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Z}E o]lf+E wEo] Wi QX User-Created Contents
(°18t UCC)= olAIZHA] +£53FHoz ARE AHsd
A diFo] 222 HRE Y4HA HAohs
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UCCE ‘=¥ WFA Ee AE AZLGAZL
AAreE Al =7F ofd Ak giFo] A A FstAY
Azl <GS U oI Y2l Adx
(Wikipedia, 2007)E <9vlst= A2, #H FA
mzd U Hd UCC AlolES #Hxg TV
(www.pandora.tv)®] AR&A7F 9539F W (20074
29 71yl gt a1, ®F 124 o] 49AM] o]}
Aejdl o] &A F 76.2%7F EIQJS] UCCE o] &3
738 o] 9o, 43.2%%= 2 3 UCCE
Az kvt ST (FFAEHY FTEY 2006).

olg g G vx9 HELE wpAIFA A 2006
5 B (www.youtube.com)™ T (www.google.com)?]]
169 sAT G FIFHA FALe=
A+=HNL, BYAE Web 203 UCCE dEH=
NEe WS B8 XY 9FFYS o Foly
‘5 E5(YouyE 20063 E3ie QUEE
AARsAA uccrt 7HAE A ulEle Wi E
o Z3tA st 9ok

shx|RE ol AZEA] diFe ¥AHE UCCrt THA 2
Mzt AEE Jhwdte Axed a3,
SEHoE AU ARATE oW $7lE A2
ucce A#sta FrstcA did Ay wE
5 ggololA #H  FTAAY gAEA
olgl &S F1 Ut -
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Theoretical Background

7} A(Virtual Community) o &7]

ALY AHgAZ0] LTl A FUE BEOIA
3EAE WAL, 43 ARUANNE +a5E
7l A B 113 Zo] MAAHA A A1 A
Aog FEE 4 At} (Dholakia and Bagozzi 2004).

[ 1] S Fo9 &7/

FE | %7 73
AQH | ARE [ ARES 2 B4, HA
A2 | Aol W ol
=74 |2ANE 5 FAF ool
A2 | Felstel 9% A
Apob | A5E BAE Ba) Aaw
% | B=57] A%
A3y | A | Bzt BAZ B AL3A
A7y | AL 4=
A58 | ARYE WM A9
SEIERERE DS E

AAAQA 712N dEHYI AL T FAE
T  FAAEC Y= AHRE F5
3ohal, e AlgY AZLS FotsleE ARA
7} A (Informational  Value)’ol] w3+ E7jo|n, o]
Holx 7MY 35A94 =9H31 Jde E5AHT
LA AR FAFHA ol #HFA E A
JAMAA HAAA G FALEH] Y7 ‘=T7F
7} X (Instrumental Value)’E& QLA = F7]2
X718 4= 9lt} (Hars and Ou 2002, McKenna and Bargh
1999).

£ A9 ge AuA A% 57 A o
Er7k ANE  9Rd EE o 9% ol
=N AEFH JHAE e 9FHQY
- (Extrinsic Purpose)ol] vt god, A}z Aol
AAE B3 AN BEEFS olsigdozy, A4lo]
$olae A, AAB B0l @ FAHY w&e
TrEo] e zbol wEro] didk 7] 52 YA

7284 E A 883l lth (McKenna and Bargh 1999).

AE A Er2E ge AgTd BAE ddsa
FAGOEA A5 A9, Aa, UL FR s

>

‘Absld dFAY A (Maintaining  Interpersonal
Connectivity)’ & 7] (McKenna and Bargh 1999, Wellman
and Gulia 1999) 7} dl¥Z oy, E}QloA AAL
Aol ARUEH  Wald AR A9E
FAA 7= AtE A A9 F(Social Enhancement)’
5 7] (Baumeister 1998) € Azt & 4 Ao},

