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Research on the Antecedents and Consequences of Community 
Attachment in UGC Community—— 

Based on motivation theory and social network theory 

 
Liang, Shi Yu1; Tian, Yuan2; Bu, Hui Mei3; Liao, Xia4; Lin, Ying Yin5 

 (3. Assistant Professor, School of Business, Macau University of Science and Technology) 

 

Abstract: In the era of Web 2.0, user content generation (UGC) communities, such as Douyin, 

Xiaohongshu, Weibo, etc., continue to emerge with the development of network interaction 

technology. In the UGC community, users can share product experience and life experience by 

communicating with other users. At the same time, they can also collect the information they 

want to know. However, if some users do not actively participate in community content 

contribution and other activities, which could hinder the co-creation of user and community 

value, resulting in the gradual shrinking of the community resource pool and the gradual decline 

in user stickiness. Therefore, this study is based on motivation theory and social network theory 

to discuss how to improve users’ willingness to participate in the UGC community. With 

centrality as the moderator variable and community belonging as the mediating variable, to 

explore the influencing factors of community user participation willingness, and to provide 

suggestions for the sustainable and good development of the UGC community. 

 

Keywords: UGC community; centrality; community attachment; participation willingness 
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C�Āśõ�ĩ˕�@ţ��ľ5ƼK�E��ÈhĖƎ!˗2úǼ@ţ7ǐſŧ

'AQƽƇ˕�í˗đ31�żŵ˘ 

H1b˘�� K�áúǼǐſȮĒQ˕ 

 

 

 

 

 

 

 

 

 

ĦĳǎƊ�

ŗǱĜęǬ�

ȈǐåǍɔş�

ĦĳŚƷ�

âòō�

ŗƣɊɛǬ�

éƄƚɖǫɕ�

ŗƣƤȕǫɕ�

ȉ 1ÅŲĻ〈ŤŪȎ 
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ǲÝ�ȝȸ¢ȉ�Hƾ�×ɑ˗�ōÌ&�ǐſ��§C�β@bÎ%1Əƍ

ǐ2¢ȉ�ÝÔ(Chow & Chan, 2008)˕ 34 Lin(2007)ī�ȝȸ¢ȉʝ��ǐĶȝR�

`2˗ƲʦŒ@ţ�C�ăĉÑȕ¢ȉ˕@ţŔÔ�ŸÌ&ÖÿbÎ��ȝIɼ6

� �Ƹo���
Đƃ�˕±[2�§C@ţăĉ,Ɣȕ�ƚɍ˗ɞč@ţ7ǐſ

ŧ'AQƽƇ˕35ċȜʸn�(2014)�ī�ǲÝȝȸ¢ȉ~�Å	R`úǼ,@ţÖ

ÿ';sŞ˕26 @ţ	Ĳĉ�§C@ţZu�Ñȕ¢ȉ6 �ī%�&ƛ�˗ɊɊ

ɳ®ǐſ˕�í˗đ31�żŵ˘ 

H1c˘ǲÝȝȸ¢ȉ�áúǼǐſȮĒQ˕ 

Shen et al. (2010)Ì&7Ȱʣǐſ��ƸȭȞ8K˗ǐ2Ơ	Q2ǉ,ɞ±;ò

�ǐ2ī|Q67ǐſ�ʶɷsŞ˗¡[ɞ±ǐſī|Q6ĉĻŉ�sŞ�ƾ;˕37 

Busalim et al. (2018)�ǐ2Ơ	QȮɱ�ǐ2�ǫ˗Ʋō3§úǼ,ňĔė	ǐĶ�

Ĺ�ŉ�sŞ6ŉ�m�˕38 %1ǲ�˗ǐ2Ơ	Q~��U·ĆǊƹǝ�ǫúǼ

�Å	R`˗2ɞ;ǐſȮĒQ�ƾ;˕�í˗đ31�żŵ˘ 

H1d˘ǐ2Ơ	Q�áúǼǐſȮĒQ˕ 

2.$3NR>C4C=P 

 ǐſȮĒQ«K�;ò�ȆQX��E��	ǐſ���ǧ;â.˗�Ĳɍ;

