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Abstract: This study investigates the impact of unique sampling techniques on the evaluation of customer threat 

perception. Because hazard perception affects consumer decision-making and market behavior, it is critical for 

businesses and legislators to comprehend it. To determine their efficiency in capturing images from different 

angles, the study contrasts possibility-based tactics (like stratified sampling) with non-chance techniques (like 

convenience and quota sampling). Statistical tools were used to analyze data from different patron companies in 

order to evaluate the validity, reliability and potential biases of each method. Results show notable variations in 

outcomes, highlighting the critical role that sampling strategy plays in the accuracy of research. The study offers 

recommendations for choosing suitable approaches, which enhances the rigor of consumer risk or alpha risk 

research.  

 

Keywords: Consumer Chance Notion, Sampling Methodologies, Probability Sampling, Non- Opportunity 

Sampling, Stratified Sampling, Convenience Sampling, Quota Sampling, Research Reliability, Sampling Bias, 

Choice-Making, Marketplace Behavior, Methodological Rigor. 

  

1. Introduction  

 

1.1. Importance of Consumer risk 

Perception 

Consumer hazard belief drastically impacts buying 

decisions, especially in an era where clients are 

increasingly more privy to product safety, great, and 

sustainability. Risk belief involves assessing the 

potential damage or gain related to a services or 

products, encompassing various dimensions along 

with fitness, environmental impact, and monetary 

elements. Understanding how clients perceive these 

risks facilitates agencies refine their services, 

enhance communique techniques, and maintain a 

competitive area inside the marketplace. 

 

1.2. The Impact of Risk Perception on 

Consumer Behavior 

Risk perception influences client behavior with the 

aid of influencing their willingness to buy items and 

services. Higher perceived risks can deter 

consumers from creating a purchase, mainly while 

it involves health-associated concerns, 

environmental sustainability, or economic 

uncertainty.  
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As purchaser focus grows regarding problems 

which include weather trade and social 

responsibility, businesses need to deal with these 

risks to construct trust and loyalty with their target 

market. 

 

1.3. Sampling Methodologies in 

Consumer Research 

Sampling methodologies are essential in 

understanding consumer risk belief, as they 

determine how as it should be statistics is 

accumulated and generalized. Different sampling 

methods, which include probability-primarily based 

sampling (e.g. random, stratified) and non-

opportunity sampling (e.g. comfort, quota), yield 

extraordinary insights into purchaser attitudes and 

behaviors. Each approach has its strengths and 

limitations, that could affect the reliability and 

validity of research findings. 

 

1.4. Probability vs Non-Probability 

Sampling 

In patron studies, major sampling techniques are 

typically employed: probability sampling and non-

possibility sampling. Probability sampling 

guarantees each person within the populace has a 

recognized danger of being decided on, which will 

increase the representativeness of the sample. Non-

opportunity sampling, whilst less statistically 

rigorous, is frequently utilized in exploratory 

studies and gives practical advantages in phrases of 

value and time performance. The desire between 

those methodologies relies upon at the research 
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targets and to be had resources. 

 

1.5. Influence of Media on Consumer Risk 

Perception 

The media performs a essential position in shaping 

consumer chance perceptions, mainly in industries 

suffering from public crises or scandals. News 

reports, social media discussions, and public 

recognition campaigns can significantly extend or 

mitigate the perceived dangers associated with sure 

merchandise or manufacturers. As a result, clients' 

attitudes may additionally shift swiftly primarily 

based on the kind and frequency of media publicity, 

making it crucial for organizations to manipulate 

their public photograph successfully. 

 

1.6. The Role on Induced and Organic 

Image in Risk Perception 

Consumer risk perception is also inspired by the 

'brought about photo' (information provided by 

companies or institutions) and the 'organic image' 

(facts from trendy resources together with social 

media and phrase of mouth). While caused image can 

be controlled thru advertising efforts, organic 

photograph is harder to manipulate and may be 

greater influential in shaping client perceptions. 

Understanding how each sorts of image have an 

effect on hazard notion can assist groups tailor their 

strategies to mitigate bad views and decorate 

advantageous perceptions. 

