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Abstract 

The purpose of this study was to examine female consumers’ attitudes and purchase 

intentions toward intimate apparel brands. To understand female consumers’ shopping 

behaviors for intimate apparel products, this study examined interrelationships among 

brand familiarity, perceived risk, attitudes, and purchase intentions toward intimate 

apparel brands. A conceptual model was developed by adopting perceived risk theory 

(Cox, 1967) and theory of reasoned action (Ajzen & Fishbein, 1980). A pre-survey 

using a paper and pencil was conducted to identify the most familiar intimate apparel 

brand to young female consumers. The majority of pre-survey respondents (66 female 

college students) indicated Victoria’s Secret as the most prominent intimate apparel 

brand. Therefore, Victoria’s Secret was used to examine possible effects of brand 

familiarity on perceived risk and attitudinal and behavioral responses toward the 

brand. Using a web-based survey, 384 complete responses were collected from young 

female college students between the ages of 18-29 at a Mid-southern U.S. university. 

A structural equation modeling was employed to test the proposed research model and 

hypotheses. Results showed positive, statistically significant associations among the 

four variables (e.g., brand familiarity, perceived risk, attitudes, and purchase 

intentions). The findings suggested that young female consumers who are familiar 

with a particular intimate apparel brand are likely to perceive a low level of risk, 

leading to positive, strong attitudes with purchase intentions toward that particular 

intimate apparel brand. This suggests establishing brand familiarity through integrated 

marketing communication is crucial for risk reduction strategy in intimate apparel 

shopping. 

Keywords: brand familiarity, risk, attitudes, purchase intentions, intimate apparel  

I. Introduction 

Intimate apparel is inevitable in daily life providing protection, comfort and support 

between the body and outerwear to enhance the physical appearance of body contours. 

Often synonymous with lingerie or underwear, most intimate apparel relates to  
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discrete or inconspicuous garments worn close to the skin such as bras, panties, and sleepwear (Filipe, Montagna, & 

Carvalho, 2011; Hume & Mills, 2013). Previous studies have revealed that most female consumers have difficulty in 

finding well-fitting as well as aesthetically pleasant intimate apparel products. For instance, national consumer 

surveys conducted in North America and the United Kingdom revealed that the vast majority of female consumers 

feel frustrated and frequently dissatisfied with intimate apparel purchases (Hart & Dewsnap, 2001). 

Female consumers tend to perceive a high level of mis-purchase risk (e.g. financial loss and poor fit after washing) 

and to encounter certain unfavorable factors, such as inconsistent sizing and variation in fit across different brands 

and even within the same brand (Hart & Dewsnap, 2001). To avoid such mis-purchasing risk, female consumers are 

likely to remain faithful to previous choices and buy the same intimate apparel from the same brand from which they 

used to buy (Filipe et al., 2011; Hart & Dewsnap, 2001). This may suggest that the level of perceived risk is found to 

be greater for buying intimate apparel than buying other apparel products. 

As noted above, female consumers tend to perceive greater risks in purchasing intimate apparel compared to other 

apparel products. When consumers perceive risk, they are likely to assess stored information to reduce the amount of 

risk in order to increase certainty (Bauer, 1960). Prior research has found that consumers are likely to purchase 

apparel from well-known brands because they feel confident in their ability to evaluate product value (Park & Stoel, 

2005). Compared to unknown brand names, well-known brand names decrease a consumer’s perception of risk, 

thereby increasing positive perceptions of the brand and, in turn, increasing purchase intentions (Park & Lennon, 

2009). These findings imply that brand familiarity may take a significant role in decreasing perceived risk when 

purchasing intimate apparel.  

Most of the previous research focused on studying how to reduce perceived risk and to increase purchase intentions 

for outer apparel shopping, while few researchers have investigated factors influencing purchase intentions toward 

intimate apparel brands. For instance, one qualitative study (Hart & Dewsnap, 2001) has revealed the importance of 

risk reduction in intimate apparel shopping. A quantitative investigation is necessary to better understand intimate 

apparel purchase behaviors by exploring factors that might lower the perception of risk in intimate apparel shopping.  