ò6ǐſZu¢ȉ�¤��ǫ˕Bove6 Robertson(2005)Ɗđ3˗;ò�ǐſȮĒQ

tä½_˗;òı®ǐſ��!u�½�˕íÅ˗;ò(2ī��E�ǐſ���

ò˗
ȡģ)ō3ǐſƠ	��Ǝ˕39 Zhou et al. (2013)Ì&ȭȞƸ�;ò�ȮĒQ

7ǐſÖ;ò�ŉ�m�
ǉ,�ɞ±~@˕40 �@ţ7õǐſū
Må�ȮĒQ

ƲQ�7�Ĺ�ƽƇ!˗û�ƷɎC"ŞsƂĻŉ��ǐſTR�˕ľvxr�ŉ

�sŞ.�ÖÿʶɷsŞ6ǐſŉ�sŞ]�ʒÉĲÃ˗�í˗đ31�żŵ˘ 

H2a˘ǐſȮĒQ�áúǼÖÿʶɷsŞ˕ 

H2b˘ǐſȮĒQ�áúǼǐſŉ�sŞ˕ 

3.$3NR>@��2KC��4C=P#�
�� 

xȭȞǙv��m��Į˗�«7m�Òa�īƤ1ƋĐƃ�Ɖɹ~���¨

ÉúǼ,�«�m�ŮÃ˗[�«m�ŮÃ�úǼ,mRsá˕	 UGC ǐſƹǝ
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�˗@ţ7ŉ�ǐſ
�īƤ6Ɖɹ˗�[
�ŉ�ǐſ�R`˗R`�ĖƎđħ

@ţ7ǐſ�AQ6ȮĒ˗±[úǼ,@ţ�ŉ�sá˕�í˗xȭȞī�ǐſȮ

ĒQ	@ţR`7@ţŉ�sŞZu-�ɏ~@˗Ʋđ31�żŵ˘ 

H3a˘ǐſȮĒQ	��ʆʏ7ÖÿʶɷsŞ�úǼ�-�ɏ~@˕ 

H3b˘ǐſȮĒQ	��ʆʏ7ǐſŉ�sŞ�úǼ�-�ɏ~@˕ 

H3c˘ǐſȮĒQ	�� K7ÖÿʶɷsŞ�úǼ�-�ɏ~@˕ 

H3d˘ǐſȮĒQ	�� K7ǐſŉ�sŞ�úǼ�-�ɏ~@˕ 

H3e˘ǐſȮĒQ	ǲÝȝȸ¢ȉ7ÖÿʶɷsŞ�úǼ�-�ɏ~@˕ 

H3f˘ǐſȮĒQ	ǲÝȝȸ¢ȉ7ǐſŉ�sŞ�úǼ�-�ɏ~@˕ 

H3g˘ǐſȮĒQ	ǐ2Ơ	Q7ÖÿʶɷsŞ�úǼ�-�ɏ~@˕ 

H3h˘ǐſȮĒQ	ǐ2Ơ	Q7ǐſŉ�sŞ�úǼ�-�ɏ~@˕ 

4.�
!@��4C2KC$3NR>#H?�� 

�Ʌ�#�ōƜ��«��ƺ[Ƅ
M��`2˔úǼgĜĊÔ (Hannenman 

& Riddle, 2011)̞ �Ʌ5Ïp��ȝȸ6ĶŽ�`2˗�¹��É�ǐ2ŷx˕41 �

�ʀČ	���ǖǐſ�Ʌ��ɋ#5Ï�ƛÃ˗
Ńvû�ƖƝĎÉ˗Ʋľíʝ

��ňĔėàɠ�`2ˏćÛ86Fʓ (ːSanders et al., 2019)˕29 %ǲ�˗�#�7

�«�Ö	��1ƋÅ	ǐ2úǼ
���Ķȝ~@˕@ţ��#�½_˗	ǐſ

��5Ï½_˗ŀ�Ÿ×ǎ�M�bÎ˗ĖƎ��ö÷˗¡�� :w˗@!�ū


�M
5á;òƼŜ�E�`2˕@ţ��#�½_˗sġ,�§C;ò�ĶŌ

ȝR½�˗M�«2�̀ 6C�	�- �̩Qd˕íÅ@ţ	� M�bÎ�|!˗

�2Mǔg5)ŬƪC�˕@ţ	�§C;ò�ȝR�˗2ɊɊ5ɳ®�ǐſ�˕

�í˗đ31�żŵ˘ 

H4ă �#�şĦ��ʆʏ7ǐſȮĒQ��áúǼ˕�#�ƛÃ½_˗��ʆ

ʏ7ǐſȮĒQ�úǼ½�˕ 

H4b̆ �#�şĦ�� K7ǐſȮĒQ��áúǼ˕�#�ƛÃ½_˗�� 

K7ǐſȮĒQ�úǼ½�˕ 

H4c̆ �#�şĦǲÝȝȸ¢ȉ7ǐſȮĒQ��áúǼ˕�#�ƛÃ½_˗ǲ

Ýȝȸ¢ȉ7ǐſȮĒQ�úǼ½�˕ 

H4d̆ �#�şĦǐ2Ơ	Q7ǐſȮĒQ��áúǼ˕�#�ƛÃ½_˗ǐ2
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Ơ	Q7ǐſȮĒQ�úǼ½�˕ 

