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Abstract

In Korea, the industry and marketing of livestock has grown because of increases in
consumers’ income and changes in food consumption trends. Livestock production and
consumption increased tenfold from 1970 to 2018, and this rise will continue. However, the
quality of marketing information for Korean livestock has remained low. The Korea Institute
for Animal Products Quality Evaluation (KAPE) operates programs that provide marketing
information on livestock, but the social benefits of these programs have not been objectively
evaluated. The purpose of this study was to estimate the social benefit of the programs
offering marketing information on Korean livestock. Survey and analysis using an economic
model (double-bounded dichotomous choice contingent valuation model), revealed a few
findings. First, the users of the marketing information programs offered by KAPE recognized
the value of these programs and demonstrated their willingness to pay for this marketing
information. Second, the social values of the programs offering marketing information on
livestock were estimated as 1.1 billion won (marketing information on main livestock) or 5.3
billion won (price information on poultry), and these social values were 2 or 6 times greater
than the cost to operate the programs for offering information. Finally, the program that
provides marketing information on domestic livestock provides sufficient social benefits, so
KAPE should expand these programs.

Keywords: contingent valuation method, double-bounded dichotomous choice
contingent valuation model, marketing information, survey analysis

Introduction

Sl A2 A S Bolal =t &-F2] S AJateFo] 1970 1658 EoilA]
2018 177.6%H =2 = 10.88l Z7Fet Z o] T2 Q1 of]o|th(Nonghyup Livestock Center, 2021).
o|2{gt A4kl o] 111 Sl £H|AHE] 45 71 9 AlGTe| Hs) Fof e &F 4AH]
37ke] 22 & 4 Qled), vt 1919 857 AnlRfo] -2 7|7F Bt 5.2 keollA 53.9
kgQ 2 1048 Z71 F =2 v whE A £=5 BYS o FAE 4 Atk Nonghyup
Livestock Center, 2021). ]2} o] ZAMZE0] AYAF A 4] 57} A A stal Q= RhH, =
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Z4HE 5ol w9 A= thFsA| X8 & o] k=t Jeon and Chai (2009)= 4|117] 5FA|Q] AEjet a3H=
2AISH] AJAREE AATSHRAAL, Jeong et al. (2011)= F-2Ut FAHET S4HE R-8A41A1E 246k SAHE9
=71 PEAI717] gk Weks =2lstint. $HH A out Al o] thah AFRl A FgFo|u 7Hx| & 7l AT e
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(2019)— 2yt Aol M ef £]117] wwoll thgk fIAbA] TAIA| Q] Akl G2 H 7162 M. Kim and
Jeon (2020)2 Z| o]47F H AL Q= AlRHF-SAIE](EPC, egg processing center)2] 71 ol TSt ALS] A 7H2| & 274
Skl o)/de] Al °“°4%1C 2 —OrElUrEP FAMES] 5 = W A= E BAs ALY £ F2ol ‘1H°P 7k &
7kl =tl, 2yt SAHE 7578 E AFdol] thgt AFRl 4 7HA] & 7 lshe b oFAl7ER l SRl /\}’“
o|t}. o]of] & A== °494 F4HE 57 E Aol tigh AR A 7HX| & AR AR A 2
FAsIAL AAPES A A5 el = st
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23 7HH(CVM, contingent valuation method)y2 AR&-SHITE. 2l 7H37Hx|g 72 Aol A A= 2] 9= 2+
A 5ol thgt 71 & H71sh7] flof =dE 7]k olnt. sl e]e] o34 A=<= Mitchell and Carson (1989), Carson
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Materials and Methods
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Table 1. Summary of the respondents. (Unit: %)
o Share

Classification Total Poultry price information Livestock information

Age
20-29 72 74 7.0
30-39 284 29.6 27.0
40-49 36.0 40.0 313
50-59 272 222 33.0
Over 60 12 0.7 1.7
Total 100.0 100.0 100.0

Sex
Male 744 74.8 73.9
female 25.6 252 26.1
Total 100.0 100.0 100.0

Residence
Metropolitan city 152 193 104
Gyeonggi 26.0 28.1 235
Gangwon 72 8.1 6.1
Chungcheong 19.6 14.1 26.1
Jeolla 16.0 15.6 16.5
Gyeongsang 152 133 174
Jeju 0.8 L5 0.0
Total 100.0 100.0 100.0

Job
Production 109 164 44
Marketing 30.8 21.6 41.6
White collar 312 32.1 30.1
Public 16.6 23.1 8.8
Specialty/free 6.5 22 11.5
Etc. 40 4.5 35
Total 100.0 100.0 100.0

Education
Highschool 9.6 8.1 114
BA 739 785 684
MA 10.8 11.9 9.6
Ph.D 5.6 L5 10.5
Total 100.0 100.0 100.0

Income
Less than 2 mil. Won per month 53 53 53
2 mil. won - 4 mil. won per month 512 53.0 49.1
4 mil. won - 6 mil. won per month 26.8 28.0 254
6 mil. won - 8 mil. won per month 6.9 53 8.8
8 mil. won - 10 mil. won per month 73 53 9.6
More than 10 mil. won per month 24 3.0 1.8
Total 100.0 100.0 100.0

BA, bachelor’s degree; MA, master’s degree; Ph. D, doctor of philosophy.
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Table 2. 1% and 2" bidding amount.

