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ABSTRACT
The aim of this study is to explore the relationship between perceived risk and price sensitivity after a consumer purchased home
appliances from United States of America, Japan, and Korea. In which, the jamming effects on perceived risk vs. price sensitivity
derived from product image of different nations are emphasized as well. According to the result of investigation acquired from 422
copies of questionnaires out of the issued 540 copies, there are two significant symptoms found as follows: 1. The total effects of
perceived risk have positive effect on price sensitivity while the more time risk and performance risk the product possesses, the more
price sensitivity the consumer will feel. 2. In the jamming effect from the image of origin country, the consumer’ s perceived risk
against price sensitivity will not be affected by the image of manufacturing nation. However, when the image of origin country is
lower, the performance risk, price sensitivity, society risk will become higher with the exception of lower price sensitivity. In contrast,
with better image of origin country, the social risk and performance risk will not cause any influence on price sensitivity.

Keywords : country-of-origin image ; perceived risk ; price sensitivity
Table of Contents

0000000000 0bO00D0o0oooo0oOoDO0oDNiOboboDo0oo00oDOD0DOO0O0oDbOOobOOO0oDOOoDO0OD
OO0wvOoOoooooooooOooobooooobooooobooooovoooooooOoooooOoobooOooDoo
oooooOvibooooooOoooooOoooooOoooooOoooobviibOoooooooobooooDboogoo
coooooOoOoOoxiOboooooo ObooooooOooOoooOooOoDOoOo01DbogUooooooboooooo
ooooooooooolooooobooooobooooobobooooobobooOo3pooooobobobooooo
gboobgooboboboobo40boobobooobooboboboboobooboob40b000bO0DbOn
gboobgoobobooboobgsobgbooboobooboboobooboobooboyoboobOon
goooboobooboboobooboyoboobobooobooboobobobooboobOoob1bonoo
gooobgoobobboboobooboobosgoooboobooooboooboobobobobooober
gboooboobobbobooboobooboboobzrboobobooboobooboboOobOoobOon
gb2800000obo0boo0bo0obobobooboooboobo20b00oboobobobooboooboobon
gooobgo3xsgobobooobooboboboobooobooboooobossbooboboboboooboobOon
ooooboobobossooobooobobobooboooboobooboobooobo3ssooboooooboobon
ooooboobobobobo3soubooboboooboooboobobobooboobuo 440b0oboboobooob
ooooboobobboboobeoddbUObbObO0ObO0ODbODDbODODbDOODbDOODbDODGOODODOUODOO
00ob0o0obo0oboboooboob esObbOobbo0obOoU0b ObUobDbO0ObOoUOUbUobObUOobDeeODO O
goooboobOobobobooobo0obobo e bob0bUObDbOobDUO0ObOObODbDbOObDOOe8OOO
0oobooboobobobooboooboobobo oboAUDbOD DObDOObUO0ObUOoObUobDbOobDOoUoDbDO®

REFERENCES

000000 0C00EoODOODDDO:ODO0000ODO0:000D0OD DODO0ORG)DODI0DDODO0DDODOO0O0DODOOOODOOODO
OO0000O0000o0o00DOoO000oo0o00oooOoooO oooE)yODooDOooOooUoDoO0obOoOooD0ooooDOoooooOg
goooooooOoOoOOoOOOOOOOOOOOOOOOOOOOOOOOODOOOOOODOOOO@YYYIODOODOOODOOO
goooooooOoOoOoOoOOOOOOOOOOOOOOOOOOOOOOOODOOOOOOOEONOOOOODOOOOOOO
gooooooOoOoOoOOOOOOOOOOOOOOOOOOO0O0ORMYLOUODOODOOUOOOOOOOOOOODOOOOBOOO
OO00OOOOOOOOOOOOOOOOOOOOOOOOOOOOOO0O0RIUODODOOOOO—SAS/STATOOOOOOOO
o000 00O oooLooLooo
goooooOOoOogEI)ooooooooogooooooLUoUULULUUDDbbbboooLo o
gooooDObOoDO0OlDbOO0O00DOOO00DOO00DOOO00ODOO0O0DDbOOOODODOO0O0DOO0ODOOEIj)DOODOOOO



0000000000 00ooo00ooo00ooo00o0o0o00oDoO0000o000D0Do0000o000oDoO00DoOooooo
00RO O0DoO00oo00NoDo0000o000oo00Do000D0o0000o00000o000o0D 00005000
00000000000 0oo00ooo00o0D—000000000000000000000000000000 00 O (1998)
0000000000 000ooo00ooo000oDo00o0o000ooo00oDoOo00o0oDoo00ooo00o0oooo0oDooO 00
0o 000000000000 0ND0O000N0000N0O000D0O00D0O0000DDO0000O00O0on 0o0o0O(ROOOO
000000000000 00000o0o000oo00o0oo0o0oo0 D000 oonooooooooooog
O0000000oooo0ooooooooo oooEes) I ooo0Noo00oooooooooooooon-o0ooooon
0000000000000 00000000000 ODO0D0O0D0O0Od Agarwal, Sanjeev. & Sameer Sikri (1996). Country Image: Consume
Evaluation of Product Category Extention. International Marketing Review, 13(4), 23-39. Ahmed, Sadrudin A. & d’ Astou, Alain (1996).
