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Exploring Determinants of Country of Origin and Product Category on 
Perceived Value and Satisfaction: Comparison Analysis of the Newly 

Emerging vs. Developed Country 
 

Abstract 

 While the sustainable growth of newly emerging economics is increasing, how customers 

perceive the product made in the newly emerging country remains an important consideration. The 

purpose of this study is to investigate determinants of the country of origin effects by comparing 

perception on made in the newly emerging and developed country. Study 1 and Study 2 examined 

determinants of the country of origin effects by considering the moderating role of the product 

categories based on i) utilitarian vs. hedonic and ii) the perceived degree of the risk. Study 1 applied 

the perceived acquisition value (PAV) and the perceived transaction value (PTV) to measure the 

country of origin effects, while Study 2 investigated the effects of the country of origin on customer 

satisfaction by controlling the effects of a covariate of attitude. This study applied empirical analyses 

that utilize the factorial Multivariate Analysis of Variance (factorial MANOVA) for study 1and 

factorial Analysis of Covariance (factorial ANCOVA) for study 2. This study proposes a policy 

recommendation regarding which product categories should the manufacturing industries of those 

countries focus in effort to ensure the sustained growth of their economies. This study also provides a 

managerial implication in that the policy makers of these countries should investigate in minimizing 

the display of the country of origin information on these products to benefit from greater value added 

from manufacturing products from such categories, given the intersection between the products 

without country of origin information and the products from a developed country in study 2 indicating 

that the undetermined order of consumer satisfaction resulting from the country of origin effects. 

Keywords: Country of Origin, Perceived Acquisition Value, Perceived Transaction Value, Product 

Category, Satisfaction. 

I. Introduction 

How customers perceive products and services made in newly developing countries 
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has been rarely examined among previous studies in the topic on country of origin effects. 

The newly developing countries coined as BRICS (O’Neill, 2001) are the emerging 

economics of Brazil, Russia, India, China, and its newest member, South Africa. These 

countries have experienced unprecedented growth on the aggregate level, even though the 

stagnant growth due to a series of economic crisis including the Global Financial Crisis in 

2008. The success and the market trend in the newly emerging markets affect the economy of 

the developed countries, and vice versa. Given the close connection between newly 

developing and the developed countries, investigating whether the growth of the newly 

industrializing countries largely characterized by the BRICS countries is sustainable, could 

influence global market growth. For the countries around the world to sustain and accelerate 

their economic growth, it is imperative to analyze whether the unprecedented growth of the 

newly emerging markets is sustainable. Such study is critical given the devastation cause by 

the previous economic crisis. To pursue conduct such an analysis, it is imperative to examine 

the manufacturing sector of these developing countries. The Country of the Origin (COO) 

effect associated with the COO labeling of the product made in a developing country can 

determine the performance of its manufacturing sector. COO information has a direct effect 

on a consumer’s purchasing decision communicating the perceived quality and value of the 

product through nationality bias and the made-in image.  

The purpose of this study is to investigate determinants of the country of origin 

effects by comparing perception on made in the newly emerging and developed country. 

Study 1 and Study 2 investigates the determinants of COO effects, considering the 

moderating role of the product categories. Study 1 also examined COO effects in terms of 

their perceived price effects and perceived acquisition price (PAV) and the perceived 

transaction price (PTV). To identify which characteristics of a product impacts the COO 



3 

effect, the dependent variables of PAV and PTV are measured in four different product 

categories of whether a product is utilitarian or hedonic and the degree of perceived risk in a 

bivariate dimension. Study 2 investigates i) how COO groups influence the effectiveness of 

the product categories on the consumer satisfaction towards each product category, ii) the 

way in which product categories affect satisfaction, and iii) whether or not there are 

interaction effects between the COO groups and satisfaction. 

II. Background of the Study 

There are variations to the projections on the newly developing countries. Positivists 

(O’Neill, 2011) examine the impact on GDP, while pessimists emphasized risks such as the 

foreign exchange rate risk, non-normal distribution, difficulty of raising capital, poor 

corporate governance system, increased chance of bankruptcy, and government interventions. 

In addition to pursuing the production outsourced by the multinational corporations for the 

developed countries, these newly emerging markets have attempted to build and promote 

their own manufacturing sectors. As the manufacturing sector comprises a significant portion 

of their economy, these countries are trying to limit reliance of on foreign outsourcing to 

make themselves less susceptible to outside fluctuations. Ascertaining why the BRICS 

countries can maintain their high growth rate depends on the success of their manufacturing 

sector, not the extent of outsourcing and offshoring. A well-planned marketing strategy is 

crucial for the newly developing countries for the success of their manufacturing sector, as it 

is difficult to raise awareness about their products or services. The newly industrializing 

countries may not able to build customer confidence about the improved quality and the 

competitive price of their products. This would lead to loss of sales and weakening the 

economies of the developed countries, while their economic activities are tied to global value 

chains.  
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One of the most important factors in planning a marketing strategy as a part of the 

development policy for a country is COO information. Often referred as the COO effect, the 

information reflects the nationality bias associated with the country of origin labeling of a 

product or service. This is also known as made-in image, referring to the psychological effect 

of the country of origin labeling has on consumers’ perceptions of and attitudes towards a 

product or service, which affects the purchasing decision. COO information plays a role in a 

firm’s perceived value and quality in comparison to its competitors.  

This study posits that a factor that must be taken into consideration is the product 

categories. This study classifies products as functional or emotional. Functional (i.e., 

utilitarian) goods are practical goods or necessities, while emotional (i.e., look-and-feel or 

hedonic) goods are usually luxury products that consumers purchasing because of the 

pleasure of doing so. The second factor in this study is the perceived risk level. Risk level 

directly influences the consumer’s perceived value of a product and therefore the ultimate 

purchasing decision. There are several sources of perceived risk can come from different 

causes. In the context of the COO effects associated with the manufactured products from the 

newly emerging economies, whether the COO effect is uniform across all the product 

categories, or whether their made-in image or nationality bias differs based on the 

characteristics of a product. If the COO effects vary, it is possible to analyze the factors that 

impact a consumer’s image biases associated with the COO information of a newly 

developing country. The results of such analysis would guide a policy strategy to market the 

countries’ manufactured goods, as the perceptions of the COO information of a product 

directly influences consumers’ purchasing decision.  

III. Literature Review 

 Previous studies examined a consumer’s choice behavior based on imperfect 
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information. Researches argue that consumers choose the option that provides the maximum 

utility and value by using the information related to the features under the assumption that 

people are rational being (Bettman, Johnson, & John, 1991; Ryu, Park, & Kwon, 2006). 

3.1 Perceived Acquisition Value (PAV) 

 The acquisition value is defined as the net gains from acquiring a product or services 

(Dodds, Monroe, & Grewal, 1991) and as the perceived benefit from the reservation price of 

a product when compared to the actual sales price (Monroe & Chapman, 1987). However, 

when a consumer evaluates the value of a product, there is no evidence that the buyer 

considers the reservation price (Bearden, Kaicker, Borrero, & Urbany, 1992). Perceived 

acquisition price is in a trade-off between the benefits a consumer earns from the product and 

the financial payment a buyer had to make or sacrifice (Monroe, 1990). The perceived benefit 

of a product is related to the consumer’s decision to purchase that product. When the buyer 

lacks much information about the quality of the product, there most of the consumers believe 

the price and the quality of the product are in a positive relationship (Monroe, 2012). The 

perceived benefits would outweigh the perceived sacrifice as the increasing price raises the 

perceived quality for the buyer, and the consumer would eventually gain a positive 

acquisition price of a product (Monroe, 2012). 

3.2 Perceived Transaction Value (PTV) 

 Perceived transaction price is the psychological payoff a consumer gains from 

recognizing that the purchased price is lower than the sales price (Krishnamurthi, Mazumdar, 

& Raj, 1992) and the recognition of the psychological joy of a buyer upon accepting a price 

(Lichtenstein, Netemeyer, & Burton, 1990). It can also be identified as the psychological 

pleasure of accepting the economic conditions of a transaction on favorable terms, since a 

consumer who considers the financial terms recognizes the additional values from acquisition 

values (Lichtenstein, Netemeyer, & Burton, 1990). A buyer evaluates the value by comparing 
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the sales price and the internal reference price (Monroe & Chapman, 1987). As the buyer can 

perceive additional value beyond the acquisition price when comparing the financial terms of 

the sales price, the perceived transaction value can be viewed as the perception of 

psychological pleasure gained when a consumer takes a dominant position in the transaction 

process (Lichtenstein, Netemeyer, & Burton, 1990; Monroe & Chapman, 1987; Thaler, 1985). 