Z]&] 3 HKnowledge Sharing) &7/

2 JMEEEASE gFsA HEA U"HY
AHEARLE S &k 21 ARUAelAE F3l5HA
Hao. SRt AR 9 TR 5=
JVEEEA7 BAX ¥k=d, T ole F U=
M EAE ATE £ e AXY S Ao
ZidietE £33 Fdvts 42 € F Y (Chao-Min
Chiu and Meng-Hsiang Hsu 2006). Wetx] AFUEE
A FIE d o], FALES B Use
A2l S duph} #& FHst=yrt vl 8% EAE
SAsHA HAZ, ol JHEI Ad A4
Y= A

HAEEA  FAAA  AXs  FadtE F7]
i d9Ed g5 o A3 F71A AT
A5 7 (Self Efficacy)’, ‘A3l ©id 7]di(Outcome
Expectation)’ (Bundura, 1997) &&= ©& JI1&%
grold " Aol AT ks, Ar7] &s el
214 Fe F8% Qgagd n1FFHY AHE
Asd F g Fze i AYIFFt
E7hsd Aol AA JMAFFAOAME A2
F23 #Agle] &3t FHIF Yolwtr] miEolt.

g AW ABEA N ANTH
Tl FEACE Ze 23 B2 UH
847 FIHHojo  drta  dSHUL, A=
‘AFYE Y D ZHCommunity ties)’d T2 847}
A2 Ffol Qo] Fog FAEZ a0 A
(Snowden 1998, HsuandChiu 2004). ©] ¥l % ‘35 A
el AF(Trusty7h A2 FFoll SAHAHA &=
u] X ™ (Ridings and Gefen 2002), & TAHAYS
U=E Fol & F e AEASHY 2 (Norm of
Reciprocity)’ = JAHQA 9FFE mixls Ao=
L} EF5T} (Dholakia and Bagozzi 2004).

Eg A dig s Fiteke Tl
RAXE FHEFFEANAE JNUH Ay st
7]t (Personal OQutcome Expectations)’$} ‘A7 El
A4 o] Aol gl 7] di(Community-Related Outcome
Expectations)’7} A2 FE3Fo] A4 Ffd &&=
) x| 31 Q) 5o] B3 At} (ChiuandHsu and Wang 2006).
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2291 T Z(Electronic Word of Mouth) 57/

£ AAH FLHR ) olHREH FAERF
(Word of Mouth)y= TiAY] T YARZA R o5
ZQ8% S gdose A= EFHAH JoH
(Richins and Root-Shaffer 1988), o<l w&} F 57|
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FEel dig
£ T (Product-

1
248387 9% Fulrxl S H(Self-Involvement)’,
Favp 34 #AE BT HAIA] S H(Message-
Involvement)’, 7€} ARF YA o] tido A FA7LE
Xgst7] 3 7lek ZH(Other-Involvement)’ 7}
2881 (Dichter 1966), ZAA FHI} FAHH
TAE FE% = o8 AT A =(Sundaram, Mitra
and Webster 1998) A= ZAHA JHo F7|I=
‘A% 5 (Product-Involvement)’ o= 7} E
ahgtx] 21 gl & JALE FiLA 3t o|EHA
(Altruism)’, ‘3] Atoll i3t vl (Helping the company)’,
ElQlel A} QAAL W] H% Ay EA
(Self-enhancement)’ 2, HFAE F7|12 &4 i
(Anxiety  Reduction)’,  ‘Sufj =z} qg B
(Vengeance)’, ‘A a2 '8 @ (Advice Seeking)’
I YE AFY HHHE gy A3 colgh4l

(Altruism) & A e|st3 Uk,

o)F QEY aPo] HAsHA 0L 3 7R
ade 7|EY ARG 08 Z 4FHe 23
5|13 (Hennig-Thurau and Walsh 2004), HIZ ©]

