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Abstract 

The study, 'The Effect of Functional Risk Communication on Consumer Purchase Decision. A 

Study of Surfline Communications Limited' investigated the essence of businesses moving from 

one-off transactions with customers to relationship building. In order to sustain this sort of 

relationship and goodwill, organisations must communicate functional risk of products and or 

services to their customers. That is; communicating the 'sweet and sour' information that could 

inform customers' decision making in order for them to be solely responsible for their choices. 

The aim of this study was to find out the effect of functional risk communication on consumer 

purchase decision. The study employed the mixed method approach (qualitative and quantitative 

research). One hundred (100) questionnaires (open-ended and close-ended questions) were 

distributed to the randomly sampled population of the study. Findings showed that majority of the 

sampled respondents were not affected by functional risk communication thereby signing on to the 

Surfline network without prior research but based on recommendation from family and friends. 

Also, the study found out that majority of the respondents went ahead to sign on to the Surfline 

network with or without functional risk communication. Lastly, it was discovered that a large 

section of customers did not receive prior notice about an expected challenge at the point of sale. 

Based on the findings of the study, the researcher suggests that organisations communicate 

functional risk to its customers prior to product purchase. 
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Chapter One 

Introduction 

1.1 Background of the Study 

A fundamental assumption underlying efforts to con11l1unicate accurate risk inforn1ation to the 

public is that individuals will be 1l10re capable of making important decisions about precautionary 

and risk behaviors if they are ITIOre knowledgcable about the consequences of those behaviors 

(Gerrard. Gibbons and Rcis-Bergall, 1999, p94). The business dictionary def1ncs risk as a 

probability or threat of damage, injury, liability, loss or any other negative occurrence that is 

caused by external or internal vulnerabilities. and that may be avoided through preemptive action. 

'''The Probability of loss of that which we valuc" (Covello. 2002. pI). Loss of anything of value 

can be termed as risk and \vith regards to products and services, risk has to do with the functionality 

of the product. That is to say the likelihood of the product performing as expected or not. 

Humans beings. indulge in lots or activities on daily basis and there is undeniably somc level or 

risk involved in most orthe things we do. irnot all. There is some level of risk even in movement 

from one place to the other: be it walking to a place (likelihood of falling down). joining public 

transport (I ikel ihood of getting to your destination late due to several stops on route or even having 

our clothes torn due to bad interior of public vehicles) or driving our o\vn cars w'ith the likelihood 

of a breakdown or flat car tyre due to over speed ing, bad roads or lack of regular assessment of the 

vehicle. 

Lupton (1999) in the introduction of her book "Risk", mentioned that the meaning of the word has 

evolved severally particularly n'om the 17th century. The understanding of Risk has moved from 

being an act of God or nature to human fault and this can be attributed to modernity. Before the 
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17th century, risk was associated to natural occurrences such as floods and accidents (occurrences 

that human beings had I ittlc or no control over). 

Among the several daily activities that people engage in~ business happens to be very essential. 

Business in its simplicity is the exchange of goods and services for money or other goods and 

services. No one person can produce everything he or she needs \vhile on the face of the earth and 

this results in Ollr daily exchanges with one another. 

Back in the days when people lived vcry simple lives. they engaged in barter trade. Barter trade 

is where two parties agree to exchange goods or services with other goods or services. Here. there 

was no usc of money. In a community. no matter how big a farmland one o\vncd. it was impossible 

to grow every ingredient one would need to prepare a variety of meals. So most orthe time, people 

exchanged \vhat they had for what they needed. For instance. one could exchange pepper or tomato 

for chicken/meat/fish or even salt depending on the quantity and situation. Interestingly. there was 

the existence of risk even in the olden days' barter trade (business). In that. there \vas the tendency . . 

of giving more than one received. At other times one product could be of higher quality or valuc 

than the other and vice vcrsa. 