If a consumer exposed to the price promotion such as price comparison advertisements 

recognizes that the sales price is clearly reduced in the process, the buyer perceives the 

transaction price with high standards by comparing the reduced sales price gained from such 

process with the internal reference price (Dib & Alnazer, 2013). 

3.3 Country of Origin (COO) 

 The COO image is the image of a country that comes to mind when a product made 

in that country is being evaluated (Jeon, Lee, & Lee, 2008; Park, 2001). Roth and Romeo 

(1992) argue that it is a comprehensive perception a consumer formulates towards a product 

from a specific country based on the perception towards the strength and the weakness of the 

products and the related marketing from that country. Martin and Eroglu (1993) define the 

phenomenon in terms of using COO information as an information cue in evaluating a 

product from a country. Previous studies (Schooler, 1965; Nagashima, 1970) on COO 

information equate the COO information of a product manufactured in a country with the 

image of the country itself. Since the manufacturing, design, and the technology come from 

the same country, COO is the manufacturing country, with no distinction between the brand 

country and the manufacturing country (Nagashima, 1970). Chao (1993) distinguishes 

Country of Origin from Country of Manufacture (COM). The COO is the country where the 

headquarters of the product or the brand marketed by the company is located, and the COO 

refers to a country where the manufacturing took place (Johansson, Douglas, & Nonaka, 

1985). Bilkey and Nes (1982) argue that the effects that the COO information has on a 
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product varies by product category. Roth and Romeo (1992) emphasize that the image of 

COM may not coincide with the image of COO, noting that the image of the manufacturing 

country differs by the product category and the COO image.  

3.4 Product Categories 

A product can be categorized as utilitarian or hedonic based on the benefits that the 

consumer hopes to gain from it (Kivetz & Simonson, 2002a & b). Utilitarian products have 

more functional than emotional features, while hedonic products have more emotional 

features rather than the practical ones (Dhar & Wertenbroch, 2000). Utilitarian products 

provide functional, instrumental, and practical benefits that the consumer seeks, while 

hedonic products offer experiential benefits such as joy and pleasure (Okada, 2005). When 

examining the features that compose a product and categorizing them into the practical 

features and emotional features, the practical features reflect its nature and the functionality 

of the product, while hedonic products contain a symbolic feature that show to other people 

or that pertain emotional pleasure (Park & Mittal, 1985). The core criteria for a buyer 

purchasing a hedonic product are the extent to which product confers emotional pleasure and 

stimulates desire (Strahilevitz & Myers, 1998). Consumer’s attitude towards the utilitarian 

products turns out to be positive as the weight on the practicality of a product become larger, 

while sometimes a consumer prefers a hedonic product as the weights on pleasure increases 

(Batra & Ahtola, 1991). The options given to the consumer affect the evaluation of a product’ 

feature and the evaluation of those features affects the preference for that product (Dhar & 

Wertenbroch, 2000). 

 3.5   Perceived Risk 

 A consumer unconsciously conducts a decision-making process regarding what, 

when, where, and how when purchasing a product or service to satisfy one’s needs, while 
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decision making is influenced by various risks due to the uncertainty of the aftermath of 

making such purchase decision. Bauer (1960) introduced the concept of risk in the arena of 

the consumer behavioral analysis and considered consumer behavior as risk-taking behavior. 

Peter and Ryan (1976) argue that the perceived risks at the final stage of the decision-making 

process prevent the consumer from purchasing a product, as it is closer to the concept of 

expected loss resulting from the purchase or the decision rather than the realization of the 

uncertainty towards the product. Although researchers disagree on the dimension of the 

perceived risk, the general categories of the perceived risk can be largely separated into 

several categories including financial, performance, physical, psychological, social, personal, 

privacy, source risks, and time loss (Lee, Kim, & Lee, 2000). Previous scholars (Jacoby & 

Kaplan,1972; Festervand, Snyder, & Tsalikis, 1986; Darley & Smith, 1995; Jarvenpaa & 

Todd, 1996; McCorkle, 1990; Lim 2002).  

III.   Theoretical Background  

The prospect theory of Von Neumann & Morgenstern (1947) assumes that people’s 

utilities can be expressed as individual utility and that the individuals would make decisions 

that agree with the utility function to maximize their expected utility. The prospect theory of 

Kahneman and Tversky (1979) is a psychological and technical theory about decision making 

under the risks of reflecting the circumstantial effects like the format through which 

information is given and the circumstances related to the social dimension and issues. 

Perceived losses impact the purchase decision making process than perceived gains with 

greater magnitude (Kahneman & Tversky, 1979). In previous studies (Kalwani, Yim, Rinnie, 

& Sugita, 1990; Mayhew & Winer, 1992; Hardie, Johnson, & Fader, 1993), there is an 

asymmetrical price response in that the consumers perceive the losses to have a greater 

impact on the brand selection probability than gains. Lee and Won (1995) find an asymmetric 
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characteristic in consumer behavior towards the difference between the reference price and 

the market price by introducing the concepts of excessive price and acceptance price. 

According to Krishnamurthi, Mazumdar, and Raj (1992), the brand royal consumers do not 

show an asymmetric price response, but brand switchers do. 

Adaptation-level theory is often used to explain the behavior of a consumer towards a 

price, with the assumption that a consumer evaluates an extrinsic cue based on an internal 

norm or the adaptation level generated from combining the present and the past experiences 

(Helson, 1964). Study 1 is explained by justification-based theory that claims that the 

consumers would make a purchase decision based on grounds that can rationalize their 

purchasing behavior (Okada, 2005). This means that the consumers perceive the value of a 

product that provides a well-reasoned justification (Shafir, Simonson, & Tversky, 1993). 

Therefore, a utilitarian product is preferred to a hedonic product (Kivetz & Simonson, 2002a). 

In other words, although a consumer may believe that a hedonic product would provide 

greater pleasure and benefits (O’Curry & Strahilevitz, 2001), the consumer is likely to 

purchase the utilitarian product because it is a necessary, not a luxury. Furthermore, the 

benefits from a hedonic product are not only abstract when compared to the benefits gained 

from a utilitarian product, but its intangible qualities make it harder to justify the purchase of 

a hedonic product (Batra & Ahtola, 1991).  

Study 2 is supported by customer satisfaction theory that explains a consumer reaction 

according to how much his or her desires have been satisfied (Lavender & Oliver, 1996). 

Consumer satisfaction is the consumer’s recognition of the appropriateness or 

inappropriateness of the rewards compared with its cost (Howard & Sheth, 1969). Czepiel, 

Rosenberg and Akerele (1974) found that consumer satisfaction is a subjective evaluation of 

a consumer’s satisfaction with a product or service. Consumer satisfaction is also effected by 
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the quality of a service or product, its price, the purchasing conditions, and the personal 

factors (Zeithaml & Bitner, 2000).   

IV. Hypotheses Development 

5.1   Study 1: Determinants of the COO Effects Measured in Perceived Values 

5.1.1  COO Effects and Perceived Values 

COO effects are an external cue that acts as a substitute indicator when a consumer 

with imperfect information is faced with a purchase decision (Berkman & Gilson, 1986; 

Dodds & Monroe, 1985; Erickson & Johansson, 1985; Han, 1989; Kim, Kim, Lee, & Lee, 

2007; Zeithaml, 1988). Han (1989) argues that the COO effects take the forms of halo effects 

or summary effects in decision-making based on familiarity with a product. Roth and Romeo 

(1992) report that the Country of Manufacture (COM) image depends on COO image and 

product categories. Lee (2007) analyzed the effect of the country image on the evaluation of a 

product, finding that the evaluation on the quality of a product changes if assigned a different 

COO/COM labeling. Parameswaran and Pisharori (2002) demonstrate that COO effects 

display their influence through a parameter like the quality evaluation of the product, not by 

directly affecting the purchase decision.  

Perceived values indicate an evaluation on the comprehensive benefits from the gains 

and the costs from the product from a consumer’s perspective (Zeithaml, 1988). According to 

recent research, perceived value has been considered as an important outcome variable that 

measures the effects of the extrinsic cues on the COO effects (Cervino, Sanchez, & Cubillo, 

2005; Hui & Zhou, 2002). The COO effects are measured and operationalized in terms of the 

perceived values of acquisition (PAV) and transaction (PTV) for the research model of this 

paper. 