Ropo} AF7}t BusA o] T3 gt

Balasubramanian and Mahajan (2001)< <A FYE
AFANAN Aoz BAH F71% AFAH FUE
T AAFoEA  #AH Ao fFE3
THAHNIE AAEIEY, o ZHLYPIE= ()
Mol A& AFYEY JHAE HAFGoz N
715 Z7FAIQ]  ‘Focus-related utility’, (2) TS
AFHEANA AA5 FAZE AvFo2HN =7
7FA Q1 “Consumption utility’, (3) T2 FA Qo] 1}9
IFEE APFOEN 7= 7FXQ ‘Approval
utility’, (4) A 3ZA7F AFYEA A AF YA o] o]
2 dojuvEE FEEg o 7= 7EA
‘Moderator-related utility’, (5) 7% WFolA A8l
43 E olF3ua 3= 7)Fo] #F  ‘Homeostase
utility’ 2 A @ o}

Hennig-Thurau and Walsh (2004)& ¢ T U ¥ aE
ol g3t 7zt FEHo Rgsle HFP o|Eg
gAgto =z [ 2] o 2 289 FHY FUE
A A 8- o}

4 "__l
Involvement)’, Tujz}e] wEZHS AES WiE

T TALA

Focus- Related [TH& Tl atel]l o3t vie] (Nagel
Utility 1970)

3lAL Aol it 8vi® (Sundaram et
1. 1998)

A}3]Z] aF (McWilliam 2000)

A2l 23 (Hennig-Thurau and Walsh

2004)
[Consumption [&% Tuhol] g =
Utility (Hennig-Thurau and Walsh 2004)

Approval A7) 2 (Engel et al. 1993, Sundaram
Utility let al. 1998)

AAA B (Lawler 1984)

Moderator-Rel [= 2 &2 He]A (Harrison-Walker
ated Utility 200 1)

ZREY A WA AL
(Hennig-Thurau and Waish 2004)

Homeostase [o 94 ZAA9 ®ZF (Sundaram et al.
Utility 1998)
BAA 7+A ol ®HE (Sundaram et al.
1998)

)2 E ZLOHTrue Selves) o] X & 5]

UCCE oA AHg 289 AFdAolAd e}
B AAES JHAla AT 2EH o g Hol
Axd, AL AFYANR tido]  AlAH
FAHN e FFAE Fd7] Hue EEY Iut
hEL Fdlu Jos Holg olgd EA wiid
ucce AHAYA F717F old EE5J JidAQ]
Z717F A #ELE & JE& ASR »r

AP ool  nAHm, A BFol
Ao Ao FH Alg A =2d Yol §lv]
moll AlslH o8 Hozls A7|7F ofd &3 g
ZEg Ao 2E5E& =&yl 43l(John, Katelyn
and Grainne 2002), UE U] o]gd EA wF
2ol AolN ARe A7Y BEe FEse 4
S 71317F AXA S A} (Turkle 1995).

AJEUE T3l A7l Egs #F
daixe 2 7HR] olwE HolE
HAZ Aol vigtis zAle BEHE AT
AlEE ThitE E4% (Swann 1990)3 5 WA
A A 27]e] BRgom QAR X3kl e
25S UFdA dARZFeEA I Aol
2&HEoz #HYsa AL &7 (Baumeister 1998,
Gollwitzer, 1986)7F LA °| T},

olo} L& My olEE FI £ IdF+= UCC &+
gxol 389 + Y= 10719 F &

AE - A A UcCc A
A Ff &7]°)7] Y= F

=9 oA FEF AL AYsHA .

4 FEA Fo F7] oM AAE

bR ANElR AR BRlEe
YAleldS T3 A€z 94 ug &
‘Familiarity’®}  ‘Interactivity’ & 7]°]™,
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EAQE QAAA7]E  ‘Community Identification’ 3}
222 ZAEES FT78  ‘Self-Enjoyment’ F7]|2

9T & Yok,

T3 A2 FH F7] ol8dA AAE Ao g
7= AAlY FHAES FI FAAHA BHAE
Hl2} = ‘Economic Reward’ 9} ‘Social Reward’ £7| 2
7248 F A9 AT 71E AFUEY Fuz,
Az, FF A FELE uCC FF A=
ARE FFE VA7 Huges dipEge 938
TPt SHolBZ B dpdA A=}

