shows the strongest relationship to stock returns. Negative metrics of UGC have a stronger effect on stock returns than do positive metrics. These results suggest the types of UGC metrics that firms should track to assess consumer feedback on their products.