5.1.2  Effects of Product Categories on Perceived Values 
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 While one sacrifices greater loss in future for a small pleasure at the moment, the 

other defers gratification (Khan, Dhar, & Wertenbroch, 2004; Wertenbroch, 1998). The 

distinction between the utilitarian and the hedonic products is interpreted only from the 

perspective of benefits (Okada, 2005). There has been increasing attention given to 

understanding changes in consumers’ behavior based on contextual factors (Voss, 

Spangenberg, & Grohmann, 2003). Consumers use extrinsic cues to minimize perceived risks, 

the degree of the risk a consumer subjectively perceives in a decision-making situation 

(Bauer, 1960). Perceived risk is greater when purchasing a new product, an expensive 

product, or a product involving high technology (Lee & Hong, 2001). Agarwal and Teas 

(2001) found that the COO can reduce a product’s perceived risks by asserting positive 

influences on the quality evaluation of a product from a country. Agarwal and Teas (2001) 

examined how to induce a customer to make a purchase from a certain company by 

recommending value enhancement and risk reduction. The perceived risks of a product from 

a newly industrializing country can be large, as there is less information about such products 

than there is about similar products manufactured in advanced country. Based on such context, 

the hypothesis developed the following hypothesis. 

H1a~b: There is a significant difference among the effects of the four product categories on 

the perceived values of PAV and PTV. 

5.2 Study 2: Determinants of Consumer Satisfaction 

 Study 2 expands the scope to transform the dependent variable in study 1 of the COO 

effect into an independent variable affecting consumer satisfaction, in addition to examining 

the effects of the product categories on the same outcome variable. 

5.2.1 Effects of COO on Consumer Satisfaction 

 When a consumer makes a purchasing decision, the consumer requires appropriate 
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information on the product to set a standard, makes the ultimate decision by deducing the 

qualities of the product based on the available information (Koubaa, 2007). In this context, 

the COO effect influences the consumer’s evaluation of a product by providing necessary 

information about its quality (Huber & MaCann, 1982). The effect of the COO affects a 

consumer’s satisfaction with a product (Han, 1989) and shapes consumer’s attitude 

(Johansson, Erickson, & Chao, 1984). This study hypothesizes the following.  

H2: The degree of satisfaction significantly differs based on COO groups. 

5.2.2 Effects of Product Categories on Consumer Satisfaction 

 Previous studies (Lillis & Narayana, 1974; Nagashima, 1970; Schooler, 1965) 

investigate the COO effects on a consumer’s attitudes and satisfaction with different product 

categories. In addition, researchers claim that the consumers use COO information as 

evidence in perceiving and evaluating the quality of a product (Terpstra & Han, 1988), even 

with the halo effects for less familiar brands by shaping the attitudes and perceptions of a 

consumer (Han, 1990). With respect to the involvement of a product, the degree of 

knowledge about a product could also affect a consumer’s deduction on the quality of hat 

product (Zaichkowsky, 1985). The purchase decision of the consumers depends on how well 

the COO matches product categories (Roth & Romeo, 1992). In conclusion, the Made-in-

Image of a country not only influences the purchase decision making process but also the 

image of a brand and service by providing cues to establish the evaluation criteria and the 

perceived quality of a product in the purchase decision-making process. Based on the 

consideration, this study hypothesizes the following. 

H3: The degree of satisfaction significantly differs based on product categories. 

H4: There are interaction effects with COO and product categories.  

V. Methodology 
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5.1  Development of Survey 

The questionnaire is developed based on the research model of this study. 

Questionnaire items were developed for respondents’ levels of perceived acquisition value 

and perceived transaction value across four product categories: utilitarian and high risk, 

utilitarian and low risk, hedonic and high risk, and hedonic and low risk. Each item is divided 

into three COO groups of: 1) No information on COO, 2) a developed Country, and 3) a 

newly emerging country. In order to measure each questionnaire item, this study uses a five 

point Likert scale where 1 = strongly disagree and 5 = strongly agree. 

 The questions and items for survey are based on the previous studies. Particularly, 

the questions measuring risk were taken from Jung, Cho, and Lee (2014), the attitude 

questions were referenced from Yun and Cho (2014), the questions on satisfaction were 

developed based on studies (Deng, 2007; Wiberg, 2009), and the questions measuring the 

degree of how much a product is perceived as a utilitarian or a hedonic product are developed 

from the definition of each concept most widely recognized in the arena of marketing. The 

questions measuring the perceived acquisition value (PAV) and perceived transaction value 

(PTV) are modified from Kim, Kim, and Shin (2007). This study applied an equation of 

Acquisition Value = Benefits gained from purchasing a product – actual price of the product 

for the measurement of PAV (Kim, Kim, & Shin, 2007; Grewal, Gotlieb, & Marmorstein, 

1994). This study also applied the equation of Transaction Value = Actual sales price of the 

product – internal reference price for the measurement of PTV (Grewal, Gotlieb, & 

Marmorstein, 1994; Lichtenstein, Netemeyer, & Burton, 1990) This study used a five-point 

Likert scale where 1 = strongly disagree and 5 = strongly agree. 

 To ensure that these measures accurately reflect the perceived values of a consumer, 

this study measures PAV and PTV in a set of three questions for each dependent variable and 
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utilizes a factor analysis to compress various answers measuring one concept into a single 

variable. This study uses a principal components analysis as the extraction method and 

Varimax rotation methods with Kaiser Normalization to elicit the most relevant data. The 

factors are extrapolated with the eigen values set to greater than 1.00. The tables summarize 

the results of factor analysis for each of the product categories.   

To check reliability, Cronbach’s alpha was calculated for each major concept to 

examine the construct reliability for each multi-item scale. Cronbach’s alpha values are 0.947 

for PAV and 0.950 for PTV of the utilitarian and high risk product category. For the utilitarian 

and low risk product category, the Cronbach’s alpha values are 0.938 for PAV and 0.923 for 

PTV. Using the same methodology, the Cronbach’s alpha values are 0.941 for PAV and .953 

for PTV within the hedonic and high risk product category. Finally, the Cronbach’s alpha 

values are 0.933 for PAV and 0.933 for the hedonic and low risk product category. 

5.2  Data Collection 

This study collected data online and offline. For online survey data collection, this 

study collaborated with a well-known research firm. An online link was sent through personal 

emails and social network service messages to ensure unbiased respondents. A pilot study 

was also conducted. Out of the 330 people who responded to the survey, 270 answered 

through an online channel, respondent rate of 18%. The reminder answered through an 

offline channel with a respondent rate of 72%.   

5.3  Product Selection 

 This study selected a product for each category: 1) utilitarian, high-risk, 2) utilitarian, 

low-risk, 3) hedonic, high-risk, and 4) hedonic, low-risk. This paper uses the positions of 

product categories along key category characteristics from previous research (Kushwaha & 

Shankar, 2013, figure 1).  
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Figure 1. Positions of Product Categories Along Key Category Characteristics  
(Kushwaha & Shankar, 2013) 

 
This paper considers the products that the respondents would be familiar with when 

put in an experimental survey in which they would make purchase decisions. The following 

products were chosen: 

Product Category Item Selection 

Utilitarian, High Risk Computing Equipment (Laptop) 

Utilitarian, Low Risk Office Supplies (Pen) 

Hedonic, High Risk Dress/Suit (Apparel) 

Hedonic, Low Risk T-shirt (Apparel) 
 

Table 1. Product Selection for Each Product Category 

 The apparel category is assigned to two categories: hedonic, high risk and the 

hedonic, low risk. The risk score of the apparel category falls into middle range of 3.91, 

indicating possible divergence within the apparel category. This is accurate, since the apparel 

category can be subdivided into the high- and low-risk products. For instance, high-priced 

clothing items are considered high risk products because consumers worry about purchasing a 

garment that is unsatisfactory or the wrong size. Lower-priced clothing items are considered 

low-risk products. Hence, this article uses two risk categories of the apparel category in the 

hedonic section. 
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5.4 Country Selection 

 This study selects the United States as the representative of the developed countries 

and China as the representative of the newly emerging countries. The U.S. is the leader of the 

G7 countries, marking its striking presence even among the top economies in terms of the 

economic powers. China is chosen to represent the newly developing countries because it is 

considered the most successful of the BRICS countries. China compared with the U.S. since 

its economic development still focuses on manufacturing. Therefore, China is the most 

suitable of the BRICS for this study.  