ăÂŲĻǁŹȕȢȳĠǨ 

����5�9+ 

	k�¨É�É êƨ�˗k��ƽǁ7ß�jȈrɷ~�É Íǆ�98Ǚ

ʥ˗ƲÒØ�ǮAǝ±m��ǻ6ƱĿ˕�ăƸÉ �bÃ6šÃ˗ǤŎşŦ³ɤ

ŵą�;D˗±m�*Vx�ǲƙ¬˗Ɂ7³ɤ�Öÿ˔ńŘ˔Íǆǜȅ˔}W�

ǻ˗ƾ;�Ř³ɤ˕şŦ³ɤ�Íǆɜ@ȩƩþďFÉ ˗̀ ĺð|sˌ̝ ˋ|sˌ̝

ˋȟÌˌ˔ˋ�|sˌ1Ƌˋĺð�|sˌ.�ľˋ5ˌ�ˋ1ˌ� Ŝ˕Ě¨É�ƙ

ÉÍǆƋ�ȋ�  1  ̞

 

Ś1ÅɢǦǒǦɏǩïŅ。 

��� <��-�"� �3�

Ħĳ

ǎƊ 

1ÂęȀŗƣâÁȮɡŋǖĩŞƉéƄɥĳǬňĲ〉Ã 

Lin et al. 

(2014) 43 

2ÂęȀŗƣâÁȮɡŋŇüğƂŞƉéƄǛĳĚŖǬɗÃ 

3ÂęŗƣǾȕŇüğƂåƢÆńěÁęƓĽɜǖĩƑƉÂ

ĺ×ƽðÇɥĳǧòÃ 

Ħĳ

ŚƷ 

1ÂĳęŗƣâŮĦàȴČÍƁĚıǢÃ 
Kim et al. 

(2012) 44  
2ÂĳǭęŗƣâƅċĳŖıǢÃ 

3ÂŗƣâŖŇüğƂȋĳġĚĒǢÃ 

Ȉǐ

åǍ

ɔş 

1ÂĳǖƷǖĩéƄŋǠȫũĎāúåǍåīŖŀƮÃ Hsu ŋ 

Lin 

(2008) 45 

2ÂĳǖƷĳƤȕŗƣȋĳŋŇüćóǅġĚƾÃ 

3ÂĳȗŮƤȕŗƣāúåǍåīÃ 

ŗǱ

Ĝę

Ǭ 

1ÂĳƖƪęȀŗƣâɤǱňÍ）ȕÑɅɑŖǬɗÃ 

Oliveira 

et al.  

(2016) 25 

2ÂĳáƖƪęȀŗƣâɤǱňÍ）ÑșčŌŖǬɗÃ 

3ÂĳƖƪęȀŗƣâɤǱňÍ）ŗčŖǬɗÃ 

4ÂĳƖƪęȀŗƣâɤǱňÍ）ǷǰŖǬɗÃ 

5ÂĳƖƪęȀŗƣâɤǱňÑƀŖƳǬōÃ 

âò

ō 

1ÂĳęȀŗƣâņġȁȖɠÃ 
ǆ《ŋ 

，Ȋ 

(2019) 46 

2ÂĳęȀŗƣâƯŉŞƉŖƖÓƭÃ 

3ÂȀŗƣâŖğƂÜǅŞďĳÃ 

4ÂĳęȀŗƣâ：ƬǖƛǼƽÃ 

ŗƣ 1ÂĳȦǮȀŗƣÃ Liao et al. 
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Ɋɛ

Ǭ 

2ÂĳŋŇüğƂġǜűēŖĊȣÃ (2017) 47  

3ÂĳŋŇüğƂŖîȩȋĳŅȘǫǻŻÜÃ 

4ÂĳȗŮĦàũȀŗƣŖÍƂÃ 

éƄ

ƚɖ

ǫɕ 

1Âĳ：ƬĔŗƣƵÿǯȁɏÃ 

Xu et al. 