Count-of-Origin and Brand Effects: A Multi- Dimensional and Multi-Attribute Study. Journal of International Consumer Marketing, 9(2), 93-115.
Ahmed, Sadrudin A. & d’ Astou, Alain (1999). Produc-Country Image in Canada and in the People’ s Republic of China. Journal of
International Consumer Marketing, 11(11), 5-22. Baird, Inga Skromme, & Howard, Thomas (1985). Toward A Contingency Model of Strategic
Risk Taking. The Academy of Management Review, 10(2), 230-243. Bauer, & Raymond, A. (1960). Consumer Behavior as Risk Taking. Dynamic
Marketing for a Changing World, In Robert S. Hancock ed., Chicago: American Marketing Association, 389-398. Bilkey, Warren J, & Nes, Erik
(1982). Countr-of-Origin Effect on Product Evaluation. Journal of International Business Studies, 13(1), 89-99. Celsi, Richard L, & Olson, Jerry C.
(1988). The Role of Involvement in Attention and Comprehension Processes. Journal of Consumer Research, 9(15), 210-4. Chao, Paul (1993).
Partitioning Country of Origin Effects: Consume Evaluations. Journal of International Business Studies, 24(2), 291-306. Cordell, Victor (1991).
Competitive Context and Price as Moderators f Country of Origin Preferences. Journal of the Academy of Marketing Science, 19(2), 123-128.
Cordell, Victor (1992). Effect of Consumer Preferences For Foreign Source Product. Journal of International Business Studies, 251-299. Cox,
Donald F. (1967). Risk Handling in Consumer Behavior-an Intensive Study of Two Cases. In Cox, Donald F. (Ed.), Risk Taking and Information
Handling in Consumer Behavior, Harvard Business Press, Boston, MA, 34-81. Crawford, JC. (1984). How US Buyers View South and East Asia as
A Source of Supply. Proceedings of Academy of International Business International Meeting, National Unversity of Singapore. Cunningham,
Scott M. (1967). The Mjor Dimensions of Perceived Risk. In: Cox, Donald F. (Ed.), Risk Taking and Information Handling in Consumer Behavior,
Harvard Business Press, Boston, MA, 82-264. Dawar, Niraj. & Parker, P. (1994). Marketing Universals: Consumers’  Use of Brand Name, Price,
Physical Appearance, and Retailer Reputation as Signals of Product Quality. Journal of Marketing, 4(58), 81-95. Dowling, Grahame, R. (1986).
Peceived Risk: The Concept and Its Measurement. Psychology nd Marketing, 193-210. Erickson, Gary M., Johansson, Johny K, & Chao, Paul
(1984) . Image Variables in Multi-Attribute Product Evaluations: Country of Origin Effects. Journal of Consumer Research, 11, 694-69. Erickson,
Gary M. & Johansson, Johny K (1985). The Role of Price in Multi-Attribute Product Evaluations. Journal of Consumer Research, 9(12), 195-199.
Floh, A. & Treiblmaier, H. (2006). What keeps the e-banking customer loyal? A multigroup analysis of the moderating role of consumer
characteristics on e-loyalty in the financial service industry. Journal of Electronic Commerce Research, 7(2), 97-110. Gatignon, H. (1984).
Competition as a moderator of the effect of advertising on sales. Journal of Marketing Research, 27(4), 387-398. Goode, M. & Moutinho, L. (1996).
The effects of consumers age on overall satisfaction: A application to financial services. Journal of Professional Services Marketing, 13(2), 93-112.
