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(Generous)
(Brave)
(Efficient)
(Moral)
(Gentle)
(Lion Heart)
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(Attractive)
(Understanding)
(High-class)

(Demanding)

(Rebel)

(Anti-social)
(Challenging)
(Freedom Loving)

(Fearless)

(Cool)
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Comm-

1 2 3 4 5 6 munality
751 -.095 -.026 .071 .078 .307 .679
713 -.009 A71 312 .059 -.029 .639
.644 .201 113 -.075 -.203 .226 .566
.596 409 119 .064 .061 .166 572
.533 .241 .110 .026 .306 -.008 .449
.088 .749 .032 .080 -.057 .086 .587
.095 .667 .306 .140 112 -.078 .586
.062 .654 .438 .092 .021 .050 .635
.328 577 .003 .216 .302 -.116 592
277 .006 .653 211 .033 -.047 .551
-.088 .010 .631 -.092 -.253 147 .500
.059 .231 .608 .075 -.222 .143 .502
.156 .160 .592 .164 .209 -.044 473
.069 .254 .562 .103 71 .-:017 425
.183 .338 .338 .220 -.226 .259 429
-.018 197 .081 .694 -.302 277 .695
.024 174 .310 .602 .341 -.033 .607
.313 114 -.006 579 .304 .102 .549
464 .019 .196 .523 .014 .025 .528
-.016 421 .219 .503 -.021 -.070 484
.162 .098 -.051 430 .556 .295 .620
-.193 470 119 77 .487 .348 .662
.349 -.090 .067 -.120 .237 .694 .687
.162 .071 .058 .259 -.051 .638 511
-.065 -.011 .047 .036 -.066 .012 443

Eigenvalues 2.934 2.804 2.546 2.343 1.834 1.508

% of Varience 11.736 11.218 10.186 9.373 7.337 6.032
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