(2015) 16 

2Âĳ：ƬęćóŞƉéƄ×ǠȫÂĠɍŋɈɓÃ 

3Âĳ：Ƭęǯȁɏ×》ȜŋȨ“ŞƉéƄÃ 

ŗƣ

Ƥȕ

ǫɕ 

1ÂĳǱȼĬėǘŇüŗƣğƂŖƦɏÃ 

2ÂĳǏŃÏķǤŗƣĀƖŖǭŔĿøŮãĭÓÃ 

3ÂĳƤÿȀŗƣŖĶƻŭƢÃ 

4ÂĳƤÿȀŗƣØɔŎȦŜȁɏŖƘȫÃ 

����F�L�CEJ�< 

ȭȞVxÉßõļ»�ǱƫŉĎĎÉ� 5ɦˏMyers, Ahn, & Jin, 2011)˗42�í

xȭȞļ»ö� 140 �VxˏŉĎ 28 � ˍ5 ɦŻəƃː˕xȭȞ�³ɤşŦk�

1 UGCǐſ�K
@ţ~�şŦ�ǘ˗β×ǎ³ɤ 327ĩ˕j&�ÊɕŦ˗ȁī§

�Hš³ɤ�ĎÉ� 10ĩ˗
š³ɤ�ĎÉ� 317ĩ˗^×
šȣ� 97%˕ 

§�£P��ʔ��ɶǙxȫn˕>ɨü	 21ļ 30ĳ�ƭ�˗[ˋ90ˌDʑ

ǿM{�č@ UGCǐſ˗MŞsŉ�� UGCǐſ��˕xǞ�·ɥėʔ
��ɶ

0_˗ğǢƕƮ	xǞ1��·ɥėʔ
��ɶº& 50%̞ ¿×®	 5000ÚƋ1�

�·ɥė�Ďƺ�˕\  2�Ŝ˕ 

 

Ś2ÅǀȪūŘƩąƮŕ 

$�� /�� �#� %
��

ōĪ 
Ĺ 161 50.8 

Ý 156 49.2 

Ğɚ 

20、ïú× 41 12.9 

21 ~ 30、 140 44.2 

31 ~ 40 、 89 28.1 

41 ~ 50、 30 9.5 

50、úØ 17 5.4 

ȯȶ 
ƞâïú× 53 16.7 

Üƫ 88 27.8 
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ąų 135 42.6 

（ÛïúØ 41 12.9 

öĠÒÆèÇ 

5000ïú× 99 31.2 

5001 ~ 7000 95 30 

7001 ~ 9000 89 28.1 

9001 ~ 12000 21 6.6 

12000úØ 13 4.1 

æÂȢȳëœ 

����&-)MT 

1.&)MT 

 xȭȞɜ@Ʃʅǅªˏ Cronbach’s Alpha bːÃĠĎ�ɕŦşŦ³ɤȭȞ¨É	

Ě�ƙÉÍǆ���Ǭ�ƛÃ˕Òa\  3�Ŝ˕ 

 

Ś3ÅŞŦëœ 

��� �-#� Cronbach’s Alpha 

ĦĳǎƊ 3 0.807 

ĦĳŚƷ 3 0.818 

ȈǐåǍɔş 3 0.796 

ŗǱĜęǬ 4 0.839 

âòō 4 0.877 

ŗƣɊɛǬ 4 0.853 

éƄƚɖǫɕ 3 0.830 

ŗƣƤȕǫɕ 4 0.812 

2.-)MT 

šÃ.ɺÌ&ɕƞÖÿšÃ˔×ˁšÃ6ſ.šÃ�±m˕xr�č@�É 

	ɜ@2ÖÅrɷ��;ǵÉ �Ǚʥ�˗ÒØxr��ǮȭȞƕƮ˗Ɂ7c�ʒ

ÉÍǆ�ëÖË4±m�ȹƳ��ǻ�şů˗Ʋj&ǲƙ¬ƲŲǃƱĿȁ�[�˕

xȭȞ�ÖÿšÃľGÏǩȐË4Ɖɹ˕~ėáË4ɏʁĚ¨É��ǒƲŢXǂǁ
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ȭȞAǝS�ĂUƱĿ˗OD°Ë4ʊǋ��ÍŅ�ȆƣĞ �Ǩ�¢�ƛÃ˗3

ˏǀ.Ğ Ĝ�¢ː̝ 2ˏ â.Ğ Ĝ�¢ 6ː 1ˏ ��Ğ Ĝ��¢ (ːZaichkowsky, 

1985)̞ 480D˗ăƀ�ÍŅ� 2.Ƌ1��ÍŅ˕�í˗xȭȞÉ ƣ
ÖÿšÃ˕ 

ƽǁĚʌ¨ÉƙÉ³ǆ��Ď²ʐ˔ʌ¨É�äȫđ©eǌƃ(AVE)6ǧØb

Ã(CR)�ʊ�˗\ �Ŝ˗��ʆʏ˔�� K˔ǲÝȝȸ¢ȉ˔ǐ2Ơ	Q˔�

#�̝ ǐſȮĒQ̝ ÖÿʶɷsŞ̝ ǐſŉ�sŞ�ƙÉ³ǆ��Ď²ʐȫ�v 0.7̠

|!äȫđ©eǌ(AVE)�v 0.56ǧØbÃ(CR)�v 0.8˗ʡØƉĐƘƈ˗$oĚ

�¨É�ƙÉ³ǆƣ
ƺ
�×ˁšÃ˕\  4�Ŝ˕ 

 