In modern times where there is advancement (technological presence). the somc\vhat crude method 

or living has been modified. Even though some peoplc indulge in bartcr trade. it is with a modern 

touch (binding agreelllent). Different pcople have varied resources and capabilities~ from raw 

materials, to the tcchnical "know-how'. to labour and the purchasing power (money). It seems 

more of an unending cyclc; someone buys a product from another person \,vith money and the other 

in turn uses a part of that money to buy another product or pay for a service n'ol11 yet another 

2 



person and it goes on and on. This to a large extent indicates that no one person can live without 

engaging with others. 

Just like the barter trade aforementioned. there arc benefits and risks involved in every business 

activity. First of all, business involves two parties but in some situations there are more than t\VO 

parties' involvement. In terms oC business. the parties involved seem to be on parallel ends with 

the product or service being the binding factor. Therefore. the benefits as well as the functional 

risks (short1alls) ITIUst be well communicated to the buyer on the other side betore any agreement 

and or exchanges are made. In other words, the consumer should have a tlill idea oCwhat he or she 

is about to purchase so that an inCormed decision can be made. 

1.1.1 I~isk Hnd Risl< Comlllunication 

There are several related definitions to risk communication. Heath (2005) refers to risk 

communication as a proccss or dialogue between organizations and customers or clients about 

perception of a risk. This is in the bid to build and maintain long lasting relationships between 

organisations and their clients. In recent tinlcS organizations are nlorc interested in building and 

maintaining mutually beneficial relationships with their clients. Instead of a one-air sale or 

transaction \\lith a client. 1110st organisations put in a lot ofet1ort to retain customers tor subsequent 

transactions. Therefore it would be very prudent for organisations to be as transparcnt to thcir 

clients as possible. Transparency here includes indicating functional risk(s) or \vhat some may call 

defect (flaw/shortfall) about the product or service where necessary. 

According to Lang~ Fe\vtrcll and Bartram (20())). '''Risk communication IS any purposeful 

exchangc of information about risks betwecn interested parties" (vVater Quality: Guidcline. 
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Standards and health sanitation health}. The key word to be noted here is "purposefur. In other 

words. meaningful or beneficial information about a product/ service or any interaction between 

two parties. From this definition. one could comfortably say. there is no need for hold backs in risk 

commun ication. 

In addition to the above definitions. the business dictionary def"ines risk communication as the 

exchange of information. opinions and establishment of an effective dialogue aJllong those 

responsible lor assessing. minimizing and regulating risk and those who may be affected by the 

outcomes of those risks. The essence of communication is for understanding between the 

communicator and the recipient. Either the t\-vo parties are on the same page or both are in sync 

with each other. 

The definition of risk cOllllllunication by Lang et al (2001) coupled with that of the business 

dictionary indicates the involvement of two parties. That is to say. the one rendering the service or 

product and the one the service is being rendered to or purchasing the item(s) must understand 

each other. 

In as much as risk communication IS necessary. much attention was not paid to it until 

organisations took delight in their sole interest while neglecting the public they served and the 

immediate communities where they had their facilities. Here. organisations failed to perform their 

corporate social responsibility to the immediate communities in \vhich they found themselves. 

Most people became alarmed and started questioning the risk they may have been exposed to in 

the cnvironnlcnt during the 1984 Bhopal Chemical Spill in the United States. This led to Superfund 

Amcndments and Reauthorization Act of 1986 (SARA) to empower people with regards to risks 

(I-leath.2005). 
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Some organisations communicate risk through their end of year annual report and others publish 

it in newspapers. Often times, the communication of risk in annual reports happen to be at the end 

of a fiscal year when everything is done; that is to say vvhen the business year has ended and a new 

one is about to begin. Some other companies do not communicate it at all until there is reason to. 

For instance, most customers only get to know about terms and conditions associated to the product 

and service when there is an incident and the buyer demands refund. replacement or at other times 

compensation. And this usually does not go down well with most custolners and in some cases, 

the organisations involved. 