 

1.7. Implications for Risk Management in 

Business Strategy 

Effective danger management is important for 

corporations to address patron worries and hold a 

strong marketplace function. Understanding how 

threat belief varies throughout exceptional 

customer segments and product categories lets in 

organizations to plan targeted strategies for dealing 

with these dangers. Whether via product 

adjustments, stepped forward verbal exchange, or 

transparency concerning sustainability practices, 

corporations can build purchaser self belief and 

reduce the bad influences of perceived dangers on 

their brand photograph.

 

 

 
Fig 1. Implications in Business Strategy for Risk Management 

 

2. Literature Review  

 

2.1. Defining Risk Perception in Consumer 

behavior 

Consumer threat perception refers to the perceived 

probability of bad results that might end result from 

the use of a service or product. These effects can be 

financial, health-related, or environmental. 

Understanding how customers understand dangers 

allows corporations create products which can be 

seen as safe and trustworthy. This belief affects 

their shopping choices, making it crucial for 

corporations to deal with and manage these 

concerns effectively. 

 

 

 

2.2. The Significance of Accurate 

Consumer Sampling in Research 

In consumer threat notion research, the approach of 

sampling is crucial to obtaining accurate, 

representative records. Different sampling tactics, 

including random and comfort sampling, have an 

effect on how properly the outcomes may be 

generalized to the broader population. An effective 

sampling method guarantees that the data as it 

should be reflects the views and behaviors of the 

target audience, which is crucial for significant 

conclusions and actionable insights. 
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2.3. Limitations and Advantages of 

Random sampling in Consumer Studies 

Random sampling is a commonplace method in 

patron studies, offering a sturdy basis for 

generalizability considering the fact that every 

character has an equal danger of being decided on. 

However, demanding situations together with 

higher charges and time requirements regularly 

make random sampling less feasible for large-scale 

studies. Despite those barriers, random sampling 

stays a dependable approach for making sure the 

statistical validity of threat notion records. 

 

2.4. Exploring Alternative Sampling 

Methods: Convenience and Quota Sampling 

While random sampling is preferred for its 

accuracy, comfort and quota sampling are regularly 

used because of their sensible advantages. These 

techniques are quicker and much less luxurious, 

however they introduce the capability for biases that 

might compromise the representativeness of the 

sample. Understanding whilst and a way to observe 

these techniques is fundamental to maintaining the 

nice of data and minimizing any distortions in 

purchaser hazard notion.

Table 1. Exploring Alternative Sampling Methods 

Sampling Methodology Advantage(s) Disadvantage(s) Applicability 

Random Sampling (n-1), (n-2) (n-3), (n-4), (n-5) (n-6) 

Convenience Sampling (n-2), (n-4) (n-3), (n-5) (n-7) 

Quota Sampling (n-2), (n-6) (n-3), (n-4) (n-8) 

Judgment Sampling (n-1), (n-5) (n-3), (n-7) (n-9) 

Snowball Sampling (n-3), (n-4) (n-6), (n-7) (n-10) 

Stratified Sampling (n-1), (n-6) (n-2), (n-4) (n-11) 

 

2.5. Addressing Bias and Its Impact on 

Research Outcomes 

Biases in sampling and statistics series can 

considerably affect the outcomes of client chance 

notion research. Whether because of selection bias, 

response bias, or interviewer bias, the reliability of 

studies findings can be compromised. Addressing 

and minimizing these biases via cautious survey 

layout and sampling techniques guarantees that 

effects are each correct and significant, allowing 

companies to make knowledgeable selections based 

on reliable statistics. 

 

2.6. Media Influence and Its Role in Shaping 

Risk Perception 

Media plays a pivotal position in influencing client 

perceptions of chance. Whether thru information 

stories, social media, or advertising, media 

coverage can either make bigger or mitigate patron 

worries about a product's safety, excellent, or 

environmental impact. Understanding the energy of 

media in shaping public belief is critical for groups 

to navigate patron issues and proactively control 

hazard-related records. 

 

2.7. Implications for Marketing Strategies 

and Risk Communication 

The insights collected from client risk belief 

research are useful for groups in crafting advertising 

strategies. A deeper understanding of how 

purchasers perceive dangers permits organizations 

to tailor conversation to cope with precise concerns, 

whether related to product satisfactory, 

sustainability, or health protection. This 

information can guide corporations in building 

more potent emblem reputations, coping with crises, 

and fostering agree with their purchaser base.  
 

