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Effects of Country-of-Origin Dimensions on Product
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A EHe] EAE YFetaa g AFs
ol &t A7ES AHAPE AEE WUt
g o YA HEE &&at7] vl datA
o wt AFF7PF gERitte 7S A
(Johansson, Douglas, and Nonaka 1985)& &
2 2F3 A (Cattin, Jolibert, and Lohnes 1982)
S ThEE AgelA etk B3 RS

R

==

HAAA, ZHANA, TRAPAA ] A 7

A AR AROE FRH o ARAY BF
7 AFE A5 UAA Bkl feAd 9%
o Frhe A4S W YUALIL DI A
P FAT F UL AEF ATE IS

THChao 1998).

AR RS EAET wE UM BAS
U Wb AaAESL BgsE 39S
ool %3}

A AuAe BEIA H4D & UL Bel
A

F9° ™ (Hong and Wyer 1989), ¥
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7¥ele FOA AelA #go] AFQRICE
Ag&stte Ag B8 FAtH(Gurhan-Canli and
Maheswaran 2000). ©] &5l &shk= dF=
= B3 AFAY FE AE 59 59 W
7 AR B olA AN AT
< e S W a2 e
gt olelE skt 71 ATHEAE 2005,
== 1998: Hong and Toner 1989: Maheswaran
1994).

T HAE A} AR QA7) Aoldt
WA 29E 2t A7 AR SR Q)
ARk ol A 2HAEo] ofFA wEs=A
of dgk AFEL e AAelnh 53, 5%
YA g 2HAREe] F71 %] AFE
Hrtell old g vAE Aol T Are
AR (e, %

Ty 5L o9gs
H7be 2l gehd 9, ol 2 714
PR golsiAol szt A Aol
2olRe $YFS WG AL FLF O

R

gzt g 5 ok

A

HA LA €]
T8 AR AhY AZANMAE FHA Ax
PR o} BAA AZPHA 9] T 7 sl
Z o] anjzte] AEHrE AATe 5

o]
Q3 Mo ARFHLA Ak T TR
o) §71%T A%l WE AFHY Fol2

[¢)
ZAA A (regulatory fit) HNA Fela}
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5 AAE AT &4 AR S5 AF
JuE BTk vobrt AolAFH 4 4
B A7) AF Audl e amde] 2dx
ER WA E2F AR AE

A9e BH W FAAA A wAE
FEHaEd BT R4 AQX|, ohw 2H)%
9]

2.1 AR 9] Md 2 YA &zt

A2EA] (country of origin)oll thet Ael= 7]
Hol mHAE sk AlFolv Fxe] EAE A
Ae F7VE onlst A A4 (country
of manufacture origin)& AA=E AlF2 A1t
o] dojdt =7FE A8t UrHChao 1993:
Johansson, Douglas, and Nonaka 1985). 44FA]
= YN0 7 ‘made in (AXF)22 xdH
tH(Peterson and Jolibert 1995). wheha], f14kx
= MR RSN BAEe] T3 S
A=t (home country)g AAst= Ao, Al
A= HF =9 ] o] F7tE 9mgth

o

2

FN ﬂﬂia

K

NI = E R

AAAEF] FANEQ] PR ] on A=
o 54 F7ke] AlFel gk F9H
2 1 F7belA AFste AEFS #-o] e
Akl A A Fom A "rk(Narayana
1981). 5t "EA=7F AFol et vz &
- 7I97PE Roste A4 BA, XA
(Nagashima 1970) %2 ‘=7pol oist =2#
W7PF AFH7HE dAlste A olE F7H
et ¥¥Id 52 F7F o9 A'(Lantz and

Loeb 1996) 222 Auig]a 3l

rot
o]-}ll

QA EFo] B AFE Schooler (1965)]
sl AZE AEHUCH, olF BS ¥4 4
5o AW o] ATES B A A
FEES ST Utk 2719 APES AW
Ag BASH AZ ALOE AR B
U AoE PR, FE AR} E
A He Wltd FHAL o 8