Product and service sales or interaction seems to be moving from ollc-ofT to relational. 1\ customer 

can purchase a product but due to non-satisfaction may rule out the said brand entirely. One-orr 

sale is usually not economically wise but if an organisation builds and maintains bene1icial 

relationship with its clients. subsequent sales are assured. Due to the need for most ()rganisations 

to keep up. efforts arc being channeled in keeping customers. Situations like under-performance 

affect customers' perception about thc organ isation either than what the organ isation has bu i It for 

itself over the years. 

1.1.2 Types of Risk 

Korstanje (2009) identified seven types of risks: nnancial. social. psychological. physical. travel. 

situational and functional risk. Th is study would concentrate on the cOl1ll1lun ication of functional 

Risk. 
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• Financial risk 

This is often referred to as the uncertainty about an extent to potential financial loss and 

this includes: credit risk. currency risk. interest rate risk and liquidity risk (CIMA Official 

TerJninology~ 2005). 

• Social I~isk 

According to [)ontigney (unknown) on smallbusiness.chron.com. social risk refers to the 

possibility of one's social status with friends and family being artected by the choice of 

product or service. 

• Psychologic~ll risk 

Consumers also face questions about \vhether a given purchase is the morally right choice. 

For example, a customer may want to buy 1'1'0111 a particular company because it olTers 

inexpensive alternatives. but feel ambivalent due to the company's labor practices 

(Dontigney. unknown). 

• Physical Risk 

Is the perceived potential for a purchase to cause bodily harm to a person or loved one. A 

firearm, for example. might create a high level of perceived physical risk in the minds of 

some cllstomers (Dontigney. n.d). 
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• Travel Risk 

This has to do \vith the travails of working on the road be it long or short term and its 

accompanied uncertainties. That is; {i'om the road to the airport and the surrounding 

communities (iJET. 2006). 

• Situational Risk 

This refers to the varied buying situations and the uncertainties presented to a customer at 

the point of purchasc (Bunn and Liu. 1996). 

• Functional Risk 

According to Dontigncy (n.d), functional risk is the likelihood of a product or service not serving 

its purpose as described or assured. '"The act of purchasing is no longer only at the core of the 

relationship between the firms and their customers. Producers and distributors have to cooperate 

with the iinal purchaser in order to solve the conflicts related to risk and prol11ote~ together \vith 

their customers. nc\v \vays to limit if' (Bergadm.l. Coraux & Gucroui. 2005. p3 ). In other \\lords. 

runctional risk is the defect of a product or service or better still. non-performance of a product 

which is lIsually anticipated by producers or the said products. 

1.1.3 COI1SlI Incr Choices 

People allover the world have varied reasons for the choices they make with regards to purchases. 

The effort behind the choices made could be conscious or unconsciolls. Somcone could choose a 

particu lar brand because fam i Iy and friends are com fortable \vith that choice and must have given 

very good remarks about it. Therc are other people \vho choose certain brands due to the message 
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in an advertisement. Other consumers get attracted to a product or service simply because of a 

celebrity brand ambassador (endorsement). There is another group of consumers that go in for 

products and service based on their salary levels and status. The ages, sex and culture of people 

also has an in fluence on consumer buying behaviour (Yoldas, 20 12). Yet~ there are some other 

people who choose products or services to satisfy their psychological needs. 

Over the years, advertisements tend to show the '''bright'' sides of products and services. That is to 

say, advertisement of any sort displays the benefits of products and services. Besides the hazards 

of tobacco consllmption and precautionary measures indicated on medical drugs being displayed 

on their pack. the researcher is yet to see sllch similar displays on consumer products and services. 

The \vorld has become a global village \V'here things and places have become close to each other 

with communication being the facilitator of the closeness. With the advent of technology such as 

Facebook. Instagram. WhatsApp. 'J\vitter. Snapchat etc. Gone are the days \vhen people relied on 

letters through postal addresses to deliver or send their messages to other parts of the \vorld which 

comes with its accOlnpanied delays. In recent times most people usc cmuils to send their messages 

(formal and informal) to other partners which is sent within seconds. People get all the information 

they need about others. organizations. schools. churches, countries and virtually anything one 

could think or. The use of the internet has become so common and relevant to virtually cvcry 

aspect of ollr lives. 