<2 A Fo FrlojE Fol FAARY wAAN
A7] A FUL UCCE BFste JAANA 222
SRS AY A BEFE  HASEHI e
‘Self-Enhancement” ¢} ‘Self-Achievement’ F7]|%
498 + Ao A% UuA Lo 7A o
571 Focus-Related Utility, Consumption Utility,
Homeostase Utility= 2212l &30 E3d F7]24
A 2|5 R, Moderator-related  Utilitys= ZHE
SHOE A9t

ulxjgto 2 JyAlE Aole A Frie AdHUL
T3 AN HEF EAHS dHm olE du
gisolAl YT JLS AHFd 3 Ao=m
‘Uniqueness’®} ‘Feedback’ 7|2 A9 s 4 gt}

Research Methods and Results

olgHoE EFH 1071X19 UCC FTH o=
7159 #AE Fdsr] Yo, 289 HE
2AHE FAsaTh B 2AE $94 uce A%
dol = 30089 JAHN AHEATE FIhsiin.
AE FAARAY 56%= SART, HE dHLS
25441}, o] &S dlo|¥ (www.naver.com) Y T}
(www.daumnet) &> XY Alo]EQ] ycCc Agl=9
A9 UCCE FTHIFAY @5%), B|EF TV
(www.pandora.tv), ©°}Z2]7} (africa.pdbox.cokr) 9
AE AO)Ed  UCCE FR3E  3L30%)7}
hREolQon, e EBzau  ujyEud
IRE AFA5%E YAy B HBAdM=
T84 UCC & A7 HIAZ A& 97] wF o,
dXEL oju|x] 7jwro g UCCE: TH3 HEA
ALE A QAo E THAANA

AAZA= UCC 7 &7 9gxd A MHE
THEC] EAFA Yormz, JEd dIFE
Hlg oz olgFoz E&2d 171K Z7|S59
THES UCC A% 2=F FAH3o AL
Ztzte]l 4" uCC §71 €¥ES BFIL g
ABE oL BHIY (@> 075). ZZe AME
T2 o529 [E 3] AAEHo] )

[ 3] ¥+ ¥ SFHEY
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Self-
Achievement

= o] AboEdA Wil #E uCcrt
W AR S B 8 AT

= o] AlESIA Ut BE UCCHT
Wy AAlo] o2 shite) YA oletm
B 7,

U o] AJolEe|A W7 e UCCH
Wt Rge 2AES & Fot.

Self-
Enjoyment

JE o] AfolEo|A U7} RE UCCH
W A4S 234 8 203 AR

U= of Al ESA Y7k %E UCCH)
W AL AT A # Foha
A2},

Familiarity

gl

JE o] Alo|EGIA UCCE &4l o
A AUFES 48 5 Qo

A7t

R

il

U o] Ale]ECA UCC
AHEEANA EARE E

32 e.

32, ol
o
gl

ml

) foeh
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= o] ASlESIA UCCE B4, O&
NS o128 5 At A e,

£

Community
Identification

U= o] AIESA UCCARE £o19
ARUE W) 257 =70

Y= o] Alo]EdA UCCA|ZH& F3HS]
Wb £33 ARYE 2 f3s
=74,

Uniqueness

U= o] Apo]EdA UCCE 53
LAE Wb gEEta =4

L}= o] Alo]Eo|A Y7t g UCCHL
W AAS g dgal 443

Self-
Enhancement

U o] Abe]EdA W7t jHE UCCT}
G AHGEAA UE A3E = o

= of ArolEelA Y7t BE UCCE
Sa) o A dgwn A,

= o] ATo|EoA Y7t e UCCE
e Us ¥d 5 g3 AzRw.

Interaction

JE o] Ao|ECIA W7} EE UCCH
ol 97 Agdgn Aza).