Classification 1* bidding (won)” 2" bidding (won)
Livestock marketing information 1,000 Yes in 1st bidding 2,000
1,000 No in 1st bidding 500
3,000 Yes in 1st bidding 6,000
3,000 No in 1st bidding 1,500
20,000 Yes in 1st bidding 40,000
20,000 No in 1st bidding 10,000
100,000 Yes in 1st bidding 200,000
100,000 No in Ist bidding 50,000
Poultry marketing information 500 Yes in 1st bidding 1,000
500 No in 1st bidding 250
3,000 Yes in 1st bidding 6,000
3,000 No in 1st bidding 1,500
20,000 Yes in 1st bidding 40,000
20,000 No in Ist bidding 10,000
100,000 Yes in 1st bidding 200,000
100,000 No in Ist bidding 50,000

” The 1st bidding is randomly selected after reviewing from specialty group meeting referring similar information opening service.

Table 3. Explanation for the variables.

Variables Explanation

Bidl 1st bidding

Bid2 2nd bidding (twice of the 1st bidding is provided if yes in 1st bidding, half of the 1st bidding is provided if no in 1st
bidding)

Typel Types of marketing information usage

Intv Frequency of marketing information usage

Usage Degree of usage of marketing information at workplace

Interest Field of most interested part of the marketing information

Musage Marketing information that is used most

Intent Intention of marketing information usage in the future

Satis Satisfaction of the marketing information usage?

Recom Recommendation of the information to other people

Answerl Yes of no to 1st bidding

Answer2 Yes of no to 2nd bidding

Oneval Evaluating the value of marketing information of one-time use

Yearval Evaluating the value of marketing information of usage in year base

Age Age

Sex Male or female

Region Region on residence

Job Job

Education Final education level

Income Income level
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FAE R E ARl thdt ‘o] FFRA B F A NA 12} A A Gl thgt ‘oot 2] S H]&
2 The Table 49+ 226, 121 A A S A (bid1)°] ZoPd -5 H2 7k2]7F L AA gt 2 A on|shs off
2t31 -3 (answerl)SF B 0], 1,002 AAIFE wf 77%, 3,0009S AAIRS ©f 43%, 20,0009 A AIFS o
30%, 100,00090& A AIZ w 0% H2F 2folA|= 2 o= Uttt} S84 0 2 A Al F-o] obd 45 11 71|
of &&sh= Hl&o] WokAl= 2 o= veht 24 Aaprt 92| 2]Ql 210 skt ojojA 2 AYHsES
go] 7749 A7} Table 50Nl A A ] =T, 0l & EHR F4tE F-54 2 ZAMI AEL| 7Hx]of thgt “Al=
OJFFHWTP)2 13] o] 8ol 544809” 0. & =Tt

Table 4. Results for the 1st bidding about the value of livestock marketing Information.

, Bidl
Variables 1,000 3,000 20,000 100,000 Total
Number
Answerl
No 7 17 3 20 67
Yes 2% 13 10 0 47
Total 31 30 33 20 114
Ratio (%)
Answerl
No 258 56.67 69.7 100 58.77
Yes 7742 8333 303 0 423
Total 100 100 100 100 100

Table 5. Result of the estimating WTP for the value of livestock marketing information.

Variables Coef. Std. Err. z p>z [95% Contf. interval]

Beta
Typel -1,944.961 1,809.855 -1.07 0.283 -5,492.213 1,602.29
Intv 1,641.232 1,946.679 0.84 0.399 -2,174.189 5,456.652
Usage 3,340.433 3,619.553 0.92 0.356 -3,753.761 10,434.63
Interest 2,019.757 1,565.139 129 0.197 -1,047.859 5,087.374
Musage 286.3857 3,181.589 0.09 0.928 -5,949.414 6,522.185
Intent 420.9298 4225945 0.10 0.921 -7,861.77 8,703.63
Satis 4,349.635 3,962.647 -1.10 0272 -12,116.28 3,417.01
Recom 4,927.753 3,076.482 1.60 0.109 -1,102.041 10,957.55
Oneval 1.226675 0.2230695 5.50 0.000 0.7894668 1.663883
Age 540.9091 2,255.577 0.24 0.810 -3,879.94 4,961.758
Sex 7,682.062 4,122.045 1.86 0.062 -396.9982 15,761.12
Region -1,213.335 1,263.355 -0.96 0.337 -3,689.465 1,262.794
Job -660.0909 2,138.37 -031 0.758 -4.851.219 3,531.038
Education 2,732.658 2,995.752 091 0.362 -3,138.907 8,604.223
Income -1,678.61 2,408.383 -0.70 0.486 -6,398.953 3,041.734
_cons -28,342.7 2,4220.17 -1.17 0.242 -75,813.36 19,127.96