Due to this technological advancement and the quest for people to keep in tOllch with f~lmily and 

ti'iends who are far and near. the lise of 1110bi Ie phones coupled with other dcvices I ike laptops. 

tablets. smart phones, smart telcvisions arc required to send cmails, access Faccbook, and thc other 
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media sites. Of all the devices mentioned above, the mohi Ie phone comes across as handy. 

preferred and majority of people f1nd themselves using mobile phones. 

The new mcdia with its accompanied fun has influcnced people's desire Ii"om using a mobile phone 

for only phone calls and traditional text messaging to using more sophisticated phones which 

serves a greater purpose. Due to this, most people would opt for a smart phone in order to access 

internet (Mobile Technologies Security. 20 II). The rapid progression of the masses' desire and 

quest tor sophistication, the mobile telecommunications have to catch up by providing internet on 

the phones (mobile data). Mobile data is restricted on the smart phones unless the individual 

decides to "hotspot' it in order to share internet on the phone with other devices such as a laptop 

or tablet \virelessly. 

Internet provision comes in different generations (I G. 2G. 3G. and 4G heading unto 5G) v"ith one 

being an advancement of the other (Jain. Kurup. Jain & Gawade. 2014). The current and fastest 

internet service in Ghana is 4GLTE (Long Term Evolution). \vhich is an upgrade of the Third 

Generation (3G). Looking at the attributes and efficiency of the 4G network. one would expect its 

presence all over the country but that is not the situation since only three (3) telecommunications 

provide the 4G service which is limited to certain areas and regions of the country. Advancement 

in technology has made it possible to have central devices slich as winglcs/donglcs. mi tis and 

wireless routers for other devices such as phones. laptops, tablets etc. to access internet. 

In order to satisfy the growing and cver-changing needs or customers. telecommunication 

compan ies provide these devices together with sim cards to customers at a price. Before the quest 

to connect to the internet on several deviccs through just one. people mostly relied on mobile data 

which came with less cost since one needed just a sim careL smart phone and data bundlc. 
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1.1.4 Sur-nine 4G Internet 

Surfline is the tirst telecoml11unication to be grantcd the 4GLTE license to operate in Ghana. Prior 

to Sudlinc's el11ergence~ there \vere already six (6) telecommunication companies (rvlTN. Tigo. 

Airtel, Vodafone, Glo and Expresso) that provided voice and data services. Since people usc thc 

various sim cards from the telecoms in their respective phones, it is usually easy to make calls and 

browse with it as well. 

Unlike MTN which has voice services. Busy 4G and Surtlinc's license has a limitation that is; 

these two (2) can only provide internet services and 1110st mobile phones in Ghana as at 2014 were 

not compatible with the 4G service. Due to this, subscribers \vho want to use Busy 4G or Surtline 

have to buy either a modem. M i Fi. wingle or a wireless router. 

Surflinc Communications Limited had served on the Ghanaian market for a little over 3 years with 

coverage in Accra and Takoradi. It has an active customer base of approximately thirty thousand 

(30.000) subscribers vvith only a few inactive ones. Due to the wireless nature of the devices 

(wingle. MiFi and router) more than 30.000 people connect to the network. This is because the 

wing Ie and Mi Fi connect to 10 devices at a time while the \vireless router connects up to 32 

devices. Meaning. though one person owns the device. a household or an entire office can connect 

to it. Thereby increasing the number of users which is difTerent from device ownership. 