1
of

e AT A= AAA7E AlES 3
7holl mxl= B2 3K (Krishnakumar 1974:
Schooler 1965; Yaprak 1978) % m|== 2 &9
=7k AR o|mAZE AFH 7] wAE
48 (Dornoff, Tankersley, and White 1974:
Nagashima 1970) & 94HA] o|RA]7} AEFH
7t JAFE Tt FE g5k 45 A
TE< olg iR aRe] EAE ST A
oA AEQ =, dE A &R
*}8H(Johansson, Douglas, and Nonaka 1985)<-
52 AAA AF8H(Cattin, Jolibert, and Lohnes
1982: Knight, Holdsworth, and Mather 2007)
AqME AT Ageh, Hop FAAH L
2 st A F(Bilkey and Nes 1982: Cordell
1992: Han and Terpstra 1988: Hong and
Wyer 1989) 04 Sldth= H<= W F3lch

Aol 4H[Re] MELIto) 0|X= HE: ST|dEel &3 13
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Mo T WA AA] THAA
& A7ES b oluAe] THLLe] Be

& (Papadopoulos and Heslop 1993, 2002:
Wang 1978: Wang and Lamb 1983) 3} 94kA]
E B, Ax YAl 59 AT Ahe=E
FoIM He AFE(Ahmed and El-adraoui
1994: Chao 1998: Li, Murray, and Scott 2000)
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galdth oldd AFE2 daAaAe] EA
T € A YL olssl AE2z2H o]
B = Hs S5 A
A= HellM Z 7191E 3

2 5o 2Rusel dse s A,
=%, 2YF, R&DFO] Aold HFU

i}

2 EAF: hybrid product) 5°]

A=A dntks) Holrkal Stk 53] 7|4 E0
Tedo] AHS R TS oJHFLEN
AZQAMA7F deA = 27) e g9y 2
ol 7l trple] -gde AakR|eqA
Az7F sk Ag7HA] g s ol o
2t AFLAA O gk AHRE ] Q1S A
oF o] WstEY lom, ojygh &H|Ake] ¥
kst A zo] AFH7tel WA= Y At
& "oAe] tiF dvta shlth Egk ARl
2 Wy FolA JAFEAAH 2]l AEFL HH
AP A 7404‘: 2 A 59 5ol e o
A& FF S 23 Zolo] figk A

= 2 P
zpolof] ME PAAEH] A= AA A3t
o & 4k od HellA Ade] 7

< A7) A S ZF el mEr SJArEAg o] i
Ath= A7 (Higgins 1997, 1998: Lee and Aaker
2002) & drHAEF] FEee A A7
7F7F AokaL &g

Al

2.2 571 g

oX

SIEC ESIEEL L

=

%£719] o]FA (motivational duality)
S A1Ey] 93 /Y E Higgins(1997) 90 9



o AT oo W ey 97t

g3kt oI F 7HA
(promotion focus) 2 ¢
A1, 270] JES Az 744, 3

o]

L/_\] ﬁk/\]—z ;H

1__

HOI-_JZ_ZU%

(prevention focus)-

Z+=th(Higgins 1997, 1998).

o

78

o

243

(avoidance-oriented)

;g 3| o

A=

A
Z A

pEL

%37] sl
B A guE deEs 994
Aeol AFHGE o)

5 ool J3S PHve Zolth(Higgins 1997, TH(Higgins 2005).
1998). B FE=HE Aoy vld T3 o] 2 o] & A 7t /el FHsle uigA s
olo] o] F7E 3|Wete o A= (ideals) & FT 2}l (desired end-states)oll 1oJA] zfo]E Wt
Sh= A719HA (self-regulation) WAUSCZE 3 gal=t, FHEHY A FAA At 9
SAAY 7S A AFE 9 F 4 = ZJEi7F vig A s el R 5] mgsfor &
Luf gl of o) grEA gttt A o Hd) HEXEA AFsith v, iRy A
”ﬂﬂ AFE o)FHE FAE X (promotion ¢ F44Q A7t gle AEHEA A0 T
goal) & Al HH o]5o] o= M2 AAE & HA 7Fo2A 7% rh(Higgins
Hsle] Bk =R o)y AFA o3 et TF 1997). A=, d44 AdE I deet F
29l "l=5 ZHAl $Hoh(Higgins 1997, 1993). A AFE A dH F "W RS Ak
WA o A9l 59 2 gAY g AR Herte we ddEHE 57171
A& (oughts) & Fr3he A7IHHAl HAUSS AHo g g2oe Aol 2HxA] Mdeltt
2 YPFAFY 2HES FAAA AxE I (Higgins 1997). (& 1> olgdt Fx43
T Ay gluye] oo grEA gt o o279 2pol & AEste] =33} g Ao
A9 Ml ¥A gde At dojues A olglgt Anxe] FIIAEgE Fa 2E2RA
< Zoel ysiy WAoly &AS e 59 7199 vHA" sl Agolst 7reel
o] ¥}= 3 (prevention goal) & ZH7A ok wEbA o2 ot ol AE S A
iz el NEZL Wl HyHoly 3 2 9Hd (regulatory fit) o]2kal gtt}, o] Am|A}
Aol H3 MAE Fretee TS o] F71/3%ke] Fa T HAX S dXE 7
(E 1) O|Y=XM3t skA=EMo| Xjo|
T v Py A
ST g | 294 A9E a4 g 2499 ARt e
9% Bx | o4 S ol ¥ A% o A%, 49
95 A% | 244 A% 77 S PNEEETE
RS o 57
WG AW | 05wl Ea-ned
AR il FA AIlo] AH|AIS] MELII DX I&: S7|dEel g1t 15



