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ZgkA) (Collective Goods) 7}
7H3AFY €] (Virtual Community) 20|
n| x| = e

e
*
*

=
o oX

©00000000000000000000000000000000000000000000000000000000000000000000000000000000

7P AvUE e ArdAelA dasaAe Eda 37 wE Ser ddstel A4 444 g
3t FAAA =, 7 AU E (virtual community) = FEE #HAALE 7 AbgHE©] 7}*0*%
dA T AFEHSG MESAE wif2 Faatgste AL o] e}, 7jeloly z4lo] 7
& ATHEE A4t old Fdste olfre M AwHEZ A ;}ZH (collective goods) & ‘ﬁ“o}ﬂ
weldl, A= AN B9 2e Brbed JiA Aakat 27t o] ol & Alsto|tt,

2 =wdAe 71E iR AE4 $4E Botdd ARUHY J3AE FPsteta ol g At
7HEATHE §”5°ﬂ 3£ % 5}% ASA R dFeint. AFAF M ArHEd e o
S F de ATAE A13A #A Y (Social Network) 7 1 (Communion), A]4] (Knowledge), 74&

1
}

rou

RN

it

—

Experience) , ﬂﬂ%(TransactlonH OA 7R 2 EFET. @ olg gl A AEAS AFUES A
Be A9Eo] Wi ARYUE g t&étcﬂ] TAAN dFS 713 282 ASA A, A4,
g A3} AFUEY FE 2 F80] ARUE Y 43 o] YIS T+ Ao Ve

©00000000000000000000000000000000000000000000000000000000000000000000000000000000

oM. M

[ w2

H 7 AFYE (Virtual Community) = 7914 Q1 Ego Ay v =Y A o oo

EATE AeWTgn At AT A7 AL o8 FREAS
A goiet A ot
***Carlson School of Management, University of Minnesota
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A @& Zh3E wa gloh(Hagel and Armstrong, 1997]. AFEE-S M52 Q0 AFYE
of AgA oA Holu 71 AFUE S FEeta AFEE 99 At LA
&5 g9lsta vk 7P ARUEe AQle] 38 E(eg, Tt fH 5
) AAFH Z1del () A #e] (eg., 2] 2] e-Brand Service) ol o] 27]74A] v
T+ OFe dgelA E8E 3 Ytk o|FA tFd 7HE AFUEZE EAEA R o] &
Gt FGAEC] FEHer AT EAle oA9A AFUEE 2435 A71a 3
A5 HEFEE Folevt sk ol 7 ARUEE & AL HlE3 xYoR
gste = ARYUEZE e 9 Be & v x Betn SAstEA] Kat
E ARYEEC] vduAlsitt. agod @gdsiEan sjdEse] wEdte ARFYE
o} 287 2 ARFUEE oul g 2o|7t Sl AT o] AFelAE ol EAl

iy
o gk B 7 AFUE Y ZHA oA FHaa gt AAES 7P ARUEd
stk
7 o] fE= 7ME AFYETF 212 (Knowledge) o]y % 12 (Communion) 9} 22 33t
A (Collective Goods) 2 A|&3}7] Wl &o]t}H(Smith, 1992). A= /Ao BZAE o]

£ T e JYF A anT) o] RojAl = Attt F AlRES ez E

1% 4 gl AT 271 A ARUEG Felstn Fde] AFAE AFee A
FUEE 245 90 950 952 A v a8 23 ARHE A
el

AgA e ek =071 A2 AL FZA) (Public Goods) ol Tk ol A FE] ]

t}.(e.g., (Buchanan, 1965)). o]5 A7 AdAV e 242 5L Fostn A
o] &R WS 93 AAE o] Z(ie., Club Theory)< A|A| o}oﬂv} g Absl ek
THOR 3 7]ES 7V ARUE dFddAE FAaE 55 5 I A
gtk 7&o] FF/FE o] FU T [Smith, 1992; Rheingold, 1993, Kollock, 1999]. H&A|
7F AFUE Ao g vtk o= Fro] JIFS nA=A, 7 rHE &4 stket
© oju g AV A=A ek A= AFg AAolt},

7VE AFUEIZE AL - AAA ez Fas B e AR A A EA
gk B} A A A o] 1 Rigorousdt A7} B aslt} &ttt 3] sHQ1E0] oju g o