With regards to its cllstomer base. one could guess the number or devices that have been sold out 

to cllstomers. The main conccrn is the accompanied communication or mcssage that came \vith the 

purchase of the device. According to Gerrard et al. (1999). the main purpose for risk 

communication in general. is for people to make informed decisions about their choices. In that. 

with the availability of a 'sweet and sour' information about a product or s~rvicc. a prosp~ctive 
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customer would have full responsibility of decisions and choices he or she makes. In view of this. 

the study sort to tind out ifdetailed information about a product or service would affect customcrs~ 

purchasing decision. That is to say; would prior knowledge about a product or service in terms of 

its likely defect (expected malfunction or non-performance). influence the decision of a customer 

to make a purchase or not. 

1.2 Statemcnt of the problcll1 

Almost every individual makes a purchase of at least an item or signs on to a service before the 

end of each day. It is almost inlpossible for anyone to go about their daily activities without any 

form of economic exchange (directly or indirectly); be it purchase of food. drinks. clothes. shoes. 

call credits (or mobile phones/internet bundles (data), payment of bills among others. there is some 

level of risk involved in all of these. For instance. in purchasing or acquiring a piece of land~ the 

land owner should be able to ii'eely inform the buyer as to whether the place is \vaterlog or in good 

shape to build a house or for fanning. In most cases, buyers hardly ask and owners mostly do not 

mention. 

With regards to health related issues and the mines. risk is usually associated with life threatening 

situations but \vith regards to products and service. risk refers to the defect or challenge 0 r a product 

(functional risk). For tobacco or pharmaceutical companies, the level of risk is clearly indicated 

on the boxes or housing of the content. All cigarette boxes communicate the dangers or health risks 

associated \vith smoking. (Refer to appel1dix B.J 

Just as the linancial and medical institutions communicate risks. it is important for other businesses 

to clearly spell out not only the benetits of a product or service but to inf()rm their target audiences 
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about the likely or expected defccts or challcngcs (risks) of the said products and service so as to 

give prospective custOlTIerS the flexibility of taking decisions \\lith the risks f~lctored in. In a 

growing world where people have become more concerned with understanding the nitty gritty of 

information before agreeing to thcm. thc study aimed at finding out the effects of functional risk 

communication on consumcr purchase decisions. 

The ne\v telecommunication trend requires thc purchase of cither a wingle. mi 11 or wireless router 

\vhich comes in varied brands and at an extra cost. The question here is if the mobile devices f{)r 

internet acccss coupled \vith the service serve the intended purpose for which they were purchased 

which can be termed as functional Risk. The study aims at finding out if the functional risk 

associated with these devices are communicated to customers and the impact it has on consumer 

purchasing decisions. 

1.3 Objectives of the study 

I. To ascertain Surflinc's customers' understanding of functional risk communication. 

2. To determine the erfcct or timc of functional risk communication on the Surflinc's 

Customers' purchase decision. 

3. To detcrmine the influence of Surflinc's risk communication on risk perception. 

4. To detcrmine the innuence of functional risk perception on Surtlinc Customers' purchasc 

decision. 
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1.4 Research questions 

I. \Vhat is the level of understanding of functional risk communication to Surtline 

Customers? 

2. Does the time of communicating functional risk affect Surtline customer's purchasing 

decision? 

3. How docs functional risk conlmunication affect Surtline customer's risk perception? 

4. Does risk perception affect Surtline customcr~s purchase decision? 

1.5 Significance of the study 

The research will help telecommunications to understand the importance of communicating 

functional risk to their customers and the level of understanding or the said risk to the 

customers since knowledge of it would affect purchasing decision in one way or the other. 

/\Iso the research aimed at finding out if available knowledge of risk associated to products 

and services (ttlllctional) affect stakeholder's risk perception and also the purchasing decision. 

""Communication is a vital tool all over the world: it could make and unmake a person or society 

depending on how it is handled" (i\yi. 2013, p7). 