Ś4ÅĠȾƋŦëœ 

��� +��&� �04;� AVE CR 

ĦĳǎƊ 

SE1 0.836 

0.72 0.885 SE2 0.855 

SE3 0.856 

ĦĳŚƷ 

SPR1 0.853 

0.733 0.892 SPR2 0.840 

SPR3 0.875 

ȈǐåǍɔş 

ERR1 0.837 

0.71 0.88 ERR2 0.843 

ERR3 0.848 

ŗǱĜęǬ 

SP1 0.833 

0.674 0.892 
SP2 0.812 

SP3 0.808 

SP4 0.830 

âòō 

CT1 0.837 

0.729 0.915 
CT2 0.879 

CT3 0.861 

CT4 0.838 

ŗƣɊɛǬ 

CB1 0.849 

0.694 0.901 
CB2 0.818 

CB3 0.829 

CB4 0.835 

éƄƚɖǫɕ 

CC1 0.858 

0.663 0.887 CC2 0.834 

CC3 0.865 
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ŗƣƤȕǫɕ 

CP1 0.843 

0.727 0.889 
CP2 0.806 

CP3 0.780 

CP4 0.827 

 

xȭȞƙÉǱƫſ�šÃɕƞĈ@ Fornell-Larcker(1981)ƈǓ˕49\  5�Ŝ˗

�#�˔ÖÿʶɷsŞ˔ǐ2Ơ	Q˔ǐſŉ�sŞ˔ǐſȮĒQ˔��ʆʏ˔�

� K˔ǲÝȝȸ¢ȉ� AVEäeǂƃȫ�v§Ě�Zu��¢ȉĎ˗$oĚʌ¨

É
ȓ
�ſ�šÃ˕ 

 

Ś5ÅűɔëœŋƣĪƋŦëœ 

� ���
9:�

���
���

1�5
7�2�

.�,
 �� �	�� .*6$��

�">
8�(�

.*'
��(�

Ħĳ 

ǎƊ 
0.849        

Ħĳ 

ŚƷ 
0.496** 0.856       

Ȉǐå

Ǎɔş 
0.530** 0.439** 0.843      

ŗǱĜ

ęǬ 
0.482** 0.517** 0.478** 0.821     

âòō 0.406** 0.315** 0.260** 0.117* 0.854    

ŗƣɊ

ɛǬ 
0.428** 0.457** 0.443** 0.570** 0.309** 0.833   

éƄƚ

ɖǫɕ 
0.536** 0.360** 0.406** 0.447** 0.330** 0.643** 0.814  

ŗƣƤ

ȕǫɕ 
0.571** 0.455** 0.457** 0.315** 0.465** 0.591** 0.582** 0.853 

**.űɪōę 0.01ɫØɬǜÆɧİÇÃ 

*.űɪōę 0.05ɫØɬǜÆɧİÇÃ 

����;AG( 19MT 

ȭȞč@ SmartPLS 3.0Ƭą.ɺȔ¸˗ɜ@ɖ0*�ɽÈ7×ǎ^��ŷƶ±

mɕƞ˕ÖÿʶɷsŞ� Re� 0.35˗ o%1hāɄ�¨Ȳ� 35%˖ǐſŉ�s
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Ş� Re� 0.414˗ o%1hāɄ�¨Ȳ� 41.4%˖ǐſȮĒQ� Re� 0.695˗

 o%1hāɄ�¨Ȳ� 69.5%˖ ŜõǱƫƣ
ȓ
�ʣØÃ˕ 

1.$3NR>��'� 

xȭȞđ3�¢vR`�ǐſȮĒQZu¢ȉ�żŵ H1a-H1b˗Ì& SEM Ò

ɯeƛ.ɺ�ƙ¬� Òa̠ \  6�Ŝ̞ ƣ«[Ƅ̠ ��ʆʏˏ �=0.283̠ p<0.001ː̝

�� Kˏ�=0.301˗p<0.001ː˔ǲÝȝȸ¢ȉˏ�=0.289˗p<0.001ː6ǐ2Ơ	Q

ˏ�=0.421˗p<0.001ː��ǐ2ȮĒQʘ��¢¢ȉ˕ťĉżŵ H1a-H1b˕ 

 