) 73 A gtell M= @A A (Club Goods) = &1 & A
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1. 7H&A el 2k Aok
1. 777 HE]

1) 7H&AFTLE|S] 714

7 A Y E (virtual community) o] tigt =9]= HAFH w7l AFYA
(Computer-Mediated Communication: CMC) o] oA 1& A]zH ),
Innis(1950) = AFUA oA HlazszRe] WAd we EF3F i 7Hke
= 'FZ7he] 7Y E] (communities of space)’ 7} E&3slE]gla oA, of 7] &
o AFUEE frE2ela Foig A E Atolo] T A Aoy ¥
WA Eo] 4= B3 <tollA A= AFUHEE ou| gt} Carey, 1989]
o ‘Fz2te] AFUE & William Gibson(1984)2] A a &4 i 2wl
(Neuromancer) ;oA Hz=2 AF3F ‘Alo]H AH o] ~(cyberspace)’ 9% A AJ53k
th. Gibson& Afo]H 2 o] 2o thafl A7t 150 A tellae] A, At
aE, FaAge] Bt ZIeH o r Fx3tE AMEA Ftolgha EAMIH

HZ 71 AwUE dig 242 AFE AP FREETH MY AFHE
of gk AFS| A ThsAol AAHAeH, ol 24 ta3t 2 FFE d Bt v

o,
L

o

1B
X o

il

(LS
z

dot —
o ol
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Bl Al 7P ARUEE TSRt A AbgE o] Z]%
DA e w2 JAE e A BAGAA H
(Rheingold, 1993]), =& 9454 Y EL AZH AF E%a B3 == WAst=
Ao A &A o] 5 th2tAQl A5 28 (Smith, 1992]¢]2t= Aot}

7PE ATFUEY] Ad2 90dd FRE o] A EA A F 2/t A el o
gt JEE FACR AAAY Azds rdcte dez FAE AT, Hagel#t
Armstrong(1997)& 7H ARUEE a3t 2ol BAMR. 7MY ARYE e "3F
o] AL &35 7] 98l 2kl =

= Aol A glo] vl A4S 7 oilEd A T S vE 713

0
m —

of eJ&f o]&e &t} Agelle 282 BAA o]EFd € Fdo] A=l
= 7E S 7 A% A o (critical mass) 7} £3HE F o] " o] A& HLE0]
AFe] 7HA7 F47 22 A g FEE I dFthe AMdel FEH o= 7]
B

A AT Hohe
ol A2z} E3E 7 =

ANstE #Adgleol g

= W

7 =

A A el = nlA Z g ]/\(marketplace)ifﬂ 7]%3}74] A,
o2} 71 AU gt A Fol2 JrRer nFAA AeA ARFUESY

7 AFUEC BA glo] ARUES 52 A& Y /X2 AAstaA dek

(2 1) A7HE £4 X HEH ZFHE 7Hd FIFLE[2| B

ARUE 4 A ARUE M ARV
s 2l - AI¥3} B3k Aoy AR¥S} g7ke] A o4
- Aol o3 vy - 9] o wd
25 9 - AGH P - AAA 2
- 134 9 - ned A7
2 A - 2348 #9) - 13 £l
- A2 wYA B
AVEA F A - YA JEAE - HAE B HEAE
- B5H FEAE - A9 JEAe




o, ® 25 BAA, @ AHIH FEHE] 2]
£ A%H ARUESG M AR 0@ &
of el Aol d S e Ae Feskth vl AR S Bt o 5o Aol R ¢

o,

5|

1 AR Felsh S0 B ol el =ol g Edlz, Ab AR E S
d BAAE 7R AREe] 3BT W AFES MELS AR 35

she el A P olebn Aela] 2 det,

o[-j

¢

5
&

mlo

2) FHaBIFLIEll S

ARUE ] 8 J1Ed we} g o dez BRE 5 A ARUEe
5401 o] B7], ARG, HolAe] 54 5ol vt Be EFsL 2AR o2
5o} Marathe(1999)& o] &7| (motivation) ol wa} 714 2| FUEI S Yl 714 #+3
o7 BEFIY. 5424 #AFYE (Communities of purpose), &4 #FUYE
(Communities of practice), %34 # 7 E] (Communities of circumstance), S7|24 #
Y E] (Communities of interest) 7} 23 o]t} E Kim(2000)2 7} (Family), 5
(Work), &=o| (Play), &xl(Spirituality), % %] (Politics) 2] ©}A 7}x] A &3 < (area of
life)ol] whet 3 16702] AFUE 3= d-SAIAH