Sigma
_cons 11,581.83 1,390.577 833 0.000 8,856.347 14,307.31

WTP 54,479.76 8,374.557 6.51 0.000 38,065.93 70,893.59

Number of obs = 87, Wald chi2 (15) = 56.05.
Log likelihood = -128.82354, Prob > chi2 = 0.0000.
Coef., coefficients; Std. Err., standard errors; Conf. Interval, confidence interval; _cons, constant; WTP, willingness to pay.
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Table 6. Results for the 1% bidding about the value of poultry marketing information.
Bidl

Variables 500 3,000 20,000 100,000 Total
Number
Answerl
No 13 26 24 31 94
Yes 3 9 6 3 41
Total 36 35 30 34 135
Ratio (%)
Answerl
No 36.11 74.29 80 91.18 69.63
Yes 63.89 2571 20 882 3037
Total 100 100 100 100 100

Table 7. Result of the estimating WTP for the value of Poultry Marketing Information.

Variables Coef. Std. Err. z p>z [95% Conf. interval]

Beta
Intv 237457 897.28 0.26 0.791 -1,521.179 1,996.093
Usage -239.091 1,208.177 -0.20 0.843 -2,607.074 2,128.892
Interest -1,515.443 1,792.118 -0.85 0.398 -5,027.93 1,997.045
Musage 939.7788 1,457.586 0.64 0.519 -1917.037 3,796.594
Intent 2,302.266 2,055.921 1.36 0.173 -1,227.265 6,331.796
Satis -3,139.341 2,342.461 -1.34 0.180 -7,730.481 1,451.798
Recom 2,019.706 2,056.177 098 0.326 -2,010.327 6,049.739
Oneval 1.158305 0.1130193 10.25 0.000 0.9367914 1.379819
Age 529.1869 1,140.536 0.46 0.643 -1,706.222 2,764.596
Sex 2,211.379 2,032.536 1.09 0.277 -1,772.317 6,195.076
Region -133.7881 535.5718 -0.25 0.803 -1,183.489 9159134
Job -444.5966 1,132.709 -0.39 0.695 -2,664.665 1,775.472
Education -6,119.967 2,024.335 -3.02 0.003 -10,087.59 -2,152.343
Income 1,992.135 1,116.195 1.78 0.074 -195.5674 4,179.837
_cons 10,933.62 8,882.816 1.23 0.218 -6,476.378 28,343.62

Sigma
_cons 5912.782 696.1611 8.49 0.000 4,548.331 7,277.233

WTP 22,915.56 2,207.933 10.38 0.000 18,588.09 27,243.03

Number of obs = 109, Wald chi2 (14) =119.86.
Log likelihood = -121.29934, Prob > chi2 = 0.0000.
Coef., coefficients; Std. Err., standard errors; Conf. Interval, confidence interval; _cons, constant; WTP, willingness to pay.
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Results and Discussion

HHEo| AR ZNIH 7k Wt 23t

AERAS By S B5 B4 i}, FA4AME & & 3
WTP)= 54480 0= A EH, 11AZF ARGof| thgh o]-87kx| = 138%F 93 @l 0. 2 A& ]t} AH|AF=ol|A| 4]
ARG A3k 70 B 13]9] o] 871 42,2400 0] 3L 1WZF 0]-8714] 1,081,464 02 o] FFEAT R of]
H5| AFHE 2 & 4= Utk o|FA| o] FUEA AT 22 P w ke B3 glo] A A 2AME M= AS-
7kz)oll tisl 1571t Y13 do] = Aotk o 7]A] 11 dXt ARl Tt o] -8 71| 1389k 93 2 13] o]-&7}4]
422409001 17 - EAL] AT o] 831421 25.58] 5 H3HAL o 7|0l FAl| B E ol = 7|2 812)E JF)
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af, Jﬂr*”ﬂb ASIAAA 7= 1dS 7122 oF 119 2,8005F o] 7] of| At thu] AFS] 7 A4 mhy7Fx] = oF
2.11HHo] E5h= 71 0. 2 2 Hth(Table 8).