7 (feeling right)’ ©.2
1A 5] o iﬁ‘r _Q_-Viod s 8434 "ot
+ Zlo|th(Higgins 2000, 2002: Cesario, Grant,
and Higgins 2004). ol & €W, A5x4 &
oo ygo2 FAE IR FHY 3
AR o] AL dzAE Jgle] Bk A
1 AZFHEE FAstH, S A8 oy
3L AR O] A3 el o] AARlelAl B A

and
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0,
N
il

=

OE 2R
[40
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Lee and Aaker 2002), R Ho|3 AAE
Rdl e e JieA, Aol 7
FAEYL Gz AlA o

2 4 =l (Lockwood, Jordan, and

Kunda 2002

foi

uCUR)
o o o

o
=)

o
H

N
X
L

of

o= 2AA AN OZ QF A
]

)
7E}o

# 4] 5. 2005).
g 2719 AS=e] A=
g3 Wgol ojm gzl 1o 24
Relupell wet Ffele] A=ES olsh
Olﬂolb} TUSS A AdolstAl wt

AL 4T 5 Aok AF 24

AU
2
©
rO
2

;4%5‘—_} o=z OHMUL 3 9

O:

v}
<
M

ol
By

OFO-KU-IJmQ,
N

]_

&
<l
I

she

ol i

By o]o

2 M
oIl
N
N
i)

3.1 A=A &5

A

o

A ast A BRAT 3 250

riy

76 SHEOFIEIMY ®Mi0H ®M2s 20084 72

22 AFEo] tish WEREA] (meta analysis) =
AAR = A FL =

(mﬂuence < Y=

4] AEFF7E Azl G Fe AS ¢
Ack, Egk o 04%101]"1 Y Base B
To] FF=0] Folxl Aol M e A=A A7t
ojtiQIAel whet AlFH7F gtk o] &
9l H9AtH(Han and Terpstra 1988: Johansson
and Nabenzahl 1986).

28 AALNT ) 9B 195

wEeo] AP sl Aol A B A
Hol AFAZ 4] AAzBY A7, AZ

A ] ZE ikl s A v
T3 Aok 2 AFelME EA=elgty i
3t & g e BARSAR gL AAER]Ql Az
AR E F 7R 2FPog A HA =Y
S THA ouA e H7kR st Alx
A ofuA] FA=H FAHOE T}
of AR Hx 3 AFHIE dFeat
ek Zztel 9ol wE AR 9
3

r-i

EN

Esh BAEQAA, AFEHo)
A Fold BN AzQA
weh zuzel AFRHAE
L EAQY, %)} Beba
Aotk % 344 oA A
1347k AN A7t R
A 7Hl AZANAIL ANE

Ris



Asnth zuRe] AFA7HAE
£ EA4, PeE)7t 5949
Role,

e F71448e] 7 AR FERAT o
WA vt A9 Z2 BAS 4] SE
FAAel A3 (achievement) 2] 5L F+3}
He 5717 FsstAY, F84 Ae 39
(avoidance) & FFEoEZA A 52 A
(security) & FTstde &717F A58k A
ke (Higgins 2005). ol 7Qle] 57143
= B3 T 719 gl AfyA el
gt 3o JFS FE AR ATHJUT
Z, WEERAS 7 RIS AEY S8 AL
AFAR A3 ¥ FFAl Ade Axde
do A7 (eagerness related) HH AlFA
iEde 7 Y] Ag= o, B H
ehdt AddE W&o A A (vigilance

related) HAIA AFA I A5H] FIHEE
7o) AZE AcH(Cesario, Grant, and Higgins
2004). o1& =23 A (regulatory fit) o]}
3 skl ol NR1Y A gl (regulatory
state) &} Foi%l FHe] WaRdo] A HE A
g+ welth(Higgins 2005).