3. Methodology for Research  

 

3.1. Study Design 

This research adopts a comparative technique, 

analyzing customer risk perception in two 

wonderful contexts. The first focuses on German 

clients' perceptions of Spanish horticultural 

products, laid low with media-pushed photograph 

crises. The second evaluates economic and financial 

dangers amongst SMEs in Slovakia, Poland, the 

Czech Republic, Hungary, and Serbia. Both 

instances emphasize wonderful yet interconnected 

hazard evaluation challenges. 

 

3.2. Sampling Framework 

The have a look at utilized stratified random 

sampling to make sure consultant and balanced data 

series. For German clients, demographic and 

geographic variety turned into prioritized to capture 

accurate perceptions. SME sampling included 

proportional illustration from 5 nations, with 

respondents randomly selected from national 

databases. This method ensured comprehensive and 

independent information. 

 

3.3. Data Collection Methods 

Data collection for German clients changed into 

performed in January 2020 the use of Lime Survey, 

with a excessive reaction rate of sixty one.83%. 

SME information were accrued on line among 2017 

and 2018 thru standardized questionnaires. The 

surveys were carefully adapted and translated into 

nearby languages for readability and consistency, 

facilitating reliable responses. 
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Fig 2. Survey Response Rates for Data Collection 

 

3.4. Pre-Testing 

The German customer survey underwent rigorous 

pre-checking out, including seven educational and 

30 client evaluations, to ensure object clarity and 

relevance. Similarly, SME questionnaires were 

piloted to cope with linguistic and cultural nuances. 

This step minimized biases and more suitable the 

nice of the gathered information. 

 

3.5. Analytical Techniques 

PLS-SEM turned into used to analyze German 

patron information, utilizing Smart PLS software 

program and a hierarchical modeling approach. 

SME records have been analyzed statistically to 

discover and compare financial and monetary risks. 

Both strategies ensured sturdy evaluation of 

proposed relationships and risk perceptions. 

 

3.6. Ethical Considerations 

Ethical tips have been strictly accompanied, 

together with knowledgeable consent and 

participant anonymity. Data confidentiality became 

maintained all through the have a look at. Rewards, 

along with factors for survey participation, have 

been furnished ethically, adhering to investigate 

norms even as respecting individuals’ 

contributions. 

 

4. Data Analysis and Results  

 

4.1. Confirmatory Factory Analysis (CFA) 

A confirmatory thing evaluation (CFA) became 

performed the use of Smart PLS.Three.Three.2 to 

evaluate the psychometric properties of the research 

constructs. The analysis confirmed the multi-

dimensional shape of the important thing variable, 

perceived risk, represented by four subscales: 

environmental, social, nice/protection, and 

economic hazard. All subscales substantially 

contributed to perceived danger, with social danger 

displaying the most powerful have an impact on (β 

> 0.70; p < zero.01). Indicators that didn't meet the 

reliability threshold had been removed, making sure 

all final loadings had been substantial (p < 0.01) and 

ranged between zero. Eighty two and zero.95 for 

first- and 2nd-order constructs. Reliability 

assessments the usage of Cronbach’s Alpha and 

Raykov’s Rho coefficients indicated excessive 

inner consistency, with values starting from zero.82 

to 0.95.

 

Table 2. Confirmatory Factor Analysis (CFA) 

Construct Beta (β) P-Value 

First- Order 

Loading 

Range 

Second- 

Order 

Loading 

Range 

Cronbach's 

Alpha 

Raykov's 

Rho 

Environmental 

Risk 
0.75 <0.01 0.82-0.92 0.84-0.93 0.85 0.87 

Social Risk 0.85 <0.01 0.84-0.95 0.86-0.95 0.90 0.92 

Quality/Safety 

Risk 
0.72 <0.01 0.82-0.90 0.82-0.91 0.83 0.85 

Economic Risk 0.71 <0.01 0.83-0.91 0.83-0.92 0.82 0.84 
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4.2. Reliability and Validity Metrics 

Composite reliability (CR) and average variance 

extracted (AVE) confirmed convergent validity, 

with CR values exceeding the 0.70 benchmark and 

AVE values ranging from zero. Sixty three to 

zero.88. Discriminant validity became mounted, as 

AVE values have been always extra than squared 

inter-assemble correlations. Tables 1 and a pair of 

provide further descriptive and statistical guide for 

the reliability and validity of these constructs.