U o] Ato]EdA W7t vHE UCCrt
Wl 713 ARE dgano
A2,

U= o] Alo]EoA W7t gHE UCCHt
& AHET YA 258HA dohx
A Z}gi o}

Feedback

U o] Abo]EdA 1}e] uccrt
A=o] AE Zo] Ho

U= o] AolEdA GE AFEZTH
g 92e BE Ao F4

Economic
Reward

U o] Alo]EoA UCCE A &3tHA
413 BAL 7|

o] AlolEdA W7t RHE UCCE




P ES 9 7 92 Aow

7] i}k

Social [U}= o] AlolEoA] W7} WE yccE
Reward | 28)x W7} e 7S wan

Self-
Enhancement?2 0.292 | 0.180 | 0.618 | 0.395 | 0.25]
Selt- 0.421 | 0374 | 0.544 | 0.131 | 0.356
Enhancement3

L& o] Alo]EojA W7} ¥HE UCCE
A It A717F Q71E Vg

Interactionl | 0.263 | 0.419 | 0.189 | 0.737 | 0.054

Ztzte] UCCEFw 7] TFdEel oW #AAE
ZEAE dotr ] Hd 8¢ #ME T
22 FA4 Al 8¢ X% criteion® % Eigen-valueZ}
10 & 249l
HhHo g ggl
2 2A4s %
ol5o]l ¥ 4t T AWY F Uv b9 H&
79.01%% T}, Self-Achievement ¢} Self-Enjoyment 7}
A 18802 FX A3, Familiarity 9 Community
Identification®] Al 2 Q29 =Z  Uniqueness<t
Self-Enhancement’} Al 3 L9292 Interaction®
Feedback®] #| 4 Q<Qlo2  Social Reward 9}
Economic Reward’} A 5 Qo7 RFoAgHT, Z
SATIES 80 REaFEH 7 2ds9
Eigen-values ©o}2j 9} [F 4]0 AAlF o] At}

[F 4] 8¢ 4 FH

Interaction2 | 0.145 | 0.456 | 0.315 | 0.698 | 0.145

Interaction3 | 0.188 | 0.527 | 0.122 | 0.659 | 0.141

Feedbackl 0.609 | -0.001 | 0.004 | 0.626 | 0.126

Feedback2 | 0.551 | 0.114 | 0.293 | 0.561 | 0.168

Economic |  o91 | 0.096 | 0.054 | 0.027 | 0.923
Rewardl

Economic 4 458 | 0225 | 0.156 | 0.039 | 0.899
Reward?2

Social | 0190 | 0.083 | 0.387 | 0.361 | 0.715
Rewardl |

Social 6144 | 0232 | 0496 | 0.337 | 0565
Reward?2

¥4 Q91| 89212 | 8213 | 824 | 82l5

Eigen-value | 4.738 | 4.316 | 3.418 | 3.386 | 3.103

Self-
Achievement] 0.819 | 0.262 | 0.105 | 0.022 | 0.199

Self-

: 0.808 | 0.198 | 0.228 | 0.196 | -0.034
Enjoyment]

Self-
Achievement? 0.797 | 0.143 | 0.239 | 0.105 | 0.162

Self-

: 0.779 | 0.175 | 0.233 | 0.248 | 0.003
Enjoyment2

Self- 0.747 | 0311 | 0238 | 0217 | 0.104
Achievement3 | ' . - :

Famiharityl | 0.325 | 0.803 | 0.175 | 0.166 | 0.097

Community

Identification] 0.203 .1 0.774 | 0.268 | 0.217 | 0.169

Familiarity2 | 0.249 | 0.771 | 0.146 | 0.214 | 0.178

Community

Identification? 0.149 | 0.759 | 0.360 | 0.128 | 0.149

Famlarity3 | 0.124 | 0.647 | 0.160 | 0.526 | 0.107

Uniquenessl | 0.321 | 0.349 | 0.771 | 0.097 | 0.179

Uniqueness2 | 0.297 | 0.291 | 0.760 | 0.074 | 0.085

Self-

0.208 | 0.230 | 0.632 | 0.458 | 0.340
Enhancementl

Ax7] @Eel  Zbzte)  @clow  Foltx
Sotalr] fal, B Aol 7 gelwith g
EEE Y

Self-creation Motive

L nf wje S

2 WA Q9L  self-achievement®} self-enjoyment
Hp7E U2 FAAA FAAHJYG & dFodAE
o] Q229218 ‘self-creation’stil WHIFT. UCC=
AR AR AN e ¥ S B Sy AES
St A = Ar] AFHAE =74 99 g
o]2] &t self-achievementi= self-enjoyment®} 7|7}
252 Z23E 38 ¢ & A ol AlY
rxFor e HAH=E AU BTl
A28 EAEHR @HH, UCC T# F7IE
24313 s I Fe Foeg, A9 i
“Fzo] EFARZH BEIYroz HME 5 Qe