TVARE 7HE ZAREE ] 711 Bt 13] o] 87| (ClF A EE WTP)= 22916102 A=, 11d7F A
&of tigt 0137Pi]h 7059 790 8 AL} o] Ao ofo] ZAME 9 EHH ZAI T} H| L5}, A4
SOl A 21225 Ak, 7HR - 18]9] o]- 871 21,074 0] 2 11d7F 0]-871] 6,490,131 Y 22 o] FFE
Aeietof vls) AFHE AS o 4= Qe o714 193 ARgoll thgt o] 87| 7059+ 742 18] 0]-§7}4]
229160l 11 A7+ SEA}o] A 0]-831421 308.0 3](1 365Y =, 7FEAHE9] 72 ujd AR 714 A B 7} A
e F3L, of 7)ol AR FEE wopl = B E| A 427655 F5HH, F A7 7H]E 2F 539 99008 o
2 AP B4 oA AR 9] A7 AFdeflate] 89 9300RHI Q1 -2 7hetst wff, by e = ALS) A A 7= 1
S 7|22 = 9F 539 99007t o] 2= o4t tiu] ARR) A4 ah Y717} eF 6.05H 0l Dot Ao g A EH T

SH ZAAIRIC] 7ol B 13] o] &7 (O|FFEA
6‘1_

(Table 9).
Table 8. Social value of the livestock marketing information. (Unit: Won)
Classification Value of one-time use Value of year bae Yearly budget
Direct WTP
Mean per person 42,420 1,081,464
Total (812) 34445272 878,148,554
Double- bounded WTP 535,000,000
Mean per person 54,480 1,388,924
Total (812) 44,237,760 1,127,306,339
WTP, willingness to pay.
Table 9. Social value of the Poultry Marketing information. (Unit: Won)
Classification Value of one-time use Value of year bae Yearly budget
Direct WTP
Mean per person 21,074 6,490,131
Total (812) 16,121,244 4,964,950,179
Double- bounded WTP 893,000,000
Mean per person 22916 7,057,409
Total (812) 17,530,740 5,398,918,057
'WTP, willingness to pay.
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olol 8- FR, FAHE SEAE ZAMIAT 7FEARE 7H ZAPAIRIS ol 8517] 918 28 ol
£ Foh50] 77t 52 2702 AZE o] dF AIISS Bol A FE= AR ek AF)H 7127} E2s]
£ 2102 B, 2 AR ES) ot 151 s ol e 29 202 el g A s S
5} o] Eget Zlow Bk of2jd Ak i} 2448 §5 Pel AR} ob7i] SE5iA] o
O} 5 AIRI2 S AN 715 SAPE] = A} hE 20 2 cfE]7] ofele 8ol 7]y Aol
shH S4HE SEA R 2AMAIRI0] 18] o] 87HH| (5448097} 7FRARE 7HA 2AbALRI o) 194 olmrxl(zz 916%)
o] 248 DT Rzt o] THFAFES TG TloRE BAbo] SEARE AT F4HE FEHR ZAM}
2ollq A ZEE Hre] woletoFo] o 2.9 Mok 7] el Ao 2t L%oﬂ 2] ol Ak tiu] A}
AAA SR = 7FRARE 7H 2ARRI6.05H0] AHE SEA R ZARRI. E RO £ ASE
o], o) 7} ARl thet AR Alele] TR AT O R AXg AR 40 Ab 50| AZeHe FRE W HE 5
ol o Fol e ATz AT A Sellie 25 $EAR 3 h3AE $E4 Rl tie Jlmebt A
3] elofgic], At 5 QR F2o| 49 A YAl EofeAolMe] 7|27 423} Hatel] Atslo] 9l 2o
ApgFo|r} weba 712 ARE 7 ZARIR] A B Etio] Tt Bk 2l So] 11EE Wt it

§2 HJO ;2

Conclusion

2 U}_A} =] EOé R %6]1 —i— 39] A}<]o]] I:HoP 7]—1]% 2235 A} AZF 7427} oF 119 2,800 Y(EAHE
FEHE ZARRD L oF 539 99007t A(7Ha4tE 7H ARG S 2 S & o] AR 2ol FU &= oflite]
A& FEohl Qe A o2 FAE ]I o= dlF A 9] B Aw Bid/do] el =2 A=

HojRE ZoR $F alF A5 N4Hel 9L BE, = Hup Wed 2o Bk 4 itk ot
SAEE Al Zote AFY oS AFAISHAL g2 ARt
H‘ﬂ% AT RS AL A Esto] et cheket § 541
ZAAFA T} 7FE2ARE 71E ZARAT o] T 9]

AZD 4 A=S . beg)
el A1) SR B 45, 7F4HE 7] ZAels] ok o 3o € 2 el s Al
Soiol 942915 5 West e Hos Bu

2 Q7L ZUH 2o Uk FAE R AT B 712 ZAAol e ARSI A A
7HE Fgsto] NS EESIGich A BT} o] 22 WpHEo] it AAH AL ZASHAIR, Seluket
FAM2 S5 R0l thet 34 Aol Ego] 52 7|efaiet
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