X o
1‘1
°
g
k=
ofrl
1o
=
>
B
to
m oft AN oXx
ne
o
I offl
N

sHAl ®th= Zolth(Higgins 2000, 2002, 2005).
=, AAE AF AR AAHI i1 F
5
H

A7k ol @A AHFA

HAR| JEe] Y RRHO| AH|Ae] MEETI 0]xl= S

4grol Huel Adree 5L P43
AL ool A5 SR olelRl
(Lee and Aaker 2002).

= el e o] 54 4
A F4E Go| AYH vz

Atk oo uie} FHEA 2
HAR 9] AUl o] ZHA AH3A
53 AFHES 497 2 Yoyl Fujelx
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F%O_u
o
B %
o -
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R o\
ol
-
N

<]
JEHE 743

7

=

)] ZJELHOP/L}QJ EUAZ Q) FiHoz A
7P e SA3Hd AE et olyd =
gl wet 2ExHY] ¥ FEAER =
HAS thgst o) AAskeT
M 20 AEAE AR A 5714
o MYyAe] g} 2w|Rpe] A=
HAENE, F4, FoielE) 7t

7Ha 2-10 A suAe g 49 A

=
M 22: AR SRAL A% 99 A

32 WA 7} AAHH Z2AF
H]XWLH(non flt)r% A3t o

THE} 7<ﬂw H7HAFHE, &2
A2, FuioE)7t B sodY

el

i
N
0z
o
fo
-
~



A 7}

R

3

O]Tq—. é. Z‘ﬂvl_"’

P TR A9 v
Fh2 A" A9 ol

I3

[e)

o Ao 2

57]/1

o
A H3, gz Qe vk

1

= X

o

REEE!

)

A

1

k)
pil

3.3 4H| A9

44l

-

oj

vl
-~

249 LHAEG H

?g:/b}

]

R

A el g ARglel

L
|

pl

SRR

=

AW S

1

R

P (1E D3 2k

9

af

5

g o]
A= AIE oz

oA =7t
A

L

R

<

AFS 2+

(e}

L

9 i}

[e)

1 3%

]

HPorng AZANA7F ¢

A A

!

T
22!

Nfo

l—o]

oy

172 %%

7t S Zolgt

A
il

A

s

=

=

gl

3 A%

Bz ob Az

el e Y

[e]

]

hy2

2 osig 4 7] mEolh 13

[¢]

al

A

A==

pu—

d.
o|J

7}

3

I

(losses vs. non-losses) 2] 3] ofH g

W
Hin

=

i

7HA

3

DE

kv
A=)

o] 7HQl Bk A5

| 2RAHEY €

9]

g 1) o4

Ad| A
HEZ

iin0

0
L_|L|
cd
=
<l ]
15
N
= zroke
o=
hail I gl
15 il
%0
o0
oD
&K
Al
Ko =)
o
x
=
cd
=
=
j 0
1 o
b .1 oDl
= M
RO B
z0 no =l
i o
<0

=

20084 7

=)

SOIAEME w10A ©2

—

<)

18



A4, FujelE)7t O FABAY F U+ HAYE Y2 7FsAdol =ohr Adsta 3
5} ! o}, 53k o] Z2HA] (bi-national) AFS #H7}
z at e H oA A7 BlERg 7

Atk = "AE AR YeE &3itHHan

and Terpstra 1988). °1&gt A+ A#E &

7 30 BAEel HAT UMK AFEA0] F B A= BF AFY s ZAs
detAl Folzl Fgolx Bzt T 8% MEde & F Atk ol w7
Ak AzALA o] Zge] 4R 9 B oF HAS wiAlstaL A4t
AFG7HAFAHE, FHA4, o) A&HS Ao E AFsr|9s] Hiley
oE)el mAE &= iRl 24 & TANMTE dAsta 7P BAllss BE