5.5 Justifications for the Controlled Variables 

 This paper controls for the brand names and features of a product in survey 

development. Although brand names and COO information are extrinsic cues, consumers 

tend to process the information based on the brand name which directly represents the 

product, while the COO information arguably has a greater effect on evaluating a bi-national 

product than brand names (Terpstra & Han, 1988). This study controls for brand name effects 

by leaving the brand names for all the products across all COO groups to eliminate the biases 

from brand names and to observe the COO effects only. 

 The survey is constructed to ensure that the respondents focus on the COO and the 

product category information by providing a neutral and general description of a product that 

can aid in formulating an appropriate level of favorability. The dependence on COO 

information in evaluating a product is reduced when specific information on a product is 

given that distinguishes one item from competing items in the same product category 

(Maheswaran, 1994). This study also provides product pictures that would generate a degree 

of desirability, as a picture with less than the standard degree of favorability or with negative 

association is given. The respondents may lose concentration and answer the questions 
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without the given information on COO and product categories, producing unreliable results 

(Na & Choi 2005). These controlling effects in survey construction are chosen through pre-

consultation with the experts and based on the results of the pilot study. 

VI. Data Analysis 

 Of the 300 respondents, 53% are female and 47% are male, 18.7% are 20-24 years 

old, 5.1% are 25-29 years old, 21.3% are 30-34 years old, 5.7% are 35-39 years old, 17.3% 

are 40-44 years old, 8.5% are 45-49 years old, 10.7% are 50-54 years old, 9.5% are 55-59 

years old, and 3.2% are 60 years old or older. In regard to marital status, 52.3% are married 

and 45.7% are single. In terms of income, 11.7% of respondents have an annual household 

income of less than $20,000, 23.8% have an annual household income between $20,000 and 

$40,000, 34.3% have an annual household income between $40,000 and $60,000, 18.2% 

have an annual household income between $60,000 and $80,000, 9.4% have an annual 

household income between $80,000 and $100,000, and 2.6% have an annual household 

income above $100,000. In terms of education, 12.4% are enrolled at a university, 66.5% 

hold an undergraduate degree, and 8.3% are wither enrolled at a graduate school or hold a 

graduate school or professional degree. This study applies factorial MANOVA for study1 and 

the factorial ANCOVA for study 2.  

6.1  Study 1 

This study applies factor analysis to compress the data. This study uses principal 

components analysis as the extraction method and Varimax rotation methods with Kaiser 

Normalization to induce emergence of the most relevant data. The factors are extrapolated 

with the eigen values set to greater than 1.00. Table 3 summarizes the results of factor 

analysis for each product category, in which each number under the components indicates a 

product category (1 = utilitarian & high risk; 2 = utilitarian & low risk; 3 = hedonic & high 
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risk; and 4 = hedonic & low risk products). 

 

Items Components 
Factors Scale Items 1 2 3 4 

Laptop PAV 2 
I think I would be getting good value for the money I 
spend 

.955    

Laptop PAV 3 
I feel that acquiring it meets both my high quality and low 
price requirements 

.951    

Laptop PAV 1 
At the sale price, I feel I would be getting my money's 
worth 

.948    

Pen PAV 2 
I think I would be getting good value for the money I 
spend 

 .947   

Pen PAV 1 
At the sale price, I feel I would be getting my money's 
worth 

 .945   

Pen PAV 3 
I feel that acquiring it meets both my high quality and low 
price requirements 

 .939   

Dress/Suit PAV 2 
I think I would be getting good value for the money I 
spend 

  .953  

Dress/Suit PAV 3 
I feel that acquiring it meets both my high quality and low 
price requirements 

  .947  

Dress/Suit PAV 1 
At the sale price, I feel I would be getting my money's 
worth 

  .938  

T-shirt PAV 2 
I think I would be getting good value for the money I 
spend 

   .950

T-shirt PAV 1 
At the sale price, I feel I would be getting my money's 
worth 

   .935

T-shirt PAV 3 
I feel that acquiring it meets both my high quality and low 
price requirements 

   .933

Laptop PTV 3 
I would get lots of pressure knowing that I would save 
money at this reduced sale price 

.955    

Laptop PTV 2 
Beyond the money I save, taking advantage of this price 
deal will give me a sense of joy 

.955    

Laptop PTV 1 Taking advantage of a deal like this makes me feel good .951    
Pen PTV 1 Taking advantage of a deal like this makes me feel good  .934   

Pen PTV 3 
Beyond the money I save, taking advantage of this price 
deal will give me a sense of joy 

 .933   

Pen PTV 2 
I would get lots of pressure knowing that I would save 
money at this reduced sale price 

 .926   

Dress/Suit PTV 3 
Beyond the money I save, taking advantage of a deal will 
give me a sense of joy 

  .960  

Dress/Suit PTV 1 Taking advantage of a deal like this makes me feel good   .955  

Dress/Suit PTV 2 
I would get lots of pressure knowing that I would save 
money at this reduced sale price 

  .954  

T-shirt PTV 1 
Taking advantage of a price-deal like this makes me feel 
good 

   .941

T-shirt PTV 3 
Beyond the money I save, taking advantage of this price 
deal will give me a sense of joy 

   .940

T-shirt PTV 2 
I would get lots of pressure knowing that I would save 
money at this reduced sale price 

   .937
 

Table 3. Component Matrix: PAV and PTV Dimension for COO Effects 

Using these factor scores as the dependent variables of PAV and PTV for each 

product category, factorial Multivariate Analysis of Variance (factorial MANOVA) method is 
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used to test the hypotheses. Table 4 provides the results of the factorial MANOVA for 

examining the determinants of the COO effects. 

 

 

Hypothesis Type of Effects Dependent 
Variable F Sig. 

H1a~b Product Category 
ln_PAV 218.195 .000*** 

ln_PTV 230.143 .000*** 

             ***Significant at 0.01 level (F-test). 
  

Table 4. Effects of Individual Product Categories on the COO Effects Measured in PAV and PTV 

 The results of the factorial MANOVA indicate a significant difference across the 

product categories and are significant at the 0.01 level with F = 217.379 for PAV and F = 

230.020 for PTV. Based on these findings, hypotheses H1a and b are accepted, indicating 

difference across the product categories in terms of the PAV and the PTV. The finding 

indicates that the consumers perceive statistically different degrees of perceived values of 

acquisition and transaction across the four product categories. The results indicate that the 

differences across the product categories are significant, and vary in the following order: 

Utilitarian & High Risk > Hedonic & Low Risk > Utilitarian & Low Risk > Hedonic & High 

Risk for PAV and Utilitarian & High Risk > Hedonic & Low Risk > Utilitarian & Low Risk > 

Hedonic & High Risk for PTV. The result rejects the conventional notion that the newly 

emerging economies should focus on producing a utilitarian and low risk product, as it is 

perceived to have the second lowest acquisition and transaction values among the four 

product categories. Results of the main effects of COO and the product categories on PAV 

and PTV are shown in figure 2 and 3. 
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Figure 2 ~ 3. Effects of Individual Product Categories on the COO Effects Measured in PAV and PTV 

Note 1: Each line on the graph represents a COO group, with blue representing no COO information, green 
representing the United States, and yellow representing China. 
 
Note 2: Numbers along the horizontal axis represent the product categories, with 1 = utilitarian and high risk, 2 
= utilitarian and low risk, 3 = hedonic and high risk and 4 = hedonic and low risk groups.  
 
6.2 Study 2 

Study 2 applied the factorial ANCOVA to examine the degree of satisfaction based on 

COO and product categories, while controlling for a covariate of attitude. 

Hypothesis Type of 
Effects 

Dependent 
Variable F Sig. Partial Eta Sq. 

H3 COO Satisfaction 75.259 .000*** .041 

H4 Product 
Category 

Satisfaction 35.999 .000*** .030 

H5 
Product 
Category 
* COO 

Satisfaction 2.728 .012** .005 

 

Table 6. Effects of COO and Product Category on Satisfaction 

As shown in Table 6, the results indicate a significant difference in satisfaction based 

on the COO groups and the product categories at the 0.01 significance level with F = 77.257 

and F = 36.390. Based on these findings, hypotheses H3 and H4 are accepted, indicating 

difference among the COO groups and also across the product categories. The results also 
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confirm significance at the statistically significant level of 0.05, with F = 2.723 when the two 

terms of the COO groups and the product categories are joined as an interaction term. 

Therefore, H5 is accepted. Results of the main effects of COO and the product categories on 

satisfaction are shown in Figure 4. 