Hagel?} Amstrong(1997)2 7F3 ARYE S ZA &¥A F49 ARYE
(Consumer-focused communities) &} 7] A =3ld 7Y ] (Business-to-business
communities) 2 FF S}, Auk 2B 2R} 719 T DEFA Wt B/ o=
as°] AFUEE 278 71ute] ez Hokr] wiEolvh, wepA At ALgALE
2xH] A} (consumer) 2kl A skAth. A7l = 7]l HEetE AFUEE =92
shal ARk ARg2HE S ARYE /< v Ao ARUE ER7 deiAT =
7| 2 i},

22 A Y AFUE = A9 7 7Y E] (Geographic Communities), {174 3t
A AFYE (Demographic Communities), A" 774 ¥] (Topical Communities) 2
Ut o] A9W ARUEE 2 Add S8 glo] o2 98] FAL BAAE
FHew PARE ARUL. TaEsbl B¢ ALY JuE AT Tl

New York, ¢t~H 222 24X 2 3= Amsterdam Channel, 2 A|o}S 24X E 3=
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Russia Alive 5] $1t. 1o 71 FUE 9] 713 AQ50] 8 A1E7) o 2 &
ta Qe e LA U Fu Ao 43 AlalH 45Aes AFeE

gl 3l

&

=

o, delo} 22 FHry A=A, Adell g =4 5ol 23
Aok EAQ 2191 Motley Foolo]y} <]
TravelocityZ} 9lt}. ©o]& AFHEHE 352 FAE 7K AldE
3 AR AEE FHE F dvke v 2 77 3L

Hagel?} Amstronge] 4H]2} 42| #ARFYE el Kim(2000)& X 3lvte] £/FE &
shled &% 7)4ke]l A FYE (Actvity-based Communities) 7} 27l0|t}, o] AL 4&
3, %4 AY, A3 53 2ol 2EY FES S 2A AFUL oI, o]0
¢ 2 =<2l Ultima Online, £2+24 o] Z3H T
o] 7] A = Hagel#} Amstrong, 712]3 Kime] 75 &35t 7Hd 7ARHEE A
A A 7FYHE (Geographic Community), A7+E A4 7 7Y H (Demographic
Community), A" 71 7Y E] (Topical Community), &5 7]49te] 77U E] (Activity-

o
£
ut
S
rO
i
>
X
il
1o,
td

S,

= ¢

;

W AR =4 "
A9 AFYE 288 14L& 7uto 2 HH | Total New York, Amsterdam
(Geographic Community) ] & F835t= AFYE Channel, Russia Alive
ATEALA ARUE | 2 48 A% AF 49 | ParencSoup, Phoenix
(Demographic Community) AFYE Tea House
FAE AFUE 543 FAE AR HEE Motley Fool, Travelocity
(Topical Community) Tfrate ARUE
E71we ARYE AL 3 E55 g St Ultima Online, 229
(Activity-based Community) AE B2 = AFYE




based Community) 5 U] 7} 2 F&3sletax @& 2) #=x).

2. 7t FARUE[S] HE

1) Eerel 7Hd

7P AFYE = okt H A (collective goods) & AJ4kett). A 7191 &9
2t YARA @ B Adelm 2 AN o & AT A9 29E AAZ 3
= A o]th(Smith, 1992, Rheingold, 1993). 7IQJ1ES &9 oz E &3 4 Qe
A Ao ety fa el %55 a Aol a7sts FH S AAY

=

7 O dizkeE e o Aitd AsE AHEE F sle A gden A
[e)
s

74 A 8ke] ©hA) A (club goods) (Cornes & Sandler, 1996]2] 74
3 (public goods) 2] 3+ & o & Lo glojA v A
J (nonrivalry in consumption) & Zt=th. & B2 AlgEe] 5L AE FA ] 4]
& g o, g iRle 7L B AlEEY &S ARATA] Geve 540
. dE £, ARYE AR S8 22 F T AL
O Ay ZE A Fo] FAEHAE e GAAY UE 54 FEAgE &
2] A4 (excludability) & Zt=the Zloltt. 347 ST AES A5
2EloA A= HHo g RE wAAZ F gle v dAAe ST AlEES
A ske] Anvlol A wiAAIZL = At} o] = A (club) 7} A4k,