ZAol wet gEA vehd Aol SEA FLaA AAEA
7Hd 3-10 3AA AR 2ol AXE 73 Aol SRR A FI W8 vl
T+ FxAe] sHA] A d 2 F A FARE HiA] AEel &5}
WEHe st AeHug & AES F7tstee Adel s 7Feel 3
Hz}e] A EHHAFHE, 2 OB 2 (Maheswaran 1994), & <dtolAs Al
A2, Fujelx) 7t sojdd A Foe HEste FHEAHILE dnbAel AH
olt}, I A FEY as NG F de &4
7 3-20 FAA QA 29e] AAlE A HEE AABI] AAAol] JFste] AFS
T+ PR THEHAY AE o TFtes AEAE s AR ZANE
WEHe A AgHo & 3l ztzte] AFTtel HAH FHE AL
Hzbe] A FH7HAEHE, F2 Y AL FFOE AAEGRoH, HAry
12, Fujox) 7t sojHd A AR At AzYMAE shde] d3E
olt}. A etk AFe] HALE B olElE w7
Ae AFARE ARZANE AA ATS 5
3.4 EAHS o] sAETe I8 T de AS AEs
ARt AR e =7 A4 5 3l
2 AFeAe AEAd AMEE BilEy, & T £ 58 AFANS AR shE olfre &
ARE 9 AFARE FANTE et AE7F 9AY detts e AT SHAEY
AR g A Fe] BARE HEIE FAl] FolA YzE7b oA Foizl JHE A &L
= W BT FRo| o3 FRAZE Ithe SHH o A EmZHE AFS F e
AFAFelE BREEL AR FL3 o] FAHA I 7FeAdel 7] wEelth
QA A EAY AEE AEFS AFHLE (U3, AA= 2005). Be BARTE AR
fEshs dAolEZ vty s TAH0Z 4 AR A7 9o AR =oE Fot

BILR] el T AHRIO| AH|Xfe] MEEII0 0jx|E d8: S7|Mee] &1t 79



AR = ATk

35 9+ 7y

“3

s o u]xqsLHo] ul-xgal 1q]_4 A

o FEI7TE AAEH FA R 9

AlFH7 wAE Fgl oM =
zAAgo] ANHAG, B A7olN

£ e AY o

e]
AN

2, o pr 1o
ot to
>
%t
2L
2
= |
ox
1—!1

)

V. A 8 AF R

41 AR zA A7A 3}

A AN
oI AEF "a
e s
o} FE /\ZHEHQ oA Z3FsHAL AA
AR AEA oAl B ods sk A
AhdAtell Adsioka A
T2 243t 7 AFES A9d ol
e AFolHA A8 (utilitarian) & F A
(hedonic) ¢ Ad7Ao] 4leido] & Aol A4
o AFTLOE 7o) Robxy| wFolrh Bk
QUL g YA FHE A AFolA o]
u] ARSE AlFTOIM {9 79 AZGAA]
7F oFet AAEdS dshe EAd d7t
g 4 o] AUk

A e ] AR ARRAE

(T 2 AR el A ROl AB|xtel MBI O[3 PB S7IMEe &3t

S 221
-HE B
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I5715E Adste] zzke] Aol wel AE
o FARIM o JFL VA=A S
itk orlest AR 47t AkEo S
A 2 A4S hYoE UBAE B
ARE SHAAT. SALAE SHsl] 4%