 

 
Figure 4. Effects of COO and Product Category on Satisfaction 

 
Note 1: Each line on the graph represents a COO group, with blue representing no COO information, green 
representing the United States, and yellow representing China. 
 
Note 2: Numbers along the horizontal axis represent the product categories, with 1 = utilitarian and high risk, 2 
= utilitarian and low risk, 3 = hedonic and high risk and 4 = hedonic and low risk groups.  
 

Table 7 summarizes the effects on satisfaction based on COO information and product 

category.  

COO Information The degree of Satisfaction 

U.S. the utilitarian and low risk > the utilitarian and high risk > the hedonic and 
low risk > the hedonic and high risk 

Without COO Information the utilitarian and low risk > the hedonic and low risk > the utilitarian and 
high risk > the hedonic and high risk 

China the utilitarian and low risk > the hedonic and low risk > the utilitarian and 
high risk > the hedonic and high risk 

Table 7. Effects of Satisfaction based on COO and Product Category 

VII. Conclusion 

7.1  Findings 
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 In study 1, this paper identifies the determinants of COO with the PAV and PTV 

across the four product categories chosen based on the product characteristics and the 

perceived risk levels. The results confirm that each product category influences the COO 

effects measured by PAV and PTV at the statistically significant level. Study 2 examines the 

effect of COO and the product categories on satisfaction, while controlling for a covariate of 

attitude. This study finds the significant effect of the COO and the product categories on 

satisfaction and interaction effect.  

7.2  Policy Implication 

 From the policy implication scope, this study identifies which product categories the 

newly emerging industries should focus on to ensure sustainable growth. In contrary to the 

initial projections, the results show that, while controlling the effect from the COO 

information, the consumers respond with the highest perceived acquisition value and the 

highest perceived transaction value for the utilitarian and high risk products like a laptop 

computer and the hedonic and low risk products like a t-shirt, unlike the hypotheses that 

speculated the utilitarian and low risk group to rank first in terms of PAV and PTV. Hence, 

newly industrializing countries like China should produce utilitarian and high-risk products 

and the hedonic and low-risk products, both of which will reward the countries with the high 

returns and the most value added from the manufacturing process. These countries should 

avoid manufacturing hedonic and high risk products such as dresses and suits, while limiting 

the production of utilitarian and low-risk products like pens. The results indicate such a gap 

between the hedonic and high-risk products and other product categories in terms of the PAV 

and the PTV, in that these newly industrializing economics would not gain much from the 

value added from these products. While the results on the utilitarian and low-risk product 

remains rather moderate with its PAV and PTV ranking the second (after the utilitarian and 
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high-risk and the hedonic and low-risk products jointly ranking the first), the policy makers 

of these countries should invest their limited resources on the top-ranking product categories, 

as these countries often face the issue of resource restriction. By allocating resources to top-

ranking product categories, the policy makers seek maximum returns on the country’s 

investments. 

7.3  Managerial Implication 

The results provide managerial implication on product strategies to the newly 

developing countries to avoid failure by crossing the chasm of the COO effects. It is 

imperative for newly industrializing countries to invest in the more promising product 

categories: utilitarian and high-risk products and hedonic and low-risk products. This finding 

is highly significant because it points out the misguided policy of the newly developing 

countries are producing the utilitarian and low-risk products without empirically analyzing 

the consumers’ perceptions of the value of other product categories.  

In addition, this study provides guidelines on closing the gap between consumer 

satisfaction with U.S. and Chinese products. Satisfaction with U.S. products and the products 

with no COO information intersect, preventing the analysis results from investigating which 

COO group results in a higher degree of satisfaction. The results of study 2 also indicate that 

the respondents display greater satisfaction with three of the four product categories, except 

for the utilitarian and high-risk products. Such results indicate that the policy makers of the 

newly industrializing industries should formulate a managerial strategy that is conducive to 

fair competition between the two products. This study suggests that the newly emerging 

economies should pursue the strategy of multi-COO information, with its involvement in the 

assembly of a product. 

7.4  Academic Implication 
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 This research centers on newly industrializing economies. As the term itself is of 

recent origin, there has been little research on these countries, let alone analyses of the 

strategies for their sustainable growth. This study is the first to apply concepts of perceived 

acquisition value and perceived transaction value as an indicator of the COO effect. 

7.5  Limitations and Future Research 

 This study controlled the brand effect of each product, while brand awareness is an 

information cue for decision making. Further research might consider the brand effect in 

addition to the COO effects. This study could be extended to conduct an analysis on all 

BRICS countries. The results would allow a comprehensive policy recommendation for the 

newly emerging countries.  
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01-07 Yoon-Ha YOO Private Tutoring as Rent Seeking Activity Under Tuition Control
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Working
Paper

01-08 Kong-Kyun Ro 경제활동인구 변동의 요인분석: 선진국과의 비교분석

Working
Paper

02-01 Sangmoon Hahm
Restructuring of the Public Enterprise after the Crisis:

The Case of Deposit Insurance Fund

Working
Paper

02-02 Kyong-Dong KIM
The Culture of Industrial Relations in Korea:

An alternative Sociological Approach

Working
Paper

02-03 Dukgeun Ahn Korean Experience of the Dispute Settlement in the world Trading System

Working
Paper

02-04
BERNARD S. BLACK

Hasung Jang
Woochan Kim

Does Corporate Governance Matter? (Evidence from the Korean Market)

Working
Paper

02-05
Sunwoong Kim

Ju-Ho Lee
Secondary School Equalization Policies in South Korea

Working
Paper

02-06 Yoon-Ha YOO Penalty for Mismatch Between Ability and Quality, and School Choice

Working
Paper

02-07
Dukgeun Ahn

Han-Young Lie
Legal Issues of Privatization in Government Procurement Agreements: Experience of

Korea from Bilateral and WTO Agreements

Working
Paper

02-08
David J. Behling
Kyong Shik Eom

U.S. Mortgage Markets and Institutions and Their Relevance for Korea

Working
Paper

03-01 Sang-Moon Hahm Transmission of Stock Returns and Volatility: the Case of Korea

Working
Paper

03-02 Yoon Ha Yoo Does Evidentiary Uncertainty Induce Excessive Injurer Care?

Working
Paper

03-03 Yoon Ha Yoo Competition to Enter a Better School and Private Tutoring

Working
Paper

03-04
Sunwoong Kim

Ju-Ho Lee
Hierarchy and Market Competition in South Korea's Higher Education Sector

Working
Paper

03-05 Chul Chung Factor Content of Trade: Nonhomothetic Preferences and "Missing Trade"

Working
Paper

03-06 Hun Joo Park RECASTING KOREAN DIRIGISME

Working
Paper

03-07
Taejong Kim

Ju-Ho Lee
Young Lee

Mixing versus  Sorting in Schooling:
Evidence from the Equalization Policy in South Korea

Working
Paper

03-08 Naohito Abe
Managerial Incentive Mechanisms and Turnover of Company Presidents and Directors

in Japan

Working
Paper

03-09
Naohito Abe
Noel Gaston

Katsuyuki Kubo

EXECUTIVE PAY IN JAPAN: THE ROLE OF BANK-APPOINTED MONITORS
AND THE MAIN BANK RELATIONSHIP

Working
Paper

03-10 Chai-On Lee Foreign Exchange Rates Determination in the light of Marx's Labor-Value Theory

Working
Paper

03-11 Taejong Kim Political Economy and Population Growth in Early Modern Japan

Working
Paper

03-12

Il-Horn Hann
Kai-Lung Hui
Tom S. Lee
I.P.L. Png

Direct Marketing: Privacy and Competition

Working
Paper

03-13 Marcus Noland RELIGION, CULTURE, AND ECONOMIC PERFORMANCE

Working
Paper

04-01
Takao Kato

Woochan Kim
Ju Ho Lee

EXECUTIVE COMPENSATION AND FIRM PERFORMANCE IN KOREA

Working
Paper

04-02 Kyoung-Dong Kim Korean Modernization Revisited: An Alternative View from the Other Side of History
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Working
Paper

04-03 Lee Seok Hwang Ultimate Ownership, Income Management, and Legal and Extra-Legal Institutions

Working
Paper

04-04 Dongsoo Kang
Key Success Factors in the Revitalization of Distressed Firms:

A Case of the Korean Corporate Workouts

Working
Paper

04-05
Il Chong Nam
Woochan Kim

Corporate Governance of Newly Privatized Firms:
The Remaining Issues in Korea

Working
Paper

04-06
Hee Soo Chung
Jeong Ho Kim
Hyuk Il Kwon

Housing Speculation and Housing Price Bubble in Korea

Working
Paper

04-07 Yoon-Ha Yoo Uncertainty and Negligence Rules

Working
Paper

04-08 Young Ki Lee Pension and Retirement Fund Management

Working
Paper

04-09
Wooheon Rhee

Tack Yun
Implications of Quasi-Geometric Discountingon the Observable Sharp e Ratio

Working
Paper

04-10 Seung-Joo Lee Growth Strategy: A Conceptual Framework

Working
Paper

04-11
Boon-Young Lee

Seung-Joo Lee
Case Study of Samsung’s Mobile Phone Business

Working
Paper

04-12
Sung Yeung Kwack

Young Sun Lee
What Determines Saving Rate in Korea?: the Role of Demography

Working
Paper

04-13 Ki-Eun Rhee Collusion in Repeated Auctions with Externalities

Working
Paper

04-14
Jaeun Shin

Sangho Moon
IMPACT OF DUAL ELIGIBILITY ON HEALTHCARE USE BY MEDICARE

BENEFICIARIES

Working
Paper

04-15
Hun Joo Park

Yeun-Sook Park
Riding into the Sunset: The Political Economy of Bicycles as a Declining Industry in

Korea

Working
Paper

04-16
Woochan Kim
Hasung Jang

Bernard S. Black
Predicting Firm's Corporate Governance Choices: Evidence from Korea

Working
Paper

04-17 Tae Hee Choi Characteristics of Firms that Persistently Meet or Beat Analysts' Forecasts

Working
Paper

04-18
Taejong Kim
Yoichi Okita

Is There a Premium for Elite College Education:
Evidence from a Natural Experiment in Japan

Working
Paper

04-19
Leonard K. Cheng

Jae Nahm
Product Boundary, Vertical Competition, and the Double Mark-up Problem

Working
Paper

04-20
Woochan Kim
Young-Jae Lim
Taeyoon Sung

What Determines the Ownership Structure of Business Conglomerates?:
On the Cash Flow Rights of Korea’s Chaebol

Working
Paper

04-21 Taejong Kim Shadow Education: School Quality and Demand for Private Tutoring in Korea

Working
Paper

04-22
Ki-Eun Rhee

Raphael Thomadsen
Costly Collusion in Differentiated Industries

Working
Paper

04-23
Jaeun Shin

Sangho Moon
HMO plans, Self-selection, and Utilization of Health Care Services

Working
Paper

04-24 Yoon-Ha Yoo Risk Aversion and Incentive to Abide By Legal Rules

Working
Paper

04-25 Ji Hong Kim Speculative Attack and Korean Exchange Rate Regime

Working
Paper

05-01
Woochan Kim
Taeyoon Sung

What Makes Firms Manage FX Risk? : Evidence from an Emerging Market

Working
Paper

05-02
Janghyuk Lee

Laoucine Kerbache
Internet Media Planning: An Optimization Model

Working
Paper

05-03 Kun-Ho Lee Risk in the Credit Card Industry When Consumer Types are Not Observable

Working
Paper

05-04 Kyong-Dong KIM Why Korea Is So Prone To Conflict: An Alternative Sociological Analysis
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Working
Paper

05-05 Dukgeun AHN Why Should Non-actionable Subsidy Be Non-actionable?

Working
Paper

05-06 Seung-Joo LEE Case Study of L’Oréal: Innovation and Growth Strategy

Working
Paper

05-07 Seung-Joo LEE Case Study of BMW: The Ultimate Driving Machine

Working
Paper

05-08 Taejong KIM Do School Ties Matter? Evidence from the Promotion of Public Prosecutors in Korea

Working
Paper

05-09 Hun Joo PARK
Paradigms and Fallacies:

Rethinking Northeast Asian Security

Working
Paper

05-10
WOOCHAN KIM
TAEYOON SUNG

What Makes Group-Affiliated Firms Go Public?

Working
Paper

05-11

BERNARD S. BLACK
WOOCHAN KIM
HASUNG JANG

KYUNG-SUH PARK

Does Corporate Governance Predict Firms' Market Values?
Time Series Evidence from Korea

Working
Paper

05-12 Kun-Ho Lee
Estimating Probability of Default For the Foundation IRB Approach In Countries That

Had Experienced Extreme Credit Crises

Working
Paper

05-13 Ji-Hong KIM Optimal Policy Response To Speculative Attack

Working
Paper

05-14
Kwon Jung

Boon Young Lee
Coupon Redemption Behaviors among Korean Consumers: Effects of Distribution
Method, Face Value, and Benefits on Coupon Redemption Rates in Service Sector

Working
Paper

06-01
Kee-Hong Bae
Seung-Bo Kim
Woochan Kim

Family Control and Expropriation of Not-for-Profit Organizations:
Evidence from Korean Private Universities

Working
Paper

06-02 Jaeun Shin
How Good is Korean Health Care?

An International Comparison of Health Care Systems

Working
Paper

06-03 Tae Hee Choi Timeliness of Asset Write-offs

Working
Paper

06-04 Jin PARK
Conflict Resolution Case Study:

The National Education Information System (NEIS)

Working
Paper

06-05 YuSang CHANG
DYNAMIC COMPETITIVE PARADIGM OF MANAGING MOVING TARGETS;

IMPLICATIONS FOR KOREAN INDUSTY

Working
Paper

06-06 Jin PARK A Tale of Two Government Reforms in Korea

Working
Paper

06-07 Ilho YOO Fiscal Balance Forecast of Cambodia 2007-2011

Working
Paper

06-08 Ilho YOO PAYG pension in a small open economy

Working
Paper

06-09
Kwon JUNG
Clement LIM

IMPULSE BUYING BEHAVIORS ON THE INTERNET

Working
Paper

06-10 Joong H. HAN Liquidation Value and Debt Availability: An Empirical Investigation

Working
Paper

06-11
Brandon Julio, Woojin Kim

Michael S. Weisbach
Uses of Funds and the Sources of Financing:

Corporate Investment and Debt Contract Design

Working
Paper

06-12 Hun Joo Park
Toward People-centered Development:
A Reflection on the Korean Experience

Working
Paper

06-13 Hun Joo Park The Perspective of Small Business in South Korea

Working
Paper

06-14 Younguck KANG Collective Experience and Civil Society in Governance

Working
Paper

06-15 Dong-Young KIM
The Roles of Government Officials as Policy Entrepreneurs

in Consensus Building Process

Working
Paper

06-16 Ji Hong KIM Military Service : draft or recruit
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Working
Paper

06-17 Ji Hong KIM Korea-US FTA

Working
Paper

06-18 Ki-Eun RHEE Reevaluating Merger Guidelines for the New Economy

Working
Paper

06-19
Taejong KIM
Ji-Hong KIM
Insook LEE

Economic Assimilation of North Korean Refugees in South Korea: Survey Evidence

Working
Paper

06-20 Seong Ho CHO
ON THE STOCK RETURN METHOD TO DETERMINING INDUSTRY

SUBSTRUCTURE: AIRLINE, BANKING, AND OIL INDUSTRIES

Working
Paper

06-21 Seong Ho CHO
DETECTING INDUSTRY SUBSTRUCTURE:

- Case of Banking, Steel and Pharmaceutical Industries-

Working
Paper

06-22 Tae Hee Choi
Ethical Commitment, Corporate Financial Factors: A Survey Study of Korean

Companies

Working
Paper

06-23 Tae Hee Choi Aggregation, Uncertainty, and Discriminant Analysis

Working
Paper

07-01
Jin PARK

Seung-Ho JUNG
Ten Years of Economic Knowledge Cooperation

with North Korea: Trends and Strategies

Working
Paper

07-02
BERNARD S. BLACK

WOOCHAN KIM
The Effect of Board Structure on Firm Value in an Emerging Market:

IV, DiD, and Time Series Evidence from Korea

Working
Paper

07-03 Jong Bum KIM
FTA Trade in Goods Agreements:

‘Entrenching’ the benefits of reciprocal tariff concessions

Working
Paper

07-04 Ki-Eun Rhee Price Effects of Entries

Working
Paper

07-05 Tae H. Choi Economic Crises and the Evolution of Business Ethics in Japan and Korea

Working
Paper

07-06
Kwon JUNG
Leslie TEY

Extending the Fit Hypothesis in Brand Extensions:
Effects of Situational Involvement, Consumer Innovativeness and Extension