9 dg oz AL AF F & A o3-S Fhat
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2) Wemlel 7

Smith(1992) = 714 ARUE AN A€ 5 2l AFAS 5 71 HPoz PR
ok AR A BAY ZF4H(social network capital), 12131 2| 2] Z}4k(knowledge capital)
9! 13 (communion) 7} A0tk & AFSA BAY AARE BE ARYE S AW
uldolabn shA A 2e A agonn BAH Ee A4 Aol
vk wavh 59 44 ARUEGNE AFE 2ZEIE o] ol
F EE A1 ADES A5l 28 5 ATk 5HE FAF FHew 349 A
o1 A% A4 A0S Ameks 2214 YFAe] Sl sek Al 32
of weh Tha WAL YSAGE A Pu %THFJ ol g2 A

J&ﬁié‘;

Hageliﬂr Amstrong(199 )

7% A TE Aol AFEL o2 w A9 ) A &
78 3297 S8 35 A8ATAD AT ol A1 S7e 24 (Interest),
Al (Relationship) , 232 A& (Fantasy), 7 (Transaction) 7} Z17le|t}. 150 &gt
A (Interest) & A2 Q1 FAAAFEH HEAQ] ol o|=2717HA] gl 291 &

Ffat7] Y8l A5 Aol dojdtt, §u B4 (Relatonship) =

AAtell g FEE |
558 F AS FEY A olaL A& FAZA o] 271 % sk TR <] 7:‘?'?:% T
17t ke Solnt. e A Y (Fantasy) 2 & S8l Aldely Al 74] AA
H W Bl AR Wrele S7olx, A (Transaction) = S8 m ol A e 4
Aol o] 271742 Fruf Aot Fujabrt v AR E AT E = &7l

Smith¢} Hagel#} Amstrong®] 3-8 oA AE=3 A slF= 7H #7Y
B qQ&o] b &F5 QYT+ Bel Hlal] 1x}4olgt= Zlolt}. o] HollA A3 4
WA DL 7P ARUE ] ek T4 HAolgy] Bk, a2 E3h Zojof o]
E dSHgE ARUE Eole 1 &3t o] dojX & Aotk & tE FF
Hozg 714 ABYE ) 23 Aoz 2w (Communion) £ S &4
(Relationship), Z228] 31 #] 2] A}4F(Knowledge Capital) B+ #H4] A} (Interest) of] T3l 73
HE 53 dte Aol old g JAA e £S5 dEste &ole A7 vE2A &

_._,F-uu
r



dLA et o] F 7R SR £ vl FAKE Aotk
Hagel#} Amstrong2- T &0} Smith7} A53sHA] &2 F 7k J@A o — g4 A
A3 A — o el Adstgte =M A2 Pt ARUEe A9 AEgS & wkgst
2 ok ey A @ el 19979 Al A8 wj i AdE AL
of FfibE AFT A7 Ak wEA olE Huk 23d /i) 738 (Experience)
At} dvt, AR S8 AW okt A FApsta &dete T A

249 &F7HA] g3t
¢HH Marathe(1999) 7} 3o 7] (motivation) o] wheh & 31ek 71 77U E < U
7FA £33 5234 AFYE (Communities of purpose), W& #FYFE
(Communities of practice), %34 # 7 E] (Communities of circumstance), S7|24 #
Y €] (Communities of interest) = #FYE| oA FF-8l= ZF JA&A 7} FAAA] oA
Atk 2t ARUE F9o el Ad, A4, A, Ao YAz 8w 3l

o3 B A AT AT FRAR 93 = wrsa du}
A13a] A B A Y (Social Network) ;| 2 3 (Communion), #]2] (Knowledge), 7
(Experience), 712} (Transaction) €] “/‘r“ 7WA7F 2R ol 53] ALE1A @A ] dial
A& Smithe} Hagel?} Amstrongo] A3l ©h& HFAEL] 7|wte] HH 77y
el 9] A1 & F = 1204 AT gt Akeld A f Al

ZInbel A A= 5 e weA ol 7R A g A= 23k A A P g S

(E 3) 71 HBLE|9 Eeixl 4

A3 =4 “f
A} A #A % (Social Network) 1214 gk -
71 31 (Communion) HANA A== Foigd T, Y, g4
2] 4] (Knowledge) Al g B g, 93 A
73 3@ (Experience) TA A g AA A 2E A, 22z F2, A5
A 2 (Transaction) WS 5H 0 e Al P4 ARFH, HEAA, A
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3. zhEei+t

71 71y E el tigk A7t % A/ (Identity) (Donath, 1999], AF3] 4] A A 9} FA]
(Social Order and Control) (Reid, 1999], ARFUYE F+zx=< tho]ys] A~ (Community
Structure and Dynamics) (Smith, 1999], F &85 (Collective Action) (Gurak, 1999] &
o &g A7 FE °l 2.