CEREX
2= Z=H(Manufactured in China: M=2.07),
474 AZYMAZ dE(Manufactured in
Japan: M=459)< A74gst3tt 979 49
THA oW BAT YA Z U (Branded
in Germany: M=322), 44 AZIA=Z
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3 RAH 2P £AER PAZ AT AF 9 IR ¥ AR 2Rl © 5049 WihE
= AA =S e U FRE AEHAL & Ao R vehd AA AT ol AZALA
o g SHAIAE TEA4 A FLE =7 7b A EAE Eedte AR gREe
o] F AFFE AEEAT T ARl 484 Aol Aot dAjeh= Aol wabA
AZEE oF 15%elom gk Alge] FHd X 7HE 12 7 AlET EFlA AR E A
YAt dBHOE S AN AANE M 28 AE® A% FHHA A 27
of wel SRS sol T ORE H ol BAAA QAN 2F BT YA ¢
8 HEE s N2 UL AgEde) SRAuT o)
B2 Fol TS AR QMRS B 29 OF mRolN © 2AA UE &S F
Boz 2P2HS FYe MRS AANY 847 2 FuEE ugn ok $4EA
I A b 5o AREoR FHEHAES ol STHAE oAl AFAHE T 2H4 A9
AA A7t LAEA 47 skATh S ZAM Azl SHARD AlFd sl
929 FrHE IS dnTth weA
CE 4) ALK ZFHof| mE LK =2t
- Attitude Quality Perception Purchase Intention
T Audio Clothes Audio Clothes Audio Clothes
Positive 4.55 47 4.89 514 3.87 4.20
Negative 3.89 431 3.42 4.09 311 3.74
F(fel) 0.000* 0.031%** 0.000* 0.000* 0.000* 0.013™**
* p<0.000, ** p=<0.01, *** p<0.05
CE 5) SEAR| S7I9Ent tAX|Ae| =EA XMakd st
e Attitude Quality Perception Purchase Intention
Audio Clothes Audio Clothes Audio Clothes
Promotion 4.63 472 441 4.83 3.76 415
Prevention 3.80 4.29 3.89 4.39 321 3.78
F(fels) 0.000* 0.021%** 0.013%** 0.023%** 0.004** 0.049%**
* p=<0.000, ** p<0,01, *** p=<0.05
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Su Attitude Quality Perception Purchase Intention
Audio Clothes Audio Clothes Audio Clothes
Promotion 491 5.01 5.16 541 4,10 453
Positive Prevention 4.08 4.30 453 478 3.56 3.75
F(fFelas) 0.000* 0.003** 0,017 0.012%** 0.041%** 0.003**
Promotion 4.26 4.33 4.08 4.00 3.32 3.65
Negative Prevention 3.60 429 410 410 2.94 3.81
F(#Fo+s) 0.005™* 0.865 0.880 0.937 0.146 0.544
* p<0.000, ** p<0.01, *** p<0.05
7He 2v T AT BTl AR E A il FEACE HATHE AL gudty
7P 39 B sAAR AR 29 R AMsE = As A 2k ole @A AR
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o] AZYMAE dests Afdx & d+9 5.2 A9 sHA| 2 FF AT W
A= FYs AAES AT F Utk 7A

A AZPLA oA e 2EZRA Y w2 ATE o ol Ao 5 A7 W
Pl =EHA G AFH 7 FAHAA A g AT Sk AR, A A
g HA 7hsAdol =tk weba o]F st o] FAAY Aot FAEAQ 73 AFE ol
Mo ZAZXAY 83E olddte A 8% ztol7h e ALE #eFloy dAAE FA
Aolx] gdth EFF BAZQ FHIF =AY A st ZF A FEolAe] Y e w
Foll= 1 FHEol| whbslr|Eo= 384 4 A FOOBE ApSo] F7pH O R AFVE
HE FUYANZ §F o] AEFEE st Ao ZlgY Eojol & Fitolety Ay7bETh

R 38 o|t(Tybout, Calder, and Sternthal E7), & AlgiEs =EZQA HAMT QAR
1981). ol¥ & AEF 749 9 37K 5 THoE BAA Axas 344 AT
ko] 2 7102 dAdHY ANZE 2d Ao ® P ol= Qs HAMZAkA]
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2 883 rteAs A Aot vy AFE ol 2 AR Ao A g9
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B gtk B RAE Este A 7] FRA AzPHA ] GFo] xHxH FF
Holvb AF BAMDIE 7L de A< < YR HEleR sAE S APAR
olmAE rxste] FAA AzUAY 7} ZAZA A 49 FA FEAE 7
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Effects of Country-of-Origin Dimensions on Product
Evaluations: A Role of Motivational Focus

Shin, Sohyoun™
Kim, Sanguk™*
Chaiy, Seoil™™*

Abstract

Considerably many numbers of studies on country-of-origin(hereafter COO) effects have been
presented in international business and marketing areas. Recent studies have been included the
effects of COO of manufacture, parts, and design, as well as the effects of brand origin, reflected by
the accelerating convergent manufacture circumstances and increasingly competitive environments.
Moderating constructs such as knowledge of product category and involvement as individual
variables, have been also introduced and researched in various angles. In addition, how the effects of
COO occur as processes Is also argued in previous studies.

This research has attempted to explain business corporation’s strategic decisions on choosing a
domain of its product manufacturing for several critical reasons, for cost reduction or better image.
We displayed two constructs of brand and manufacture in a positive and negative country image group
to reconfirm the existence of the effects of COO. Additionally, the effects of respondents’ regulatory
fit between their motivational focus and the contents of product messages, have been declared.
Furthermore the respondents’ motivational focus moderates the main effect of COO on product
evaluations in a positive ‘'made-in’ combination, while, surprisingly, it does not statistically moderate
in a negative, except attitude. Based on the results, implications and suggestions on how to plan and
execute more effective marketing strategies regarding COO dimensions, especially COO of manufacture,
are separately presented for each situations when it has already been determined and when it is to be.