 

 

 
Fig 3. Reliability and Validity Metrics 

 

4.3. Descriptive Statistics and Correlation 

Analysis 

For the V4 group and Serbia, Tables 2 and 3 gift 

descriptive statistics and correlations of hazard 

sources and experience in threat management. In 

the V4 group, economic and monetary dangers 

displayed vast correlations, which include the 

relationship among hobby fees and useful resource 

availability (r = zero.562). Serbia exhibited 

wonderful patterns, with more potent relationships 

between taxes and financial sources (r = zero.501). 

Higher tax and interest charge risks in Serbia 

correlated with multiplied economic vulnerability, 

such as inadequate income (r = zero.328) and 

unpaid liabilities (r = zero.344). 

 

4.4. Comparative Risk Perception  

Table four illustrates the percentages ratios of risk 

perception levels throughout international 

locations. A chi-square evaluation indicated 

extensive 2d-order consequences (Chi² = 405.1, df 

= 7, p < 0.001) for hazard perceptions, with super 

differences among V4 international locations and 

Serbia. Higher-order outcomes (Country × Risk 

Source × Risk Perception Level) had been also 

enormous (Chi² = 15.1, df = three, p = zero.002). 

However, the interplay between use and risk source 

on my own did now not drastically impact belief 

ranges (Chi² = three.5, df = three, p = zero.315). 

 

4.5. Key Findings  

The results highlighted stronger financial and 

financial vulnerabilities in Serbia compared to the 

V4 organization. Risk notion analysis established 

various sensitivities to financial and economic 

factors, prompted by using local disparities. These 

findings underline the importance of tailored risk 

control strategies throughout one of a kind 

countries. 

 

5. Finding and Discussion  

 

5.1. Role of Perceived Value and Perceived 

Risk 

The take a look at found that perceived fee became 

a stronger influencer on clients' attitudes in the 

direction of circular fashion products than 

perceived danger. Specifically, emotional cost, 

which include joy and delight, turned into the key 

driving force in shaping high quality product 

attitudes. Although risks like financial and practical 

worries existed, they did not appreciably avoid 

Reliability and Validity Metrics 
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attitudes, while sanitary threat, or hygiene worries, 

had a tremendous terrible impact. 

 

5.2. Types of Circular Fashion and 

Consumer Perception 

Consumer perceptions numerous throughout the 

distinct styles of round style. For secondhand 

clothing, epistemic fee (novelty) and 

environmental price have been sizable fine affects, 

however trend discrepancy negatively impacted 

attitudes. Upcycled garb noticed much less effect 

from environmental fee but confirmed no strong 

bad outcomes from aesthetic hazard. In recycled 

garb, environmental price played a essential role in 

forming tremendous attitudes, though strong point 

had little impact. 

 

5.3. Impact of Product Attitude on 

Consumer Behavior 

Positive product mind-set turned into determined 

to strongly affect phrase-of-mouth (WOM) and 

purchase intentions for all circular fashion sorts. A 

favorable mind-set towards a product now not only 

improved the chance of consumers sharing their 

reviews however also endorsed a higher purpose to 

shop for, reinforcing the importance of emotional 

and social price in client decision- making. 

 

5.4. Moderating Role of Individualism 

Individualism moderated the relationship among 

risk perceptions and product attitudes. For 

example, individualism decreased the terrible effect 

of sanitary threat on attitudes and strengthened the 

link among product attitude and WOM as well as 

purchase intentions. In a few cases, individualism 

improved the effect of aesthetic threat on 

secondhand clothing attitudes but had no effect on 

recycled apparel. 

 

5.5. Consumer Preferences and Perceptions 

of Environmental Values  

Despite secondhand and upcycled clothing 

providing better actual environmental benefits, 

recycled clothing became most preferred through 

consumers (78.4%). This desire stemmed from 

recycled clothing's perceived better environmental 

fee, even though its actual environmental blessings 

had been decrease. This highlights an opening 

between client belief and the genuine 

environmental impact of these garb sorts. 