This study adopted perceived risk theory (Cox, 1967) and the theory of reasoned action (TRA; Ajzen & Fishbein, 

1980). Perceived risk theory explains that consumers utilize stored information to reduce undesirable consequences in 

the purchase decision process. According to the TRA, beliefs about behaviors/objects affect the attitudes and sub-

sequential intentions regarding the particular behaviors/objects. A well-known brand provides better recall (Kent & 

Allen, 1994) and lowers the level of risk perception, which may increase attitudes and purchase intentions toward the 

brand. Therefore, the purpose of this research was to examine the effects of brand familiarity on perceived risk of 

intimate apparel shopping, which would affect attitudinal and behavioral responses toward intimate apparel brands. A 

well-known U.S. intimate apparel brand, Victoria’s Secret, was used to explore consumers’ real intimate apparel 

shopping behavior.  

II. Literature Review 

1. Theoretical Framework  

Perceived risk theory and the TRA served as a theoretical framework of this study. These two theories are most 

relevant in exploring how brand familiarity relates to perceived risk in intimate apparel shopping, which in turn 

influences attitudes and purchase intentions toward intimate apparel brands as shown in the proposed model (see 
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Figure 1).  

Perceived risk theory proposes that consumers encounter risk when they expect undesirable consequences due to 

uncertainty in the decision making process (Bauer, 1960). Consumer behavior is involved with risk taking because 

there are not only pleasant but unpleasant results from the decisions. According to Bauer (1960), consumers tend to 

develop a variety of risk reduction strategies in order to improve the consequences of their purchase decisions. In line 

with Bauer’s (1960) theory, Cox (1967) hypothesized that consumers cope with judgmental tasks by evaluating new 

or stored information in an attempt to reduce the expected negative consequences and to increase certainty. Cox 

(1967) explained that a level of risk is modifiable depending on a degree of certainty; consumers perceive a low level 

of risk when they feel confident in their decision based on stored information and past experience. As consumers’ 

desire to acquire satisfying consequences becomes greater, they search for internal information to improve the 

consequences from their decision. Internal information is prior brand-related indirect and/or direct experiences such 

as exposure to advertisements, shopping experiences in a store or online, and purchase or usage of the brand (Park & 

Stoel, 2005). Such prior brand-related experiences form brand familiarity, which influences confidence in brand 

evaluation (Laroche, Kim, & Zhou, 1996; Park & Stoel, 2005). 

The TRA posits that intentions toward a particular behavior is determined by a person’s attitudes toward the 

behavior and subjective norms (Ajzen & Fishbein, 1980). Attitudes toward a behavior are comprised of beliefs used 

to evaluate positive or negative outcomes. Subjective norms refer to social pressures to perform or not perform the 

behavior. The TRA explains that intentions to purchase a product are formed by a combination of favorable attitudes 

toward a behavior and a strong social pressure from significant referents. This theory has been used in numerous 

studies to predict purchase intentions and purchase behavior for apparel products. (e.g., Belleau, Summers, Xu, & 

Pinel, 2007; Han & Chung, 2014; Kang & Kim, 2013). Ajzen and Fishbein (1980) also indicated that other variables 

might have some influence on behavioral intentions. Researchers have suggested that past behaviors and prior 

experiences could be included in the model to predict behavioral intentions (Bagozzi, Wong, Abe, & Bergami, 2000). 

Thus, it is possible to include brand familiarity and perceived risk in the model which would contribute to predicting 

attitudes and purchase intentions.  

2. Brand Familiarity, Perceived Risk, Attitudes, and Purchase Intentions 

Consumers become familiar with a brand through advertising and promotion exposures, in-store product display, 

trial, purchase, consumption, and online/offline referral communications (Alba & Hutchinson, 1987). These 

experiences with a brand contribute to building a high level of knowledge about the brand (Campbell & Keller, 2003), 

which increase consumers’ confidence in the brand. Researchers have consistently found that familiarity with a brand 

affects a level of perceived risk; consumers, who are familiar with the brand, feel confident in the product attributes 

and benefits so that they perceive less risk (Laroche et al., 1996; Park & Stoel, 2005). 