Ś6ÅȃƈşȢ 

�=� �=2#(β) STDEV t p �
�

ĦĳǎƊ -> ŗƣɊɛǬ 0.283*** 0.059 4.796 
0.00

0 
ğČ 

ĦĳŚƷ -> ŗƣɊɛǬ 0.301*** 0.047 6.397 
0.00

0 
ğČ 

ȈǐåǍɔş -> ŗƣɊɛ

Ǭ 
0.289*** 0.051 5.703 

0.00

0 
ğČ 

ŗǱĜęǬ -> ŗƣɊɛǬ 0.421*** 0.070 6.023 
0.00

0 
ğČ 

ŗƣɊɛǬ -> éƄƚɖǫ

ɕ 
0.592*** 0.046 12.764 

0.00

0 
ğČ 

ŗƣɊɛǬ -> ŗƣƤȕǫ

ɕ 
0.643*** 0.040 15.903 

0.00

0 
ğČ 

âòō -> ŗƣɊɛǬ 0.189** 0.070 2.693 
0.00

7 
ğČ 

ĦĳǎƊ*âòō -> ŗƣɊ

ɛǬ 
0.265*** 0.071 3.756 

0.00

0 
ğČ 

ĦĳŚƷ*âòō -> ŗƣɊ

ɛǬ 
0.039 0.059 0.659 

0.51

0 
áğČ 

ȈǐåǍɔş*âòō -> ŗ

ƣɊɛǬ 
0.056 0.059 0.955 

0.33

9 
áğČ 

ŗǱĜęǬ*âòō -> ŗƣ

ɊɛǬ 
0.272* 0.112 2.426 

0.01

5 
ğČ 

***.ȃƈşȢę 0.001ɫØɬǜÆɧİÇÃ 
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**.ȃƈşȢę 0.01ɫØɬǜÆɧİÇÃ 

*.ȃƈşȢę 0.05ɫØɬǜÆɧİÇÃ 

2.$3NR>��;" 

Ì& SEMÒɯeƛ.ɺƞƸǐſȮĒQ�ÖÿʶɷsŞ6ǐſŉ�sŞˏ H2a-

H2bːZu�¢ȉ˕\  6 �Ŝ˗ǐſȮĒQ�ÖÿʶɷsŞˏ�=0.592˗p<0.001ː

6ǐſŉ�sŞˏ�=0.643˗p<0.001ːʘ��¢˕�í˗żŵ H2a-H2b ��ťĉ˕ 

3.�
!#H?MT 

  6�Ŝ̠ �#�şĦ���ʆʏˏ �=0.265̠ p<0.001 6ːǐ2Ơ	Qˏ �=0.272̠

p<0.05 7ːǐſȮĒQ�úǼ˗�í˗żŵ H4a6 H4d;ƍ˕	�� Kˏ �=0.039̠

p>0.05ː6ǲÝȝȸ¢ȉˏ�=0.056˗p>0.05ː7ǐſȮĒQ�úǼ�˗�#�+


-şĦ~@˕�í˗żŵ H4b6 H4c�;ƍ˕ 

4.$3NR>#�
�� 

xȭȞ1 SmartPLS 3.0�Ƭą.ɺȔ¸˗1 BootstrappingeÈɕƞ�ɏšß˗

łŏǂǁþ�uàšß pƃ��*ʊǋżŵ�Ȇ;ƍ˗ODÌ&ìàšß�uàš

ß±�Ŏąĭeǌʔ� ariance accounted for (VAF) value �ȁ��ɏšß7¼šß

�åÃ˕č@jƞÈǓ�ȁ��ɏšßˏćuàšßː˘VAF>80ˎ˗�i�ɏ˖

VAF<=80ˎ˗â.�ɏ˖VAF<20ˎ˗H�ɏ˕  7Òa o˗ǐſȮĒQâ.�ɏ

���ʆʏˏ�=0.167˗p<0.001ː˔�� Kˏ�=0.178˗p<0.001ː˔ǲÝȝȸ¢ȉ

ˏ�=0.171˗p<0.001ː6ǐ2Ơ	Qˏ�=0.249˗p<0.001ː7Öÿŉ�sŞ�úǼ˖

ǐſȮĒQâ.�ɏ���ʆʏˏ �=0.182̠ p<0.001ː̝�� Kˏ �=0.193̠ p<0.001ː̝

ǲÝȝȸ¢ȉˏ�=0.186˗p<0.001ː7ǐſŉ�sŞ�úǼ˗Ʋ�i�ɏ�ǐ2Ơ	

Qˏ�=0.271˗p<0.001ː7ǐſŉ�sŞ�úǼ˕�í˗żŵ H3a-H3h;ƍ˕ 
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Ś7ÅâçƋȽȿɣŚ 