 

5.6. Implications for Circular fashion 

Industry 

The findings endorse that emotional and social fee 

ought to be emphasized in circular fashion 

marketing to form effective purchaser attitudes. 

Addressing sanitary chance worries through 

transparent communication is important for 

growing purchaser self assurance. Individualism 

additionally suggests that brands ought to tailor 

their techniques to appeal to different consumer 

segments, and purchaser training is crucial to align 

perceptions with real environmental benefits. 

 

5.7. Conclusion 

In conclusion, information the interaction between 

perceived value, perceived chance, and 

individualism offers precious insights for the 

circular fashion enterprise. These insights can help 

manufacturers design merchandise and advertising 

and marketing techniques that resonate with 

clients, promote extra sustainable behaviors, and 

foster extra reputation of circular style alternatives 

 

6. Conclusion  

This look at contributes notably to understanding 

client perceptions of round fashion, particularly 

through analyzing how perceived price and danger 

impact buying conduct. By categorizing round style 

into secondhand, upcycled, and recycled types, the 

studies offers a complete view of the way one of a 

kind types of fabric waste have an effect on 

purchaser attitudes. The findings reveal that 

emotional price plays a vital position in influencing 

product attitudes, highlighting the importance of 

creating fine customer feelings, along with joy and 

pride, in circular style advertising and marketing. 

Additionally, sanitary threat stays a main barrier to 

acceptance, particularly for secondhand clothing, in 

which hygiene worries negatively effect purchaser 

attitudes. In evaluation, recycled garb blessings 

from its perceived high environmental cost, 

making it the most favored option among 

purchasers. The study additionally highlights the 

moderating impact of individualism, which 

influences how customers respond to dangers and 

product attitudes, suggesting that individualistic 

customers may also have exceptional sensitivities 

to factors like hygiene and area of expertise. While 

social and epistemic cost have positive impacts on 

upcycled garb, the observe suggests that consumer 

perceptions of secondhand garb want improvement 

through education or attention campaigns to 

alleviate worries. Furthermore, the research 

requires similarly exploration of different 

elements, along with past purchase experience, 

environmental attention, and cultural contexts, to 

deepen our knowledge of round fashion intake. It 

also shows that destiny research need to amplify to 

include circular fashion crafted from extraordinary 

waste kinds, consisting of PET bottles or food 

waste, to offer a broader attitude on purchaser 

conduct in sustainable style. 

 

7. References  

 
[1] Yakovleva, N.; Frei, R.; Murthy, S.R. Editorial 

introduction: Achieving sustainable 

development goals through sustainable supply 

chains in the post-global economy. In 



 

 

International Journal of Intelligent Systems and Applications in Engineering          IJISAE, 2024, 12(22s), 2343–2349 | 2349 

Sustainable Development Goals and 

Sustainable Supply Chains in the Post-Global 

Economy Greening of Industry Networks 

Studies; Yakovleva, N., Frei, R., Rama 

Murthy, S., Eds.; Springer: Cham, 

Switzerland, 2019; Volume 7, pp. 1–9. 

[Google Scholar] 

[2] Souiden, N.; Ladhari, R.; Chang, L. Chinese 

perception and willingness to buy Taiwanese 

brands: The role of ethnocentrism and 

animosity. Asia Pac. J. Mark. Logist. 2018, 30, 

816– 836. [Google Scholar] [Cross Ref] 

[3] Maher, A.A.; Mady, S. Animosity, subjective 

norms, and anticipated emotions during an 

international crisis. Int. Mark. Rev. 2010, 27, 

630–651. [Google Scholar] [Cross Ref] 

[4] Dumortier, J.; Evans, K.S.; Grebitus, C.; 

Martin, P.A. The influence of trust and 

attitudes on the purchase frequency of organic 

produce. J. Int. Food Agribus. Mark. 2017, 29, 

46–69. [Google Scholar] [Cross Ref] [Green 

Version] 

[5] Glik, D.C. Risk communication for public 

health emergencies. Annu. Rev. Public Health 

2007, 28, 33–54. [Google Scholar] [Cross Ref] 

[6] Dania, W.A.P.; Xing, K.; Amer, Y. 