Familiar brands are more highly recognized and preferred by consumers than unfamiliar brands (Colombo & 

Morrison, 1989; Kent & Allen, 1994). Previous studies have shown that consumers are more likely to have positive 

attitudes and purchase intensions toward purchasing products from familiar apparel brands (Chen & Liu, 2004; 

Laroche et al., 1996; Park & Stoel, 2005). A recent study of intimate apparel shopping in Portugal found that more 

than 65% of women purchased the same bra from familiar intimate apparel brands because of their known 
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expectations (Filipe et al., 2011). Likewise, well-known brands provide better recall (Kent & Allen, 1994), in turn, a 

low level of risk perception, which may increase attitudes and purchase intentions toward the brand. Based on the 

literature reviewed, the following three hypotheses are proposed:  

Hypothesis 1: Brand familiarity will influence perceived risk toward intimate apparel brands. 

Hypothesis 2: Brand familiarity will influence attitudes toward intimate apparel brands. 

Hypothesis 3: Brand familiarity will influence purchase intentions toward intimate apparel brands. 

3. Perceived Risk, Attitudes, and Purchase Intentions 

Numerous studies have confirmed that perceived risk affects consumers’ attitudes (Featherman & Pavlou, 2003; 

Lee, Kim, & Fiore, 2010; Park & Kim, 2007; Verhagen, Meents, & Tan, 2006) and purchase intentions (Choi & Lee, 

2003; Gaal & Burns, 2001; Han & Chung, 2014; Jin & Koh, 1999; Park, Lennon, & Stoel, 2005). For instance, two 

online shopping studies found that perceived risk negatively influenced attitudes toward online retailers (Lee et al. 

2010; Verhagen et al., 2006). Those researchers also provided empirical results showing a negative relationship 

between perceived risk and purchase intentions. Han and Chung (2014) indicated the influence of perceived financial 

risk on the purchase of organic cotton apparel. Similarly, Park et al. (2005) confirmed that reduced perceived risk 

augment consumers’ intentions to purchase apparel from the internet. The following two hypotheses are proposed:   

Hypothesis 4: Perceived risk will influence attitudes toward intimate apparel brands. 

Hypothesis 5: Perceived risk will influence purchase intentions toward intimate apparel brands. 

4. Attitudes and Purchase Intentions toward Intimate Apparel Brands 

According to TRA, a person’s attitudes toward a behavior positively influence the behavior (Ajzen & Fishbein, 

1980). The positive influence from attitudes on purchase intentions toward apparel shopping has been confirmed by 

numerous empirical research (Han & Chung, 2014; Kang & Kim, 2013; Lee, Fiore, & Kim, 2006; Park & Kim, 2007; 

Yoh, Damhorst, Sapp, & Laczniak, 2003). For instance, two studies (Park & Kim, 2007; Yoh et al., 2003) found that 

attitudes directly influenced purchase intentions for online apparel shopping. Han and Chung (2014) found attitudes 

had a significant effect on consumers’ intentions toward the purchase of organic cotton apparel. As the relationship 

among attitudes and purchase intentions was explored in an outer apparel shopping context, it may be plausible to 

suggest a positive relationship for intimate apparel shopping. The following proposed hypothesis is: 

Hypothesis 6: Attitudes toward an intimate apparel brand will positively relate to purchase  

intentions toward intimate apparel brands.  

III. Method 

1. Sample  

An online survey was conducted to female college students and alumni at a large Mid-southern U.S. university. 

With the approval for the use of human subjects from the University Institutional Review Board, the survey was 

distributed to 3,615 female college students and alumni. The inclusion of college students and alumni provided a 

wide range of ages and geographic locations, which enhanced the external validity of the analyses.  
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2. Survey Instrument 

A pre-survey was conducted to identify the most familiar intimate apparel brand. A convenience sample of 73 

female college students participated in a paper-pencil survey. Students were asked two questions: “What is the first 

brand that comes to mind when you think of purchasing intimate apparel?” and “What is the second brand that comes 

to mind when you think of purchasing intimate apparel?” The majority of respondents (90%) indicated Victoria’s 

Secret as the most prominent brand followed by Aerie. Therefore, the well-known Victoria’s Secret brand was used 

to examine possible effects of brand familiarity on perceived risk and attitudinal and behavioral responses toward the 

brand.  