�=� � 
)��

! �
)�� �)�� VAF t p 

ĦĳǎƊ->ŗƣɊɛǬ 

->éƄƚɖǫɕ 
0.167 0.465 0.632 26.42% 4.312 0.000 

ĦĳǎƊ->ŗƣɊɛǬ 

->ŗƣƤȕǫɕ 
0.182 0.492 0.674 27.00% 4.528 0.000 

ĦĳŚƷ->ŗƣɊɛǬ 

->éƄƚɖǫɕ 
0.178 0.099 0.277 64.26% 5.406 0.000 

ĦĳŚƷ->ŗƣɊɛǬ 

->ŗƣƤȕǫɕ 
0.193 0.284 0.477 40.46% 5.818 0.000 

ȈǐåǍɔş->ŗƣɊ

ɛǬ->éƄƚɖǫɕ 
0.171 0.174 0.345 49.57% 5.169 0.000 

ȈǐåǍɔş->ŗƣɊ

ɛǬ->ŗƣƤȕǫɕ 
0.186 0.253 0.439 42.37% 5.427 0.000 

ŗǱĜęǬ->ŗƣɊɛ

Ǭ->éƄƚɖǫɕ 
0.249 0.233 0.482 51.66% 6.154 0.000 

ŗǱĜęǬ->ŗƣɊɛ

Ǭ->ŗƣƤȕǫɕ 
0.271 -0.059 0.212 127.83% 5.925 0.000 

êÂǙȖȕƘȫ 

����;I 

xȭȞǙv�ĮR`˗.�¡@ţÖ	R`6@ţÅ	R`]ez˗ɬȞƲƞ

Ƹ@ţR`7ǐſȮĒQ�úǼ˗Ƌ7Öÿʶɷ6ŉ�sŞ�úǼ˕Óa o˘ 

��ʆʏ�áúǼǐſȮĒQ˗íżŵ;ƍ˕ o@ţ	ŉ�� UGCǐſ!˗

ŧ'ʆ:�Aɂ%1Ȭēǐ2ȳĢQ̠ ¡[ʂɊ�ǐſ1Ƌǐſ;òƾ;Ñȕ¢ȉ̠

ŧ'ǐſȮĒQ˕ 

1. �� K�áúǼǐſȮĒQ˗íżŵ;ƍ˕Ì&	 UGCǐſ�8ǣÖÿ˗

�§C;òĶ¦ȝR˗@ţá�ȊƼK�E���˔<ðÊ~'TȠŮ1Ƌǐ25

Ïn˗@ţ��� K�ö÷� ĖƎ˕ľv@ţ	 UGCǐſ.l�Öÿ�@ţ�

���â.ɪʍ˗§	 �ťĉ6Ⱦ�D˗2ʂŎƏƍ� UGCǐſ�AQƚÒ˗ƾ
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;7ǐſ�ȮĒQ˕ 

2. ǲÝȝȸ¢ȉ�áúǼǐſȮĒQ˗íżŵ;ƍ˕ o UGCǐſ;òÌ&.