Grewal, D., Gotlieb, J., & Marmorstein, H. (1994). The Moderating Effects of Message Framing and Source Credibility on the Price-perceived Risk
Relationship. Journal of Consumer Research, 7(21) , 145-153. Hampton, Geralk M. (1977). Perceived Risks in Buying Products Made Abroad by
American Firms. Baylor Business Studies, October , 53-64. Han, C. M. (1989). Country Image: Halo or Summary Construct. Journal of Marketing
Research, 26(2), 222-229 Han, C. M., & Terpstra, Vern (1988). Countr-of-Origin Effects for Uni-National and Bi-National Products. Journal of
International Business Studies, 19(2), 235-256. Han, C. M. (1990). Test the role of Country Image in Consumer Choice Behaviour. European
Journal of Marketing, 24(6), 24-40. Hoch, Stephen J., & Young-Won Ha (1986). Consumer Learning: Advertising and the Ambiguity of Product
Experience. Journal of Consumer Research, 9(13), 221-33. Huber, J., Holbrook, M. B., & Kahn, B. (1986). Effects of competitive context and of
additional information on price sensitivity. Journal of Marketing Research, 23(3), 250-260. Hullard, J. S. (1999). The Effect of Country-of-Brand
and Brand Name on Product Evaluation and Consideration: A Cross-Country Comparison, Journal of International Consumer Marketing, 11(1),
23-40. Hsieh, A. T., & Chang, W. T. (2004). The effect of consumer participation on price sensitivity, Journal of Consumer Affairs, 38(2), 282-296.
Jacoby, J., Olson, J. C., & Haddock,R.A. (1971). Price, Brand Name and Product Composition Characteristics as Determinants of Perceived
Quality. Journal of Applied Psychology, 55(6), 570-9. Jacoby, J., & Kaplan, L.B. (1972). The Components of Perceived Risk. in Advance in
Consumer Research, M. Venkatesan, ed. Chicago: Association for Consumer Research, 383-393. Johansson, J.K, Douglas, S.P, & Nonaka, I.
(1985). Accessing the impact of Country of Origin on Product Evaluations : A New Methodological Perception. Journal of Marketing Research,
11(2), 388-396. Kamen, J. M., & Nelson, P. (1974). The economic consequences of advertising, Journal of Business, 48(2), 213-241. Kanetkar, V.,
Weinberg, C. B., & Weiss, D. L. (1992). Price sensitivity and television advertising exposures: Some empirical findings, Marketing Science, 11(4),
359-371. Kaplan, L.B., Szybhillo, G.J., & Jacobhy, J. (1974). Components of Perceived Risk in Product Purchase: A Cross- Validation. Journal of
Applied Psychology, 6(59), 287-291. Kotler, Philip (2003). Marketing management 11th ed. Prentice Hall International, Inc. Li, Z., Murray, L., &
Scott, D. (2000). Global Sourcing, Multiple Country-of-Origin Facets, and Consumer Reactions. Journal of Business Research, 47(2), 121-133. Li,
Zhan G., & Dant, Rajiv P. (1997). Dimension of Product Quality and Country- of-Origin Effects Research. Journal of International Consumer
Marketing, 10(7, 8), 93-115. Lumpkin, J. R., Crawford, J. C., & Kim, G. (1985). Perceived risk as a factor in buying foreign clothes. International



Journal of Advertising, 4(2), 157-71. Martin, 1. M., & Eroglu, S. (1993). Measuring a Multi-Dimen-Tional Construct. Journal of Business Research,
28,191-210. McConnell, D. J. (1968). An experimental examination of the price-quality Relationship. Journal of Business, 41(6), 439-444. Mitchell,
V.W. (1999). Consumer Perceived Risk: Conceptualizations and Models. European Journal of Marketing, 33(1/2), 163-195. Monroe, K.B. &
Petroshius, S.M. (1981) . Buyers' Perceptions of Price: An Update of the Evidence. Perspectives in Consumer Behaviour. In Kassarjian, H. H. and
T. S. Robertson, (Eds.) (3rd ed.) Glenview, IL: Scott,Foresman & Company. Murray, K.B., & Schlacter J.L. (1990). The Impact of Services versus
Goods on Consumers: Assessment of Perceived risk and Variability. Journal of theAcademy of Marketing Science,18, Winter, 51-65 Nagashima, A.