Reliable and valid measures from previous research were adopted and modified to assess the four variables. Brand 

familiarity was measured using Kent and Allen’s (1994) five-item scales (alpha = .85). Perceived risk was accessed 

with 12 items, including performance risk, psychological risk, financial risk, and time/convenience risk constructs 

adopted from previous studies (Han & Chung, 2014; Kim & Lennon, 2000; Park & Kim, 2007; Yu, Lee, & Damhorst, 

2012; alpha = .71 - .92). Seven-item attitudes scales and five-item purchase intentions scales were adopted from Lee 

et al. (2006; alpha = .97 - .98). The survey included demographic items: gender, age, ethnicity, education attainment, 

occupation, and annual household income. A 5-point Likert scale, ranging from strongly disagree (1) to strongly 

agree (5), was used for all variables, except demographic questionnaire.  

IV. Results 

1. Demographic Characteristics 

A total of 384 responses were received that resulted in a response rate of 10.6%. Because 16 surveys had missing 

or irrelevant data (e.g. incomplete, male gender, undisclosed gender), 368 responses were usable for the statistical 

analysis. Ages ranged from 18 to 64 with the mean of 25 years. A majority of the respondents (85%) identified as 

highly-educated young Caucasian or European American women between 18 and 29 years. Most of the respondents 

(81.8%) indicated that they are currently working on Bachelor’s degrees or had already obtained the degree. Almost 

32% of the respondents reported that their household income was $50,000 or less, 34% of respondents’ household 

income was between $50,000 and $75,000, and 34.3% of respondents stated their household income was over 

$100,000. Students without incomes reported their parents’ household income. Table 1 shows demographic 

characteristics of the sample. 

2. Exploratory Factor Analysis and Reliability Analysis 

An exploratory factor analysis (EFA) with varimax rotation extracted one factor for each construct with an 

Eigenvalue greater than 1.0 (see Table 2). Items were retained if standardized factor loadings were above .50 on the 

factor but below .30 on the other factors. Items were excluded for cross-loading on two or more factors (Nunnally & 

Bernstein, 1994). A Cronbach’s alpha value above .70 was acceptable for internal consistency (Nunnally & Bernstein, 

1994). All factor loadings of the retained items were greater than .73. Reliability was supported for all four variables 

(≥ .85). The correlation coefficients between variables of the model ranged from .43 to .77 (see Table 3), which 

confirmed significant relationships among the variables.  
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Table 1. Demographic characteristics of sample. (n = 368) 

 

 

 

Demographic Characteristics Frequency Percent (%) 

Age    
18-24 

25-29 

30-39 

40-49 

50-59 

60 or older 

270 

33 

21 

10 

22 

12 

 73.4 

9.0 

5.7 

2.7 

6.0 

3.3 

Ethnicity    

African American 

Asian American 

Caucasian or European 

Hispanic or Latino 

Native American 

Two or more races 

Other 

13 

7 

312 

16 

6 

12 

2 

 3.5 

1.9 

84.8 

4.3 

1.6 

3.3 

0.5 

Education    

Some college, no degree 

Associate’s degree 

Bachelor’s degree 

Graduate or professional degree 

220 

17 

81 

50 

 59.8 

4.6 

22.0 

13.6 

 

Annual income  

(Student could indicate parents’ household income.) 

 

Less than $24,999 

$25,000-49,999 

$50,000-74,999 

$75,000-99,999 

$100,000 or more 

75 

40 

67 

57 

125 

 20.6 

11.0 

18.4 

15.7 

34.3 

Occupation    

Agriculture, forestry, fishing and hunting, etc. 

Arts, entertainment, and recreation, etc. 

College student 

Educational services, and health care, etc. 

Finance and insurance, real estate, etc. 

Information and technology 

Manufacturing  

Professional, scientific, and management, etc. 

Retail trade 

Transportation and warehousing, etc.  

Wholesale trade 

Other services, except public administration 

Unemployed 

19 

14 

229 

34 

7 

2 

2 

14 

21 

1 

3 

6 

16 

 5.2 

3.8 

62.2 

9.2 

1.9 

0.5 

0.5 

3.8 

5.7 

0.3 

0.8 

1.6 

4.3 
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Table 2. Results of exploratory factor analysis and reliability for variables. (n=368) 

 1 2 3 4 

1. Brand familiarity 1    

2. Perceived risk   .55** 1   

3. Attitudes    .43**  .56** 1  

4. Purchase intentions    .59**  .77**   .61** 1 

Mean 

SD 

3.92 

.85 

2.00 

.83 

3.84 

.85 

4.10 

.89 

Note: significant; ** p ≤ .01 

 

  

Constructs and items Standardized factor loadings 

Brand familiarity (α = .89)   

Regarding this intimate apparel brand, I am: 

1. Very inexperienced/very experienced 

2. Very unfamiliar/very familiar 

3. Very unknowledgeable/very knowledgeable 

.80 

.85 

.93 

 

Perceived risk (α = .84)   

1. How much risk would you say would be involved with purchasing the intimate  

    apparel from this brand? 