B 2ot}
Community Commitment Motive

F A Q922 familiarity?} community identification
W2t stHE FAAA FAHAT. £ oAM=
o] Q918 ‘community commitment’®Z 3} T},
oj= Al&A7F ucc FIHE B, AwYH
ol Aol zAE dela, 9dE AMgAA EARE
F 7 9on, olF FI HUE AIEEH 2 =™
F A7E d¥ddu E F£ UAH. 7€ 28
AFUAelAY AS, 2olvt HA3o] AU EAE
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UE AEAdA ¢¥ 4+ Y FHoE oA
AA=H, UCC F7o ZojowA

TEEE B AFUE W o AMEEF o
A43-E #FA3HY, AFYEA 3 A

73 9ge & 5 U
Self-expression Motive

Al HA Q2L uniqueness?} self-enhancement™ 57}
st FAAA AAFHAY. B dFA= o
Q215 ‘self-expression’® H 3} UCCE %35}
AR i Y E A9 553 258 Zd8 1,
ol JUHAY AR Aoy, AARINE
Y3t F71E° 7 eSS ¢ F UG, o3
71T 71€ AFddAE T YEgA 4d 7124,
AAol &4 xEE B9 BE FEH RS
Fgeta Hkgatey, A9 FE5FES <™=
oA UcC 149 F71ztn e 5 Qi

Community Relatedness Motive

Y] HA] QAL interaction} feedback® 57} U=
FAAA FAAHJTG. B dFAE o] 2A%
‘community relatedness’® H 3T} oA A A g
self-expression &7|7} HEANA AL LEe=
Aolgtal YA, o] Frle UCCE F3 Y&
AFET A HAG 2 AE37] Yslo UccE
At Udon  #HAE F AL FHolg.
self-expression &7 7| community relatedness
7l dHU  ARAREO]  UCCE  FY Y
ATUANE FHORA ALREA S BAFE
Aolgtal 3 4 Qlth

Reward Motive

o}z ek Q91 social reward ¢} economic reward
A7l st 2 FAAA FAHGUAY B dAFoe
o] 821E% Y<3d| ‘reward” 1 HYFAUY. ol
UCCE &3t AlgAEo] FHEARAY & W]
AA UCCE FTRH7I=E TS HoFE Aoz
7€ 270 AFYAA EdHGHx AAF
AXEE §7]17F UCC AFo M= virtxz B3
HAs= ¢ F AU

UCC &#3%7]19 @& UCC AHE&AEY 33

UCC AMERIE9 EAS dolury] HalA, &
AToAe FHENES AFEEY UCC AHEAES
+33 st #REAE L 7]EY 57HA] uce &
F7NE FTAHLE, Kmeans WHEoZ Hagh &4
7V g Z2719 FoAdE 18sto 7 9n)
AT AHE EF UG ol Y Y £E
T MFYH d¥ 7R sErbEA #EAL
FaAa, 239 FHEIF B u g AR
T2 AAHNY. A= ot [F 519 2

(£ 5] = &4

Q9] AAXEF vce | A4 F Uce
B 4 A 4 Aw
Self
-Creation 0.134 -0.476
Community
Commitment -0.036 0.130
e 0.126 -0.449
Expression
Community )
Relatedness -0.316 1.122
Reward 0.045 -0.161
n 234 (78%) 66 (22%)

