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(2001)2 AJ&to|| wet Ats| 4 o2 AgtsA| 3%
Sz A=E Wl A] HME(self-monitoring)
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goll, A¥A 2005; Hanneman, McEwen, and
Coyne 1973).
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(decontextualized), Px}&o]H HAIA(primary
and core) /3= HEFHH, o]of ¥lal 5}9fa]
A2 A& (concrete), EREHcomplex),
G231 (unstructured), MR (contextualized),
oz} Aol FHAQ(secondary and surface)
Ao o] =4 vebdth ®3$F Liberman and
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A= peksleln sl sl Aa)
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J1 2 8(informational content)
(transformational aspect)
Ascione, and Bagozzi
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g B-g Aol A A AR W A= FaLe] %
atof] gk W84 AATsHITE, o obdd WP ¥
< 9Ju]stcH(Sumpradit i
=AY 3 XtEey 2004), FaL HARA= AR AT HH
(factual information)2} ARAES &S| 9
ol W= 3o gale 19819 949 9 S St =712 AH(motivational information)®=
5 RAZTTAPE SR AR A E e TAHEG 2 BARSE 22 8 2olPTlo|
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2H2H WA 93%, HAIA] &4 2
O] A2 94%, ol gk At 74] 2}
9] A=A 91%, AZHA R A9 8

HAEA 90% SO Uittt olF, AXs
7] e Fugol o) Aot TEE 7] =
of Y S| AH To 7 AHEE Y 5

Al 27 24 R ARl A= A
AP (@FEA, oHAEE, =, AL, A=
24, dIEEAA, T, 71ED, ARelsEAl(aL
S, Whs/ o, ArRlske, Aol eluH, Bl
a2/, Ao, &, AntEZ)7] Bt
S AR, AU olE, 71ED, 7P/ a( 7}5/
el AR, Aad, A, 71E,

HA/EA (Full/oreF, 2/, A, 7]‘5},
AR/ 7 BN =7 E, =Rl oja]/uebabe,

Bolgmol S| Frol Bst LISERY o

A, BY, TR, AA, Hop/ ], )
Epe] 57hA2 etk FAle] mheE Bolw
no) WS GE DI Pt
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(2) Z™X™ HAIX|

22 HAA= 2H2Y0lE(Higgins
1997)3} o] o285 Btz A|efgdare] 7| A4
= Y824 (Sumpradit, Ascione, and Bagozzi
2004)5}7] fIol AREHH HAESS Ei= 24
s AASIITHGE 2 D).
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(E 1) 3200 FxApf W 2ARs

ZH ME ZF=H| Z2(%) 2yl
SR 29(46.8)
Of X Pk A14.5)
= 3(4.8)
S

USISEXIA| 2(32)
A 7(11.3)
7 E 465)
WSO 13(12.3)
LIs/012 26(24.5)
Azlatet 6(5.7)
ZIOHRIHH= 328

AlstEss ;ﬁiﬂg E=EE 21(2‘(?:3 106298)
o 328
ADET 7] HIE M 2(1.9)
QIE{AlofE 5(4.7)
7 et 25(23.6)
7 &/chst 17(37.9)
71EAE 7(15.6)

7t AE 11(24.4) 45(12.6)
Z2ojjet 6(13.3)
7 |Et 489)
/ot 4(30.8)

SSH=A ;;jﬂg” 8(61.5) 13(37)
7 |Et 1(7.7)
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0 [OjAYL{RIARE 52(40.0)
=271H| 22(16.9)

{e]]

ZHAE]7 [t E%E#HH 2(513 130(36.5)
A7 10(7.7)
EJ/AH| 14(10.8)
7 et 86.2)
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2 =3

(3) sHMSF HIAIX]

A4 WA|A]= Trope and Liberman
(2003)2} Liberman and Trope(1998)ofl 4] AHJA]
gt ARt shlsi Al S4E

2 24 o= RSN E 3)

o

o
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= e e G ELS] 2
PN a2 14(22.6) 48(77.4) 62(100,0)
MESH| 40(37.7) 66(62.3) 106(100.0)
7V S 21(46.7) 24(53.3) 45(100,0)
SEE/=X 6(46.2) 7(538) 13(100.0)
ZHIsl/7 e 84(64.6) 46(35.4) 130(100.0)
A 165(46.3) 191(53.7) 356(100.0)
X2k ook x*=34.693, X001

e R S RIS DR Y
She 5o AES X
ARYA SRS W ml eIl ok 7
& Bl R sk W Hle

£ ®dsk= AElE

A 4 AlFolA 717t
AZHH AlE ®8@ sk vAARA, TofAl,

HEE A ‘141%191’ . l oM 717k Al

o
A1) a1} 1657(46.3%) 0|t ol 24 4]