Key words: Country-of-Origin(COO), Effects of COO, Country of Brand, Country of Manufacture,
Motivation, Regulatory Focus, Regulatory Fit.
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COO has been studied in various angles in
marketing and international business since
Schooler (1965) introduced a study of product
bias. We authors find that researches regarding
the effects of COO have been approached
roughly in two veins in marketing. To prove
the effects of COO on evaluations in diverse
product categories have been popularly studied
from the beginning. The effects have been
proved in consumer goods as well as in indus-
trial products(Cattin, Jolibert, and Lohnes
1982: Johansson, Douglas, and Nonaka 1985).
Additionally, various dimensions such as manu-
facture, parts, assembly, and design of COO
have been found, and each has been proved to
have a certain level of an effect on product
evaluations(Ahmed and El-adraoui 1994: Chao
1998: Li, Murray, and Scott 2000).

Another stream of the study has been
focused on how these effects occur in psy-
chological processes as cognitive approach. The
psychological processes how the effects of COO
produce and work on evaluations have been

also studied in many previous studies(Gurhan-

Canli and Maheswaran 2000: Hong and Wyer
1989).

Furthermore, moderating constructs such as
previous knowledge level on product category,
respondent’s gender, experience, and level of
involvement have been introduced(Hong and
Toner 1989: Maheswaran 1994).

Meanwhile, motivational focus has been deeply
studied by many scholars in consumer behavior
school of marketing. To explain motivational
duality, regulatory focus has been introduced.
This concept basically accepts there are two
fundamentally different approaches, promotion
focus and prevention focus, to remain in the
state of pleasure, and these affects individual's
minds, thoughts, and also behaviors (Higgins
1997, 1998). These two focuses show different
self-regulation mechanisms(refer {Table 1)).

However, individual's critical motivational focus
has rarely been studied in combination with
the effects of COO on product evaluations. In
recent business environment accelerating bi-
and multi- national product circumstances to get

over increasingly competitive global conditions,

(Table 1) Promotion Focus vs. Prevention Focus

Motivational Focus

Promotion Focus

Prevention Focus

Desirable Goal/State Accomplishment

Safety and Security

Self-regulation Hopes, aspiration, ideals

Duties, obligation, oughts

Behavioral Strategic
Means (Eager means)

Persue of positive consequences

Aversion of negative consequences
(Vigilant means)

Internal Means/Drivers

Aggressive approach & risky strategy

Conservative approach & avoidance

Focus

. . ains vs. non-gains
(Sensitive Conditions) | & &

losses vs. non-losses
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it is worthwhile studying how these two
crucial constructs, positive and negative di-
mensions of COO and motivational focus
measured in regulatory focus scales, work on
product evaluations. Furthermore regulatory fit
between the presented product messages and
the respondent’s motivational focus has been
also explored in the study. The logics of the

study has been presented(refer (Figure 1)).

Conceptual Model

(Figure 2y illustrates our conceptual model
presented in the study. Firstly, the model
emphasizes the main effects of COO on
product evaluations as well as the main effects
of
Additionally, we propose the moderating role of

regulatory fit on product evaluations.

motivational focus(regulatory focus) between

{Figure 1) Anticipation: Moderating Role of Motivational Focus
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the effects of COO and product evaluations.

Country of Origin and Product
Evaluations

COO has been communicated by the phrase
‘Made in (name of country)’ according to Bilkey
and Nes (1982), and country of manufacture
origin has been defined 'nation where the product
is actually produced’ (Chao 1993: Johansson,
Douglas, and Nonaka 1985). Therefore, in the
study COO defines 'home country of brand’
and country of manufacture origin means
‘nation where the product is manufactured and
assembled(Hwang and Kim 2002).

This study has also proved the effects of
COQ, especially the effects of country of ma-
nufacture origin on product evaluations, as proved
in various previous studies. The negative com-
binations of COO in audio category(China) and
clothes category(India) show less favorable pro-
duct evaluations than the positive combinations
(audio: Japan: clothes: Italy), while country
of brand is neutrally set(audio: France: clothes:
Germany) (refer (Table 2)).