A B3 A= AT A4 dAom dushol Uehes Aol o
& A77t F2 o] 2th(] 2 £, Kollock and Smith(1996), Kollock(1999)). o] 2] &k
M ArUE e 3] ALk E&o lojA ofgA Al FdsAt
W&k F5ol= BTt HFAA et 71 E ofar, 28l o|=el tigk 3ol
7ot PEe] FAHETE FAR e

Yoo et al.(2001)-& 7} AFUE Y] oo m]x ]T‘:— g kel thgtk Aol A Sense of
Community7} Zefo] J&S n &= F8 890Y-S dAs T}

olst 2ol 714 ARUE] B BE AT} o Fol Rt Ap ARUE e
Tu S e dFS mAE Lol tig AFE 79| o] FolAA &3
AFelM s 7 AFUE S J3A7F et dAst H o nX = J el el
A et g,

r}m J}N

1. ARUE 2EE 2

AA A

5 72 (A7 ARUE U HEEd WA 9 &
ohA Frh BE

= 3
ZAFUE ] BAolg A4 meh date 37 e Aoy
ol AR & F & A FLEC] AFYEH S =74 317] SeiA
ol g JAFAE BAefok shertel e tigeltt. WEee IS WA= Fa3
RAEaA Fa8o] A 445 & F Atk 1w A% Zuzgel 433 443



A&R oz dojya I A2 EAFe R BARHor WAYsy| i fEH ol
FEA FsAgo] AARTGE WS dalE Aot wrEtelgte A2 A3t
© & dridt @89 st Q) Y FE AR ARUE &5 e

(E&xH (Collective Goods)2t #H7LE| SHEE(Satisfaction)Zte| 2HAo CHEt
7+d)
714 1.1, A3 A #A " (Social Network) & 7 FUE] w20 23 A J3FS vz
o},
714 1.2, R 3 (Communion) & 7 FHE WHEEo] 342 G932 3 Zelth
7Ha 1.3, A12] (Knowledge) & 7| FUHE] RtSEo] G2 d3F3 n|& Aol
744 1.4, 78 (Experience) = AFUE BHEEe 344 JgkE n& Aotk

712 1.5, A @ (Transaction) = 7 FUE WS 23 A o gkg n|a Zolt},

ol

ks

A ool

o weA o5 AT
e B4e 7 3

%Es}:»t e Aold. o714 ezl 7@01 ge e oz
Q.

S\E
L
fu
lo
Jm
oX,
2o
)
Bl
)
o
2
u)
(o
d
Py
of
ot
itlo

¢

o 7
-

ou FF gza}% 2 zte A B
sk o] drhd S5yl net BrEert A% E AeR Heln, 28l AR
YEe BF exelql melo] glojete S8 JRE FHITEA, exgel 2
o A% 2ElellA A5 A yAelde] gluste eZelql mejo] HFow i
& fils =AhEA e aﬂﬂ Aoty webx AFYEZE 22l B e zelql
7S Zhe e AFYY SR A dRaACE sls Aot

& 7 RUES v SdoRe ARUEY 278 & 5 s, AF4E 71
AW ZE A4EY oA E ravke S fAs] g8 Hadke] &5 s
shdolth, AFUE o] drt ok Agee 75 BIAH O AR vEE
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$AG A5 % Bt
E]_]__

Aoz ARYE 277} 2

F-oF aA 2 B2 A BAW, o] Ag= ZlwuEe] 54 8 9

el weh B e o g &g £l A= Aol A4E ARYE HEE
of 2t ztol7t gle Aeltk. Z1FUE 7 od FE oy sk A= Z47] o9 7]
FHE S &dsteAdd 2 Aozt 2 907] wiiel 2 ZA7rUE e v dFS