2. The intimate apparel from this brand will not fit my style. 

3. The intimate apparel from this brand will not look good on me. 

4. I will not wear the intimate apparel from this brand. 

-.55 

 

-.82 

-.74 

-.81 
 

Attitudes (α = .94)   

If I were actually shopping for intimate apparel, this brand would be: 

1. Excellent 

2. Good 

3. Interesting 

4. Pleasant 

5. Superior 

6. Useful 

7. Worthwhile 

 

.89 

.81 

.74 

.84 

.81 

.82 

.91  
Purchase intentions (α = .96)   

1. I intend to buy the intimate apparel from this brand. 

2. I would be willing to buy the intimate apparel from this brand. 

3. I would be willing to recommend this brand to my friends. 

4. I would visit this brand again. 

5. In the future, I would likely shop at this brand. 

.93 

.87 

.90 

.95 

.95 
 

 

 

Table 3. Correlation results between the variables 
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3. Measurement Model Testing 

The measurement model which consisted of four variables was tested using structural equation modeling (SEM) in 

Mplus 7.0. The fit of the measurement model was examined by using maximum-likelihood estimation, which 

minimizes residuals between the observed and implied matrix. Three parcels were created for each latent variable by 

distributing standardized factor loadings evenly into the three parcels. Goodness-of-fit indices were reported: the 

comparative fit index (CFI; ≥ 0.95), root mean square error of approximation (RMSEA; ≤ 0.08), and standardized 

root mean square residual values (SRMR ≤ 0.08; Hu & Bentler, 1999). The measurement model fit the data well: [χ2 

= 115.17 (df = 48), p ≤ .001, CFI = .99, RMSEA = .06, SRMR = .03]. 

4. Structural Model and Hypotheses Testing 

A structural equation model was estimated with Mplus 7.0 using the maximum-likelihood estimation procedure. 

Figure 1 provides path coefficients and t-values for each path as well as the fit indices of the model. The fit indices 

for the model showed that structural models fit the data well: [χ2 = 115.17 (df = 48), p ≤ .001, CFI = .99, TLI = .98, 

RMSEA = .06, SRMR = .03], according to Hu and Bentler (1999). All hypothesized relationships in the SEM model 

were statistically significant (p ≤ .001), with the exception of the path from brand familiarity to attitudes. H1, 

predicting a positive relationship between brand familiarity and perceived risk was supported (γ = .65, t = 17.85, p 

≤ .001). Conversely, H2, brand familiarity did not have a significant effect on attitudes toward an intimate apparel 

brand (γ = .07, t = 1.07). H3, the effect of brand familiarity on purchase intentions toward an intimate apparel brand 

was statistically supported (γ = .10, t = 2.28, p ≤ .05). H4, the perceived risk had a significant influence on attitudes 

toward an intimate apparel (γ = .62, t = 11.16, p ≤ .001). H5, the effect of perceived risk on purchase intentions 

toward the intimate apparel brand was also supported (γ = .72, t = 14.67, p ≤ .001). Finally, H6, attitudes were found 

to have a significant effect on purchase intentions toward an intimate apparel brand (γ = .11, t = 2.57, p ≤ .05).  

 

 

Note: χ
2 
= 115.17 (df = 48), p ≤ .001, CFI = .99, TLI = .98, RMSEA = .06, SRMR = .03. 