(1970). A Comparison of Japanese and U. S. Attitdes Toward Foreign Products. Journal of Marketing, January, 34, 68-74. Nes, Eric., & Warren J.
Bilkey (1993). A Multiple Cue of Countr-of-Origin Theory. Nicolas Papadopoulos and Louis Heslop. Eds. In Product-Country Image Impact and
Role in International Marketing, Chap. 7, International Business Press. Binghamton.NY. Olson, J.C. (1977). Price as an Informational Cue: Effects
on Product Evaluations. In A. G Woodside, J. D. Sheth, and P. D. Bennett (eds.). Consumer and Industrial Buying Behavior, New York” Elsevier,
267-286. Olson, Jerry C., & Jacoby, J. (1972). Cue Utilization in the Qualit Perception Process. In M. Venkatesan (Ed.), Proceedings of the Third
Annual Conference of the Association for Consumer Research. ed., College Park, MD: Association for Consumer Research, 167-179. Osgood, C.
E., & Tannenbaum, P. H. (1957). The Principle of Congruity in the Prediction of Attitude Change. Psychological Review , 62, 42-55. Pereira, A.,
Hsu, C.C., & Kundu, S.K.(2005). Country-of-Origin Image: Measurement and Cross-National Testing. Journal of Business Research, 58(1),
103-106. Peterson, Robert A., & Jolibert, A. (1995). A Met-Analysis of Country-of-Origin Effects. Journal of International Business Studies, 26(4),
883-900. Rao, Akshay R., & Monroe, Kent B. (1988). The Modernizing Effect of Prior Knowledge on Cue Utilization in Product Evaluations.
Journal of Consumer Research, 9(15), 253-264. Roselius, Ted (1971). Consumer Rankings of Risk Reductions Methods. Journal of Marketing ,
35(1), 56-61. Roth, M. S., & Romeo, J.B. (1992). Matching Product Category and Country Image Perceptions: A Framework for Managing
Country-of-Origin Effects. Journal of International Business Studies, 64(3), 477-497. Saeed, S. (1994). Consumer Evaluation of Products in a
Global Market. Journal of International Business Studies, 25(3), 579-604. Samiee, S. (1994). Customer Evaluation of Product in a Global Market.
Journal of International Business Studies, 25(3), 579-604. Schooler, Robert D. (1971). Bias Phenomena Attendant to the Marketing of Foreign
Goods in the U.S.. Journal of International Business Studies, Spring, 71-80. Shapiro, B. P. (1968). The Psychology of Pricing. Harvard Business
Review, 46, 14-25. Stone, R. N. & Gronhaug, Kjell.(1993). Perceived risk: Futher Considerations for the Marketing Discipline. European Journal
of Marketing, 27, 39-50. Sweeny, J.C., Soutar, G. N. & Johnson, L.W. (1999). The Role of Perceived Risk in the Quality!\VVValue Relationship: A
Study in a Retail Environment. Journal of Retailin , 75(1), 77-105. Taylor, J. (1974). The Role of Risk in Consumer Behavior. Journal of Marketing
, 4(39), 54-60. Teas, K. R. & Agarwal, S. (2000). The Effect of Extrinsic Product Cues on Consumers’  Perceptions of Quality, Sacrifice, and
Value. Journal of the Academy of Marketing Science , 28(2), 278-290. Tse, David K., & Gerald Gorn (1993). An experiment on the Salience o
Country-of-Origin in the Era of Global Brands. Journal of International Marketing, 1(1), 57-75. Tse, D.K., & Gorn, G.J. (1993). Removing
Negative Country Images: Effects of Decomposition, Branding, and Product Experience. Journal of International Marketing, 1(4) , 25-48. Verlegh,
P. W. J., & Steenkamp,J .B. E. M.(1999). A Review and Meta-analysis of Country-of-Origin Research. Journal of Economic Psychology, 20,
521-546. Witt, J. & Rao, C. (1992). The Impact of Global Sourcing on Consumers Country-of-Origin Effects on Perceived Risk. Journal of Global
Marketing, 6(3), 105-128. Wood, C.M., & Scheer, L.K. (1996). Incorporating Perceived Risk Into Models of Consumer Deal Assessment and
Purchase Intent. Advances in Consumer Research , 23, 399-404. Zeithaml, Valerie A. (1988). Consumer Perceptions of Price, Quality, and Value:
Means-End Model and Synthesis of Evidence. Journal of Marketing, 7(52), 2-22.