(FARUE[2] EA(Community Characteristics) ZF FH/LIE| BFEE (Satisfaction) ol
CHSE 7+A)

14 1.6, 715UE 2% 79(Online) & A FUE BERe] Qg nAA e
Aolet,
A 17, FR(Size) 7k 2 ARYES} 2ok e ARl va) ARYE B

Social Network

Communion

Collective < Knowledge

Goods

Experience

Transaction Satisfaction

Online

. Si
Community 1ze

Characteristics Openness

L Type

(328 1) 74 HRUElS S Eof Bet 2y
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7Hd 1.8, 7§17 = (Openness)

7Hd 1.9. AxUE 73 (Type)
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(&2t ZH (Collective Goods) 2t ZRFLIE| a5t ™= (Activity) ol CHet 7HA)
7Hd 2.1. A+8] A #A (Social Network) 2 A FUE] &3} o 34 JaS
nlz Aolt},

71 2.2, A1 (Communion) = 717 UHE &3t Fro 384 J3F2 n|E 2]
=y

7Hd 2.3, A4 dF=

714 2.4, ‘GJ(EXpenence) < AFYE %‘*ﬁ‘r % &=oll 378** Fg mA 3o

71 2.5, A#f (Transaction) & 77U ¥ 243} B ol 3324 9= v Aol

A AFUEY 547 €43t A= dA= v 2o ¢
ZHA I dAY ARYEY Z717F 3 HAge] whda FEAtgo] ool n
°olg mul® & 243t 28A &e A5 g fsitta &
ol AFUEE 2284 & 7AFYE vl gFo] AFR$rR A
o] =tta sPAltk. AU E #32 AFHEZE Fete Aol v 5o €9
aA FAVE & Aer FEn

e
)

o

(AFLEL S41t AHFUHEl 245t o thigh 7H4)

7Hd 2.6, 2zl 7Nk A7 E 7F 22491 (Online) 7|3k 77U E o B3] 7174
Bl 245 J=rt w5 Aoln

7Vd 2.7, 7t E(Size) 7} 2 AFUEZL 7 E7F 22 AU E el vle) AU E 24
3} =7t == Aol

7Hd 2.8, AR AFUEZE A AFUE el Blel &4 J=rt =& A
olth.

7Hd 2.9 A% UE 18 (Type)ol 717U E 43} ol &S mAA &5 A
olth.

o’ AFUE 243t = RIS =43} sk (2™ 2)9F 2o



Social Network

Communion

Collective

Knowledge
Goods

Experience

Transaction Activity

Online

Community Size

Characteristics Openness

Type

(38 2) 7t FARUE 243t Fxol| et 2

FTE5H Q] WS (Satisfaction) ¥ 2 3H = (Actvity) = 242 17119] 302 o]
Fol71 54 ALE ol g3lo] ZHaAT)

=49 %fr—,l A A (Social Network, Communion, Knowledge, Experience,
Transaction) = 217} 37]9] £ o2 o] Fojxl 54 LS o] &3t SH AT
]

1
52 71EY £FS FEst e, EAAE 3 239
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(E 4) U Hzo| A== (Reliability)

Collective Goods Cronbach’s alpha
Social Network 0.7469
Communion 0.7609
Knowledge 0.6037
Experience 0.7229
Transaction 0.5936
FES oA YA Axe) AR AZes] dd 9T Axe

Cronbach'’ s alpha® 73l tH((E 4) FZ). Alphagh-2 A H oz g #=F0|9]
t}. o9k Knowledge®} Transaction®] alphagle] gt oz At A5 A F7
NSt A gAkst o gkEel gkl 2ol & 4 Q)
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Effects of Collective Goods on Virtual Community Activity

Sangkyu Rho*
Jeongil Park™

ABSTRACT

With the emergence of new communication technologies, virtual communities now
became an important part of our lives. A virtual community is defined as a group of people
with common interests and needs who interact with each other via computer network in
cyberspace. In this research, we empirically investigated how collective goods affect the
member satisfaction and activity of virtual communities. Collective goods are goods that
cannot be produced individually but that can be produced as a group. Based on literature
survey, we classified collective goods into 5 types: social network, communion, knowledge,
experience, and transaction. All types of collective goods except transaction positively affected
the satisfaction of virtual communities, while social network, knowledge, and experience

positively affected the activity of virtual communities.

Key Words: virtual community, collective goods
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