lbÎÖÿ˔ŉ�ƉĮ6ǠĮ˗7@ţ�«Ƽ9Ŭƪ˕·ƪ�«}Ì&�8�ƾŘ

áǐſ;ò��ǘ«Ǭ1Qċ˗Ʋ@g��Ƌ�eŘ^ʻvǐſ;ò1Ƌǐſ˕ǐ

ſ@ţɇíǟ,ˋ�Ŭƪ�C�˗��C��2Ŭƪ�ˌ�#Ů˗Ì&.lÖÿ˔

ŉ�ƉĮ6ǠĮneŘ� �E�ö�Ŷȋ˗��Ź�§Cǐſ;òăĉ,Ɣȕ�

ƚɍ˗¡[AQ�ŧ'βʢ˗ʂɊ7ǐſŧ'ȮĒQ˕ 

3. ǐ2Ơ	Q�áúǼǐſȮĒQ˗íżŵ;ƍ˕@ţ�ŸÌ&ŉ�ǐſQX

�C��Ơ	[ŧ'#�àî�Q·˗¡[p±@ţZu�Ɣȕ¢ȉ˕@ţQX�

�ǐ2Ơ	Q½_˗½
ŃvAQ¢ȉ�ƾ;˗¡[ŧ'ǐſȮĒQ˕ 

4. ǐſȮĒQ7ÖÿʶɷsŞ
�áúǼ˗íżŵ;ƍ˕$o�@ţQ·�Ʋ

ī|�E�õǐſ��ò!˗	� C��bÎ˓oD˗2M�ws5Ì&.lÖ

ÿ)˓oǐſ§C;ò˗MŁơ5�§Cǐſ;ò±mȝR˔Ķ¦jƞ˕ 

5. ǐſȮĒQ7ǐſŉ�sŞ
�áúǼ˗íżŵ;ƍ˕$oǐſȮĒQƺå

�@ţŌŌ7ǐſƣ
���ȡģQ˗2Mȥĕ5ō3ǐſĈǩ���Ǝ˗MkR

57ǐſƏŵđs�˗ś�ǐſȓ
Ĉm�Ņ�˕ 

6. ǐſȮĒQ��ɏ~@ǉ,˕@ţ�R`˗ć��ʆʏ˔�� K˔ǲÝȝ

ȸ¢ȉ1Ƌǐ2Ơ	2ɞ±@ţǐſȮĒQ�ƾ;˗¡[úǼ§ŉ�sŞ˕ o@

ţ	ŉ�� UGC ǐſ�!˗QX��E�R`ö÷ �ĖƎ[7���AQȠŮ

ŧ'úǼ˗ŧ'�k�ʽsƤ˗ī��E�ǐſ��ò˗¡[på����ǐſȮ

ĒQ˗M�Şsŉ��ǐſ�˕ 

7. �#�7��ʆʏ�ǐſȮĒQ�¢ȉ-şĦ~@˗íżŵ;ƍ˕ o@ţ

��#�½_˗� bÎ1ƋȨýbÎ��g½å˗�ŸM
5ĖƎ��7ŷȋ�

ö÷˗¡[	ǐſ�×ȴM�:w˕�í˗@ţ��#�½_˗��ʆʏ7ǐſȮ

ĒQ��áúǼ½åȗ˕ 

8. �#�7ǐ2Ơ	Q�ǐſȮĒQ�¢ȉ-şĦ~@˗íżŵ;ƍ˕_�#

��@ţsġ,C	ǐſ��§C;òƚÒ�¢ȉĎÉ�˗�Ÿŉ�ŗʬ�ȝR˗

¡[�ŸQ·�C�Ơ	�ƛÃ�½_˕�í˗@ţ��#�½_˗§ǐ2Ơ	Q

7ǐſȮĒQ��áúǼ�Måȗ˕ 
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����7I0Q 

xȭȞ�R`�Įß@�ǐſȮĒQƾ;�Ðɩ�̠ ȭȞÒa oÖ	R`ˏ �

�ʆʏ˔�� Kː6Å	R`ˏǲÝȝȸ¢ȉ˔ǐ2Ơ	QːÌ&ǐſȮĒQ7

ŉ�sŞ
ǉ,úǼ˕�� Cho et al. (2015)ȭȞ�ō3�Ö	�Å	R`%ʰR@

ţ�ǐſŉ�sŞăĉ��Ǭ̠ 5ƲǨxȭȞƞƸ�Ö	�Å	R`Ì&ǐſȮĒQ

��ɏšßúǼŉ�sŞ̠ �ɪƼ�Á
Ðɩ��ɏ`ý̞ Ǩ�ɏ`ý�8K� Teo 

et al.(2003)ī��#�ȮĒQ�ŉ�sá�¤�úǼ�ǫ�ŻFăĉ�Ǭ˕50 

§W˗xȭȞ7ÖÿʶɷsŞ6ǐſŉ�sŞ�1ſ.˗��Z��ȭȞ�ŉ

�sŞØʳǠĮˏċȜʸn�˗2014; Cho et al., 2015ː
�ſ�˗26˔5 %±�Ŏ.ɺ

ǐſȮĒQ.�7@ţ�Öÿʶɷ6ǐſŉ�]ez�sŞ�ŧ'�Łơ�úǼ˗

±�Ŏ�ǻ�ǐſŉ�m���¢ȭȞ˕ 

0D˗xȭȞ�ǐ2�ɅóƢǸ® UGCǐſŉ�sŞȭȞ�˗đ3��#�~

�şĦ¨É˗ȭȞ_�#��Ƒ�#�	ŉ�R`6ǐſȮĒQZu�şĦšß˕

�ʲƼ� Sanders et al. (2019)ī��#�	@ţŉ�ǐĶɫ«�-��¢~@�Ò

Į˗29 ƣ«ƞƸ��#����ʆʏ˔�#��ǐ2Ơ	Q�Ķȝ�áúǼ,ǐſ

ȮĒQ˕ 

����B76� 

ǂǁxȭȞ�ȭȞÒa˗ǐſŋ�ė%1Ì&Ǹƿ@ţƏƍǐſȮĒQ˗�p

åǐſŉ�sŞ˗ɣ§�pæ@ŤÕÿʵɸsŝ˗¡[�ŸĲĉǐſbÎɗų˗�

@ţđȿMűĬ�bÎçƓ˗M
5ăƀÇǐſÁ
@ţƲȃǸM���@ţ±®

ǐſ˕ǩȐ�ò�ŸÌ& UGCǐſ�ā�ňĔė�ö÷˗�ǋ�ǻ��çƓtƈ˗

\Ì&ǹŴĚUTR˔ǥžĚU
ǯ
βʢ�fÍn˗đħǐſ¹I@ţ�ʆʏ�

QX˖Ì&Æ�˔rŐ˔ƆóƒneŘ˗űē@ţʶɷÖÿ��ÚeŘ˗ɞ±ǐſ

ȝȸ¢ȉ6đħ@ţ�� K�ȵǄ��ŀŃ�˖Ì&Fʓ˔Û8neŘ˗ȵǄβ
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