Collaboration behavioural factors for 

sustainable agri-food supply chains: A 

systematic review. J. Clean. Prod. 2018, 186, 

851–864. [Google Scholar] [Cross Ref] 

[7] Cosculluela-Martínez, C. Sustainable 

knowledge investment increases employment 

and GDP in the Spanish agricultural sector 

more than other investments. Sustainability 

2020, 12, 3127. [Google Scholar] [Cross Ref] 

[Green Version] 

[8] Berentzen, J.B.; Backhaus, C.; Michaelis, M.; 

Blut, M.; Ahlert, D. Does “made in…” also 

apply to services? An empirical assessment of 

the country-of-origin effect in service settings. 

J. Relatsh. Mark. 2008, 7, 391–405. [Google 

Scholar] [Cross Ref] 

[9] Martinelli, E.; de Canio, F. Italian restaurants 

in Danish consumers’ perceptions: A multi-

cue analysis in a product country image 

perspective. Int. J. Bus. Manag. 2019, 14, 138–

148. [Google Scholar] [Cross Ref] [Green 

Version] 

[10] Pereira, V.; Gupta, J.J.; Hussain, S. Impact of 

travel motivation on tourist’s attitude toward 

destination: Evidence of mediating effect of 

destination image. J. Hosp. Tour. Res. 2019, 

1– 26. [Google Scholar] [Cross Ref] 

[11] Frey, N.; George, R. Responsible tourism and 

the tourism industry: A demand and supply 

perspective. Responsible tourism: Critical 

issues for conservation and development. In 

Responsible Tourism: Critical Issues for 

Conservation and Development, 1st ed.; 

Spenceley, A., Ed.; Routledge: Abingdon, UK, 

2008; Volume 5, pp. 107–128. [Google 

Scholar] 

[12] Andéhn, M.; Nordin, F.; Nilsson, M.E. Facets 

of country image and brand equity: Revisiting 

the role of product categories in country-of-

origin effect research. J. Consum. Mark. 2016, 

15, 225–238. [Google Scholar] [Cross Ref] 

[13] Pucci, T.; Casprini, E.; Rabino, S.; Zanni, L. 

Place branding-exploring knowledge and 

positioning choices across national 

boundaries. Br. Food J. 2017, 119, 1915–1932. 

[Google Scholar] [Cross Ref] 

[14] Elliot, S.; Papadopoulos, N. Of products and 

tourism destinations: An integrative, cross- 

national study of place image. J. Bus. Res. 

2016, 69, 1157–1165. [Google Scholar] 

[CrossRef] 

[15] Oberecker, E.M.; Diamantopoulos, A. 

Consumers’ emotional bonds with foreign 

countries: Does consumer affinity affect 

behavioral intentions? J. Int. Mark. 2011, 19, 

45–72. [Google Scholar] [Cross Ref] 

[16] Martin, I.M.; Eroglu, S. Measuring a multi-

dimensional construct: Country image. J. Bus. 

Res. 1993, 28, 191–210. [Google Scholar] 

[Cross Ref] 

[17] Roth, M.S.; Romeo, J.B. Matching product 

category and country image perceptions: A 

framework for managing country-of-origin 

effects. J. Int. Bus. Stud. 1992, 23, 477–497. 

[Google Scholar] [Cross Ref] 

[18] Zeugner-Roth, K.P.; Žabkar, V.; 

Diamantopoulos, A. Consumer ethnocentrism, 

national identity, and consumer 

cosmopolitanism as drivers of consumer 

behaviour: A social identity theory 

perspective. J. Int. Mark. 2015, 23, 25–54. 

[Google Scholar] [Cross Ref] 

[19] Magnusson, P.; Westjohn, S.A.; Zdravkovic, 

S. What? I thought Samsung was Japanese’: 

Accurate or not, perceived country of origin 

matters. Int. Mark. Rev. 2011, 28, 454–472. 

[Google Scholar] [Cross Ref] 

[20] Papadopoulos, N.; Heslop, L.A. Country 

equity and product-country images: State-of-

the-art in research and implications. In 

Handbook of Research in International 

Marketing; Jain, S.C., Ed.; Edward Elgar: 

Northampton, MA, USA, 2003; Volume 20, 

pp. 402–433. [Google Scholar] [Cross Ref] 

[Green Version]

 