2 A7 AR 73 A¥= UCCE Fwdhe
AbgEel A i) A% Hdd Als AR
Aoz FEF  Ued BAcH. o F, A
A Ade AAdH EHAN Fxo EARS
=713 gEOlAl ol AT don © yoprt
AFR A - A B w3 dojste Fdolt.
A2 AbE] AF JIe ARUEH AES 844
s AN 9H F& 2 EEE g deoeH,
AwUE S 253s =711 dojsi= doln.
oA AHF F kA uCC AHgA 1Fe FF
UCC7} sl yao mel e #3292 L3}al
g Aoz 5% 4 Ut dA9 UCC AHEA
i 24 Z2HE M, oby AU
EHOg UCCE &frohe AMEEC] AAY o 78%
AEE AXNE DF dusE olFa b
HoZlo. ol @A ucct PYEIY Bz
2ol M FA AolE FHOE o]FR i
Rod, e AlERe] didte 3¢e AlFEA|
oo Wdsts 2A= 4 & + de Aol

Conclusion

2 dTE 7€Yg FIES vigoE  FHII
Zhgdkal 9l= UCCH tiafiA QA ALEAES o
At4lo] 222 x¥E 94 UCCE Frdt=A
el Lotz st o]& 3 UCCH H|=7
39 7|E 28 AFUANAY Fo F7] 2
Uucc a9 F718 ¥dsr] A% g4 d+4E
AAEA 3, ol& F&) 10 7FA o]&4 ucC F7]
THE FE3GH. ol EL ¥t T2 UCC
T Adol U 3008Y AIRAE WHELE
T3% HAE BHAE JIxE 9 UAEAM S
TP, ARFo T s7MA] FI)IF EE HIUG
o] F AI7}A] F71¢l self-creation, self-expression,
reward 7] WJAAY FHY F7]2A4 UCC
THE S AHEAVE =2 JIgE =74,
SEEZHE AME AL FH, © yoli}
ARl A A AL RS Euz e U
Auigt. & F IR 710 community
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commitment?} community relatedness = A}3] 3 <)
49 FrRA H@A A&H e aFolu
AwuyE e dig oA 8BS Z3
dAF3, B3 UcCE Fa ddsty, g9
HewS Ay o Yoyt HAge A57S w77
AT 7€ onjdt. B A4 ALEA FH3)
A= MU FBHo FrlEo] ALsAEQl £A 9]
718t FE oF31 JFE EHATFm o,
ol Witk ARSATE AR HHo2 UCCE
ot AsS YERAY

E d79 ol&FHQ IFHEL AHud A A
ATe AT £4F M ucC F# F7E
Hzo A& & 4 Y. 53

@)

E L
St of

re
-
H =9

% o o
4 A W do X ool

Zigi g, = ’RH £
7= %‘*— 71E
A A =R &
self-expresswn-: UCCE %1%"5]‘*‘5:
ojl&gfl¢] 3 HIY + Y&

7l

B oodgto] AEA FAL B G oA AAEA 5714
5719 AHEA F38E 58] UCCE vlARYUYA 2d 7

}%R}Oﬂ CHGH
71818 Aled o=

she el Ak wRAst  gaERe
Fgsted HY ARAL o= ATT +

AT Hojt, E}E}H ALY d3A = 4 AR
a7 Ak wet A HA9 ucc Y ALEA
&9 UCC &3 & W= 59 A3}
UCC € & AL FYsto FIFZ oz nEAH9)
UCC AR=E 1Y F AS Aot

€ dve R 7P @AE 7D e, A A, 2
77k dde=m @ uee %%Ol TR
FAH Ao Aol

& AR 718 H4FE o5 & Ao &
A, 2 dFdA= ZZHe UcC FH FIIE]
TAXHOE ALAEY Y gxo oju HFL
oA =XE WA KA. whek, o] R R
F7HA]D dF7h olFojdod  ucc  #d¥
TAAEY YAtEAY 2 =S F F AL

Aot}

olfl oz WAHAE EFs ¥ @FE UCC
ojsigezN UEY  ALEAEC]
UCCE FR3te AT dsl =F o oalgd +
R FHE AT A9t Ao
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