Country of Origin and Regulatory Fit

Regulatory fit has been repeatedly studied
and utilized at the front lines of communi-
cations and advertising to customers. When any
eagerness related messages of products present,
customers with promotion focus feel more per-
suasive while vigilance related messages touch
customers with prevention focus more convincingly
(Cesario, Grant, and Higgins 2004: Lockwood,
Jordan, and Kunda 2002). At this point, indivi-
dual's regulatory state meets in the same di-
rection of advertising massages, as a conse-
quence, the individual experiences ‘feeling right’
and furthermore forms affirmative attitudes
towards the products(Higgins 2000, 2002, 2005:
Lee and Aaker 2002: Na and Choi 2005).

To show this effect from fit' clearly, the
authors have presented the eagerness related
messages to all respondents. Therefore, promotion
focus respondents have been expected to feel
fit" while prevention focus respondents have
been expected to feel 'unfit’. The results show
that the respondents who have experienced

fit" molded more positive product evaluations

(Table 2> The Effects of Dimensions of COO on Product Evaluations

Attitude Quality Perception Purchase Intention
Audio Clothes Audio Clothes Audio Clothes
Positive 4.55 471 4.89 5.14 3.87 4.20
Negative 3.89 431 342 4.09 3.11 3.74
F-value 0.000* 0,031 0.000* 0.000* 0.000* 0.013***

* p<0.000, ** p<0.01, *** p<0.05
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(refer (Table 3)).

Country of Origin and Motivational
Focus

When positive combinations of COO have
presented, promotion focus individuals have
been expected to become sensitive and accept
them as 'gains’ compared to neutral while pre-
vention focus individuals have been expected
not to be stimulated much. When negative
combinations of COO have presented, prevention
focus individuals have been expected to
become sensitive and accept them as ’losses’

compared to neutral, therefore, they have been

anticipated to form much more negative eva-
luations compared to promotion focus indivi-
duals in the same situation(Higgins 1997, 1998,
2000).

In the positive COO combinations, respondent’s
motivational focus successfully moderates the
relationship between the COO combinations and
product evaluations. However, in negative com-
bination, respondent’s motivational focus has not
fully moderated the relationship only except
attitude in audio category(refer {Table 4)).

Results, Implications, and Limitations

The effects of COO on product evaluations

(Table 3> Regulatory Fit between Respondent’s Motivational Focus and Product Message

Attitude Quality Perception Purchase Intention
Audio Clothes Audio Clothes Audio Clothes
Promotion 4.63 472 441 483 3.76 4.15
Prevention 3.80 4.29 3.89 4.39 321 3.78
F-value 0.000* 0,021 0.013%** 0.023%** 0.004™* 0.049%*

* p<0.000, ** p<0,0L, *** p<0.05

(Table 4) Moderating Role of Motivation Focus

Attitude Quality Perception Purchase Intention
Audio Clothes Audio Clothes Audio Clothes
N Promotion 491 5.01 5.16 541 4.10 4.53
Pgsgg | Prevention 408 130 453 478 356 3.75
F-value 0.000* 0.003** 0.017%** 0.0127** 0.0417%** 0.003**
‘ Promotion 4.26 433 4.08 4.00 3.32 3.65
Nzg;gve Prevention 3,60 129 410 110 2.94 381
F-value 0.005** 0.865 0.880 0.937 0.146 0.544

* p<0.000, ** p<0.01, *** p<0.05
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have been proved again in the study as well as
the main effect of regulatory fit has been also
proved. However we have partially proved the
moderating effect of motivational focus in the
study. This shows different logics of the study
we originally presented (refer (Figure 3)).

This study is meaningful since the study has
tried to investigate one of the critical individual
variables in motivational approach in the study
of COO. Furthermore, the study has helped
how differently the effects of COO on product
evaluations formulate to each of individuals
with different motivational focus.

Addition to its academical contributions, this
study suggests several pieces of practical
advice, When a strategical business decision of
manufacturing in positive image nation has
been made, marketing approaches considering
both image of country of manufacture origin

and motivational focus can be utilized simul-

taneously. In this specific situation, customer
segmentations based on motivational focus are
recommended to select more persuasive cus-
tomers and to tailor marketing communications
for better performance. However, when a negative
combination of COO has been chosen, it is sug-
gested not to waste a marketing budget to
design segmented programs on customers with
their motivational focus. Thus, concentration of
resources on mitigation of negative image of
manufacture origin is proposed.

However, this study suffers with some limi-
tations including generalizability. In following
studies, different combinations of COO are
recommended to test to broaden the findings
in the study. Also a study regarding regulatory
fit between wvigilance related messages and
motivational focus should contribute to the
depth of the study.

{Figure 3> Final Results: Moderating Role of Motivational Focus
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