Incongruity on Evaluation of Brand Extensions

Working
Paper

07-07 Younguck KANG
Identifying the Potential Influences on Income Inequality Changes in Korea – Income

Factor Source Analysis

Working
Paper

07-08
WOOCHAN KIM
TAEYOON SUNG
SHANG-JIN WEI

Home-country Ownership Structure of Foreign Institutional Investors and Control-
Ownership Disparity in Emerging Markets

Working
Paper

07-09 Ilho YOO The Marginal Effective Tax Rates in Korea for 45 Years : 1960-2004

Working
Paper

07-10 Jin PARK Crisis Management for Emergency in North Korea

Working
Paper

07-11 Ji Hong KIM Three Cases of Foreign Investment in Korean Banks

Working
Paper

07-12 Jong Bum Kim Territoriality Principle under Preferential Rules of Origin

Working
Paper

07-13 Seong Ho CHO
THE EFFECT OF TARGET OWNERSHIP STRUCTURE ON THE TAKEOVER

PREMIUM IN OWNER-MANAGER DOMINANT ACQUISITIONS: EVIDENCE
FROM KOREAN CASES

Working
Paper

07-14
Seong Ho CHO
Bill McKelvey

Determining Industry Substructure: A Stock Return Approach

Working
Paper

07-15 Dong-Young KIM Enhancing BATNA Analysis in Korean Public Disputes

Working
Paper

07-16 Dong-Young KIM
The Use of Integrated Assessment to Support Multi-Stakeholder negotiations for

Complex Environmental Decision-Making

Working
Paper

07-17 Yuri Mansury
Measuring the Impact of a Catastrophic Event: Integrating Geographic Information

System with Social Accounting Matrix

Working
Paper

07-18 Yuri Mansury
Promoting Inter-Regional Cooperation between Israel and Palestine:

A Structural Path Analysis Approach

Working
Paper

07-19 Ilho YOO Public Finance in Korea since Economic Crisis

* The above papers are available at KDI School Website  <http://www.kdischool.ac.kr/new/eng/faculty/working.jsp>.
You may get additional copy of the documents by downloading it using the Acrobat Reader.
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Working
Paper

07-20
Li GAN

Jaeun SHIN
Qi LI

Initial Wage, Human Capital and Post Wage Differentials

Working
Paper

07-21 Jin PARK
Public Entity Reform during the Roh Administration:

Analysis through Best Practices

Working
Paper

07-22 Tae Hee Choi The Equity Premium Puzzle: An Empirical Investigation of Korean Stock Market

Working
Paper

07-23 Joong H. HAN The Dynamic Structure of CEO Compensation: An Empirical Study

Working
Paper

07-24 Ki-Eun RHEE Endogenous Switching Costs in the Face of Poaching

Working
Paper

08-01
Sun LEE

Kwon JUNG
Effects of Price Comparison Site on Price and Value Perceptions in Online Purchase

Working
Paper

08-02 Ilho YOO Is Korea Moving Toward the Welfare State?: An IECI Approach

Working
Paper

08-03
Ilho YOO

Inhyouk KOO
DO CHILDREN SUPPORT THEIR PARENTS' APPLICATION FOR THE REVERSE

MORTGAGE?: A KOREAN CASE

Working
Paper

08-04 Seong-Ho CHO Raising Seoul’s Global Competitiveness: Developing Key Performance Indicators

Working
Paper

08-05 Jin PARK A Critical Review for Best Practices of Public Entities in Korea

Working
Paper

08-06 Seong-Ho CHO How to Value a Private Company? -Case of Miele Korea-

Working
Paper

08-07 Yoon Ha Yoo The East Asian Miracle: Export-led or Investment-led?

Working
Paper

08-08 Man Cho Subprime Mortgage Market: Rise, Fall, and Lessons for Korea

Working
Paper

08-09
Woochan KIM
Woojin KIM

Kap-sok KWON
Value of shareholder activism: evidence from the switchers

Working
Paper

08-10 Kun-Ho Lee Risk Management in Korean Financial Institutions: Ten Years after the Financial Crisis

Working
Paper

08-11 Jong Bum KIM
Korea’s Institutional Framework for FTA Negotiations and Administration: Tariffs and

Rules of Origin

Working
Paper

08-12 Yu Sang CHANG
Strategy, Structure, and Channel of Industrial Service Leaders:

A Flow Chart Analysis of the Expanded Value Chain

Working
Paper

08-13 Younguck KANG Sensitivity Analysis of Equivalency Scale in Income Inequality Studies

Working
Paper

08-14 Younguck KANG Case Study: Adaptive Implementation of the Five-Year Economic Development Plans

Working
Paper

08-15 Joong H. HAN
Is Lending by Banks and Non-banks Different? Evidence from Small Business

Financing

Working
Paper

08-16 Joong H. HAN Checking Accounts and Bank Lending

Working
Paper

08-17 Seongwuk MOON
How Does the Management of Research Impact the Disclosure of Knowledge?

Evidence from Scientific Publications and Patenting Behavior

Working
Paper

08-18 Jungho YOO
How Korea’s Rapid Export Expansion Began in the 1960s:

The Role of Foreign Exchange Rate

Working
Paper

08-19

BERNARD S. BLACK
WOOCHAN KIM
HASUNG JANG

KYUNG SUH PARK

How Corporate Governance Affects Firm Value: Evidence on Channels from Korea

Working
Paper

08-20 Tae Hee CHOI
Meeting or Beating Analysts' Forecasts: Empirical Evidence of Firms' Characteristics,

Persistence Patterns and Post-scandal Changes

Working
Paper

08-21 Jaeun SHIN
Understanding the Role of Private Health Insurance in the Universal Coverage System:

Macro and Micro Evidence

* The above papers are available at KDI School Website  <http://www.kdischool.ac.kr/new/eng/faculty/working.jsp>.
You may get additional copy of the documents by downloading it using the Acrobat Reader.



Working Paper Series

Category Serial # Author Title

Working
Paper

08-22 Jin PARK Indonesian Bureaucracy Reform: Lessons from Korea

Working
Paper

08-23 Joon-Kyung KIM Recent Changes in Korean Households' Indebtedness and Debt Service Capacity

Working
Paper

08-24 Yuri Mansury
What Do We Know about the Geographic Pattern of Growth across Cities and Regions

in South Korea?

Working
Paper

08-25
Yuri Mansury &
Jae Kyun Shin

Why Do Megacities Coexist with Small Towns? Historical Dependence in the
Evolution of Urban Systems

Working
Paper

08-26 Jinsoo LEE When Business Groups Employ Analysts: Are They Biased?

Working
Paper

08-27
Cheol S. EUN

Jinsoo LEE
Mean-Variance Convergence Around the World

Working
Paper

08-28 Seongwuk MOON
How Does Job Design Affect Productivity and Earnings?

Implications of the Organization of Production

Working
Paper

08-29 Jaeun SHIN Smoking, Time Preference and Educational Outcomes

Working
Paper

08-30 Dong Young KIM
Reap the Benefits of the Latecomer:

From the story of a political, cultural, and social movement of ADR in US

Working
Paper

08-31 Ji Hong KIM Economic Crisis Management in Korea: 1998 & 2008

Working
Paper

08-32 Dong-Young KIM
Civility or Creativity?: Application of Dispute Systems Design (DSD) to Korean Public

Controversies on Waste Incinerators

Working
Paper

08-33 Ki-Eun RHEE Welfare Effects of Behavior-Based Price Discrimination

Working
Paper

08-34 Ji Hong KIM State Owned Enterprise Reform

Working
Paper

09-01 Yu Sang CHANG Making Strategic Short-term Cost Estimation by Annualized Experience Curve

Working
Paper

09-02 Dong Young KIM
When Conflict Management is Institutionalized:

A Review of the Executive Order 19886 and government practice

Working
Paper

09-03 Man Cho
Managing Mortgage Credit Risk:

What went wrong with the subprime and Alt-A markets?