ol £7] ZA0) 3
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AR o, Wolzzdael 57 747 © Al

o AMgEe
E3, Fojgm FANR XYY F1E

B9t B4 A3 AR (&R 147, 22.6%
vs, ¥o] 487, T7.4%), A3EEA(S7 404,
37.7% vs. o] 667 62.3%), 713/A2E(EA
2171, 46.7% vs, "ol 2471 53,3%), FE=H7/E
A (E2 67 46.2% vs, o] 771 53.8%) TLF
Wolxd4 5715 1 ApjA oz AR e
U AR B2 S22 5715 o Al
B2 o2 AMFICHE7 847 64.6% vs, o] 46
71 85.4%). o] Aib= SAKLR [o3t Aow
UEFHTHChi—sq. =34.693, p{.001).
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gy 2t

QITEA] 2= el o] wj} ojwi3t 8
X 4:50] AMGEIL QU=71E BAJSHE Zloldlr
o2 gIal, vIAIA) 44, Aol Slat Ak 74,
AZFA | 874K 2 Fste] St

(1) HIAIX] 24

Bolgm Fas6de] B4 A3, AYHoR



(& 5) U A shidezol st 57| FA 24 (HAK] £

<)

SoR1o| 7| FAof #ot LHSEA ¢t

TR Z74(%)

Z=H| e TR 7
PN a2 14(22.6) 48(77.4) 62(100.0)
AStEEH| 28(26.4) 78(736) 106(100.0)
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ZH| Ll AS7ISH 2r]
Kjetd 33(532) 29(46.8) 62(100.0)
MNEESH| 63(59.4) 43(406) 106(100.0)
T 29(64.4) 16(35.6) 45(100.0)
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(2 8) 38T A XMt sz 71| HIAKX] ek 2AMIAX] £4) R 74(%)
ZH| ZERY F44 T s
) =1 109(66.1) 56(33.9)
| 98797+
20 28(14.7) 163(85.3)
=7 8(57.1) 6(42.9)
xfterd 12357
El 6(12.5) 42(87.5)
_ N =3 21(52.5) 19(47.5)
MNeSSH 20 AgR**
o1 7(106) 59(89.4)
PP AAL =7 14(66.7) 7(33.3) 11 ear
- g0 4167) 2083.3) '
o =7 466.7) 2(33.3)
s = ns
< Hiof 10143) 6085.7)
) =X 62(73.8) 22(26.2)
PENIN I S 32614
o 10(21.7) 36(78.3)
o 01, **p(.001, ns: non—significant at p{.05
(B 9 32T FA ZExF shMpE 70| AKX MEhy 2SS ofst Zat 7iX]) CHl: Z24(%)
= ENSES == AsiksY 2
=X 147(89.1) 18(10.9)
T 73,014
o 88(46.1) 103(53.9)
) = 11(78.6) 3(21.4)
Rty 4.666*
20 22(45.8) 26(54.2)
s =7 34(85.0) 6(15.0)
INIE==s 17.416"*
&od 29(439) 37(56.1)
=71 19(90, 2.
b 9905) (95) 1.645%
o1 10(41.7) 14(58.3)
ESS 3(50,0) 3(50,0)
SBE/EX] ns
Hoq 6(85.7) 1(14.3)
ES{| 80(95.2) 44.8)
AN 7 [E 421687+
=oq 21(45.7) 25(54.3)
*(05, K01, {001, ns: non—significant at ©{.05

AALA(FA} 66.7% vs, A 33.3%, Chi—sq,
=11,667, p<.01), HARZ| (G4 73.8% vs. A
26.2%, Chi—sq.=32.614, p{.001)2] 47]] F=A9
A, 719 o /ol H AujA
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TR Z24(%)

ESS| BN SES| I o2y X2t
) =1 128(77.6) 37(22.4)
T ns
Hoq 150(785) 41(21.5)
=7 10(71.4 286
xiotsizy 0(71.4) 4(286) .
El ) 11(22.9)
=X ) 3(7.5)
MNeISSH ns
204 .8) 10(15.2)
= . 381
TR ) 8%1) ns
Hoq 79.2) 5(20.8)
o =7l .3) 1(16.7)
Ers=rale ns
=oq ) 2(286)
3 =71 75.0) 21(25.0)
PEISING=ITo =y ns
o ) 13(28.3)

ns: non—significant at .05
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WA (1037, 53.9%)7} BFeHA/d HIAIA](887,
46,1%) Xt} B ZujA o2 AREITHChi-sq.
=73.014, p<.001),
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Th study performed a content analysis of motivational themes of public service
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