 

Path coefficients are indicated, t-values are in parentheses  

                 No effect,                     Significant effect; * p ≤ .05, *** p ≤ .001 

 

Figure 1. Statistical results for structural model of brand familiarity, perceived risk, attitudes, and purchase intentions 

.07 (1.07) 
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V. Discussion and Conclusion 

This study examined the effects of brand familiarity on perceived risk of intimate apparel shopping, which affects 

attitudinal and behavioral responses toward intimate apparel brands. The present study academically contributes to 

the body of research on intimate apparel shopping as few researchers have investigated factors influencing purchase 

intentions toward intimate apparel brands. The findings of the present study showed that female consumers who are 

familiar with a particular intimate apparel brand were likely to perceive a low level of risk, which would lead to 

positive and strong attitudes and purchase intentions toward an intimate apparel brand. The present findings indicated 

the importance of brand familiarity in decreasing perceived risk of intimate apparel brands. Specifically, findings 

indicated that a familiar intimate apparel brand helped female consumers reduce psychological risk and performance 

risk and increase positive attitudes and purchase intentions toward the familiar intimate apparel brand. These findings 

align with research (e.g., Laroche et al., 1996; Park & Stoel, 2005) that showed prior positive experiences with a 

brand lowered risk perceptions and enhanced attitudes and purchase intentions. However, our findings showed that 

brand familiarity had a non-significant direct effect on attitudes toward an intimate apparel brand. Brand familiarity 

may not have enough impact to lead to positive attitudes toward the intimate apparel brand. Female shoppers may use 

brand familiarity in reducing the level of risk perception when shopping for intimate apparel products. The lowered 

risk perception is likely to lead to positive attitudes toward the intimate apparel brand. This suggests a possible 

indirect effect of brand familiarity on attitudes toward an intimate apparel brand through perceived risk. 

Aligned with prior research (e.g., Forsythe, Liu, Shannon, & Gardner, 2006; Han & Chung, 2014; Park & Kim, 

2007; Yu et al., 2012), the present study found that female consumers’ perceived risk had a significant effect on 

attitudes and purchase intentions toward an intimate apparel brand. The effect of perceived risk was much stronger 

than the effect of brand familiarity on purchase intentions toward an intimate apparel brand (perceived risk: β = .72, p 

≤ .001; brand familiarity: β = .10, p ≤ .001). These findings imply that a level of risk perception has a stronger impact 

than brand familiarity on purchase intentions when female consumers buy intimate apparel. Given the significant 

effect of perceived risk on attitudes and purchase intentions suggests that marketers should focus on alleviating risk 

perception through consumer experiences with intimate apparel brands. Emphasis on brand information through 

integrated marketing communication may be crucial for risk reduction strategy in intimate apparel shopping. Brand 

familiarity could be increased through interactions with consumers in a virtual brand community, which may help 

consumers feel confidence in intimate apparel shopping. Social media advertising may reduce psychological risks 

involved with intimate apparel shopping. Marketers should provide service-based strategies using specialists. Such 

personalized shopping experiences may reduce a level of performance risk by helping customers resolve fit and 

sizing issues. Additional labeling and hangtags should be considered for product performance information, including 

easy care, odor resistance and moisture management, which could decrease performance risks in intimate apparel 

shopping. 

Several limitations should be noted in this study. The sample in this study was female consumers in the Mid-south, 

thus, the results may not represent females in the U.S. population in general. A majority of the sample was Caucasian 

or European Americans located primarily in the Mid-south; therefore, the results may not characterize women of 

diverse ethnicities and races or women living in different regions of the country. Future researchers should add 
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clarification for specific differences perceived by cultures located in various locations with more diverse ethnicities 

and races. Approximately 62% of the participants indicated they were college students. Thus, the results may not 

generalize to the U.S. population of women. A future study is needed to explore a more diverse sample with various 

age ranges and geographic locations.  

This study examined the relationships among brand familiarity, perceived risk, attitudes, and purchase intentions in 

intimate apparel shopping context. The effect of subjective norms on attitudinal and behavioral intentions needs to be 

explored in future studies on intimate apparel shopping. Future studies need to investigate perceived risk and 

consumer behaviors related to other branding constructs such as brand image, trust, and loyalty. The use of Victoria’s 

Secret brand may influence their responses, which limits the generalizability of the findings. Future research could 

focus on more than one intimate apparel brand, or use a different research design to test a familiar brand compared to 

an unfamiliar brand of intimate apparel. Specifically, researchers could clarify if a specific brand as financially riskier 

for consumers than other intimate apparel brands. Furthermore, future research may need to investigate the perceived 

risk measure encompassing multiple dimensions (i.e. performance risk, psychological risk, financial risk, 

time/convenience risk, social risk, and physical risk). Additional research might also expand this study to encompass 

consumers’ satisfaction toward fit and sizing of intimate apparel products and how those may influence risk 

perceptions and consumer behaviors. 
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