Working
Paper

09-04 Tae H. Choi Business Ethics, Cost of Capital, and Valuation

Working
Paper

09-05
Woochan KIM
Woojin KIM

Hyung-Seok KIM
What makes firms issue death spirals? A control enhancing story

Working
Paper

09-06
Yu Sang CHANG
Seung Jin BAEK

Limit to Improvement: Myth or Reality? Empirical Analysis of Historical Improvement
on Three Technologies Influential in the Evolution of Civilization

Working
Paper

09-07 Ji Hong KIM G20: Global Imbalance and Financial Crisis

Working
Paper

09-08 Ji Hong KIM National Competitiveness in the Globalized Era

Working
Paper

09-09
Hao Jiang

Woochan Kim
Ramesh K. S. Rao

Contract Heterogeneity, Operating Shortfalls, and Corporate Cash Holdings

Working
Paper

09-10 Man CHO Home Price Cycles: A Tale of Two Countries

Working
Paper

09-11 Dongcul CHO The Republic of Korea’s Economy in the Swirl of Global Crisis

Working
Paper

09-12 Dongcul CHO House Prices in ASEAN+3: Recent Trends and Inter-Dependence

Working
Paper

09-13
Seung-Joo LEE
Eun-Hyung LEE

Case Study of POSCO -
Analysis of its Growth Strategy and Key Success Factors
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Working
Paper

09-14
Woochan KIM
Taeyoon SUNG
Shang-Jin WEI

The Value of Foreign Blockholder Activism:
Which Home Country Governance Characteristics Matter?

Working
Paper

09-15 Joon-Kyung KIM Post-Crisis Corporate Reform and Internal Capital Markets in Chaebols

Working
Paper

09-16 Jin PARK Lessons from SOE Management and Privatization in Korea

Working
Paper

09-17 Tae Hee CHOI Implied Cost of Equity Capital, Firm Valuation, and Firm Characteristics

Working
Paper

09-18 Kwon JUNG
Are Entrepreneurs and Managers Different?

Values and Ethical Perceptions of Entrepreneurs and Managers

Working
Paper

09-19 Seongwuk MOON When Does a Firm Seek External Knowledge? Limitations of External Knowledge

Working
Paper

09-20 Seongwuk MOON Earnings Inequality within a Firm: Evidence from a Korean Insurance Company

Working
Paper

09-21 Jaeun SHIN Health Care Reforms in South Korea: What Consequences in Financing?

Working
Paper

09-22 Younguck KANG
Demand Analysis of Public Education: A Quest for New Public Education System for

Next Generation

Working
Paper

09-23
Seong-Ho CHO

Jinsoo LEE
Valuation and Underpricing of IPOs in Korea

Working
Paper

09-24 Seong-Ho CHO Kumho Asiana’s LBO Takeover on Korea Express

Working
Paper

10-01
Yun-Yeong KIM

Jinsoo LEE
Identification of Momentum and Disposition Effects Through Asset Return Volatility

Working
Paper

10-02 Kwon JUNG
Four Faces of Silver Consumers:

A Typology, Their Aspirations, and Life Satisfaction of Older Korean Consumers

Working
Paper

10-03
Jinsoo LEE

Seongwuk MOON
Corporate Governance and

International Portfolio Investment in Equities

Working
Paper

10-04 Jinsoo LEE Global Convergence in Tobin’s Q Ratios

Working
Paper

10-05 Seongwuk MOON
Competition, Capability Buildup and Innovation: The Role of Exogenous Intra-firm

Revenue Sharing

Working
Paper

10-06 Kwon JUNG Credit Card Usage Behaviors among Elderly Korean Consumers

Working
Paper

10-07
Yu-Sang CHANG

Jinsoo LEE
Forecasting Road Fatalities by the Use of Kinked Experience Curve

Working
Paper

10-08 Man CHO Securitization and Asset Price Cycle: Causality and Post-Crisis Policy Reform

Working
Paper

10-09
Man CHO
Insik MIN

Asset Market Correlation and Stress Testing: Cases for Housing and Stock Markets

Working
Paper

10-10
Yu-Sang CHANG

Jinsoo LEE
Is Forecasting Future Suicide Rates Possible?

- Application of the Experience Curve -

Working
Paper

10-11 Seongwuk MOON
What Determines the Openness of Korean Manufacturing Firms to External

Knowledge?

Working
Paper

10-12
Joong Ho HAN

Kwangwoo PARK
George PENNACCHI

Corporate Taxes and Securitization

Working
Paper

10-13 Younguck KANG Housing Policy of Korea: Old Paradigm, New Approach

Working
Paper

10-14 Il Chong NAM A Proposal to Reform the Korean CBP Market

Working
Paper

10-15 Younguck KANG
Balanced Regional Growth Strategy based on the Economies of Agglomeration:

the Other Side of Story

Working
Paper

10-16 Joong Ho HAN CEO Equity versus Inside Debt Holdings and Private Debt Contracting
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Working
Paper

11-01
Yeon-Koo CHE

Rajiv SETHI
Economic Consequences of Speculative Side Bets:

The Case of Naked Credit Default Swaps

Working
Paper

11-02
Tae Hee CHOI

Martina SIPKOVA
Business Ethics in the Czech Republic

Working
Paper

11-03
Sunwoo HWANG

Woochan KIM
Anti-Takeover Charter Amendments and Managerial Entrenchment: Evidence from

Korea

Working
Paper

11-04
Yu Sang CHANG

Jinsoo LEE
Yun Seok JUNG

The Speed and Impact of a New Technology Diffusion in Organ Transplantation:
A Case Study Approach

Working
Paper

11-05
Jin PARK
Jiwon LEE

The Direction of Inter-Korean Cooperation Fund
Based on ODA Standard

Working
Paper

11-06 Woochan KIM Korea Investment Corporation: Its Origin and Evolution

Working
Paper

11-07 Seung-Joo LEE
Dynamic Capabilities at Samsung Electronics:

Analysis of its Growth Strategy in Semiconductors

Working
Paper

11-08 Joong Ho HAN Deposit Insurance and Industrial Volatility

Working
Paper

11-09 Dong-Young KIM
Transformation from Conflict to Collaboration through Multistakeholder Process:

Shihwa Sustainable Development Committee in Korea

Working
Paper

11-10 Seongwuk MOON
How will Openness to External Knowledge Impact Service Innovation? Evidence from

Korean Service Sector

Working
Paper

11-11 Jin PARK
Korea’s Technical Assistance for Better Governance:

A Case Study in Indonesia

Working
Paper

12-01 Seongwuk MOON
How Did Korea Catch Up with Developed Countries in DRAM Industry? The Role of

Public Sector in Demand Creation: PART 1

Working
Paper

12-02
Yong S. Lee

Young U. Kang
Hun J Park

The Workplace Ethics of Public Servants in Developing Countries

Working
Paper

12-03 Ji-Hong KIM Deposit Insurance System in Korea and Reform

Working
Paper

12-04
Yu Sang Chang

Jinsoo Lee
Yun Seok Jung

Technology Improvement Rates of Knowledge Industries following Moore’s Law?
-An Empirical Study of Microprocessor, Mobile Cellular, and Genome Sequencing

Technologies-

Working
Paper

12-05 Man Cho Contagious Real Estate Cycles: Causes, Consequences, and Policy Implications

Working
Paper

12-06
Younguck KANG
Dhani Setvawan

INTERGOVERNMENTAL TRANSFER AND THE FLYPAPER EFFECT
– Evidence from Municipalities/Regencies in Indonesia –

Working
Paper

12-07 Younguck KANG
Civil Petitions and Appeals in Korea

: Investigating Rhetoric and Institutional settings

Working
Paper

12-08
Yu Sang Chang

Jinsoo Lee
Alternative Projection of the World Energy Consumption

-in Comparison with the 2010 International Energy Outlook

Working
Paper

12-09 Hyeok Jeong The Price of Experience

Working
Paper

12-10 Hyeok Jeong Complementarity and Transition to Modern Economic Growth

Working
Paper

13-01
Yu Sang CHANG

Jinsoo LEE
Hyuk Ju KWON

When Will the Millennium Development Goal on Infant Mortality Rate Be Realized?
- Projections for 21 OECD Countries through 2050-

Working
Paper

13-02 Yoon-Ha Yoo
Stronger Property Rights Enforcement Does Not Hurt Social Welfare

-A Comment on Gonzalez’ “Effective Property Rights, Conflict and Growth (JET,
2007)”-

Working
Paper

13-03
Yu Sang CHANG
Changyong CHOI

Will the Stop TB Partnership Targets on TB Control be Realized on Schedule?
- Projection of Future Incidence, Prevalence and Death Rates -

Working
Paper

13-04
Yu Sang CHANG
Changyong CHOI

Can We Predict Long-Term Future Crime Rates?
– Projection of Crime Rates through 2030 for Individual States in the U.S. –
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