Findings of the study will create awareness about the functional risks associated with most 

organisations' products and services and also draw people's attention to the need to 111lly 

understand terms and conditions (risk) before agreeing to them. The study of the effect or 

runctional risk communication on conslImer purchasing decision \vould add on 10 existing 

I iterature for future reference. 
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1.6 Scope and Lirnitation 

In order to assess the effect of functional risk communication. and ho\\' well it is understood 

by stakeholders and also the impact risk communication has on the organisation. the researcher 

examined the telecommunication industry in Ghana. Before the emergence of the 4G service 

in Ghana, there were six (6) traditional telecommunication networks (voice and data service 

providers). The emergence of 4G sprang up a few more. that is Surfline. Bill. and Busy 4G. 

but the new 'kids' on the block do not have the license to provide voice service. 

Despite the availability of the various 4G services. the study was limited to Surfline 

Communications Limited because it is the tirst licensed 4GLTE service to operate in Ghana. 

The emergence of Surll ine madc popular devices such as; winglcs (wireless modem) m i lis and 

routers. Othcnvise. telecommunications in Ghana are solely responsible for network stability 

and accessibility issues. This is because with the traditional telecommunications, customers 

usually buy their phones or tablets and get the voice and data service by purchasing the sim 

card except for a fe\v individuals who buy the mitis for the purpose it serves. Additionally. 

businesses by the routers for oflice internet set up. 

Most of the traditional telecommunications, give OLit mobile phones or sell mohile phones 

during promo periods hut majority or their cllstomers use their o\vn phone \vh ieh the telecom 

companies cannot be responsible ft)!, its defect. Unlike the others. Surlline sells the devices 

that the clients need to access internet with. Thereby making them partially responsible it)r the 

functionality of the device in addition to the net\vork. 
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1.7 Orgnnislltion of the study 

Chapter I contains background of the study. statement of the problem. objectives of the study. 

research questions. j usti Hcation 0 r the study. signi licance of the study and scope of the study. 

Chapter 2 contains theoretical fi·amework. review of related studies. operational definitions 

and abbreviation. 

Chapter 3 contains sample. population. research instrument. research design and procedure. 

Chapter 4 contains data presentation and analysis. 

Chapter 5 contains discussion, conclusion. limitation. recommendation and summary of 

findings. 
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Chapter Two 

Litera tu re Review 

2.1 Introduction 

This chapter \vould review existing literature in line with the area of study. Every research needs 

a backbone: one that would put the work in its appropriate perspective. With respect to this. the 

study at hand would make usc ortheoretical framework that is relevant to the study. 

2.2 Theoretical Fralnework 

2.2.1 A buyer's decision-Ina I{i ng pl'OCCSS 

'''A consumer engages in purchasing activities several times per day. The purchase itself is the only 

visible evidencc of a more complex process that a consumer goes through for every decision he or 

she makes. Ilo\vevcl", every purchase decision is different and requires difrerent alllount of time 

and effort" (Lautiainell. 2015. P 12). 

People do not buy for the sake of buyillg~ people buy either to satisfy a need or want. There are 

several brands with each product or service that is available to consumers whenever the need to 

purchase an item comes up or whenever a service is needed. One definitely has to make a choice 

or choices at every juncture of a purchase. Individuals normally go through a process or selection 

be it conscious or unconscious to make a final decision on which brand to select. 
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This the study will make use of "A buyer's decision-making process~' by Riley (2012) as cited by 

Lautiainen (2015). 

Need Recognition & 
Problem Awareness 

~ 
Information 

Search 

! 
Evaluation of 
Alternatives 

! 
Purchase 

1 
Post-Purchase 

Evaluation 

Figure I. A buyer's decisiol1-111aking process (Riley, 2(}12) 

• Need Recognition and Problem Awareness 

Every individual in the bid to make a decision about a purchase must first recognize the existence 

of a problem or gap that needs to be addressed. Some or these problems are needs \\'hiles others 

are wants. Unlike wanls that can be shoved under the carpet. needs are necessities and cannot be 

done away ""ith. one must satisfy thcm. Lautiaincn (2015) classifies needs as internal stimuli and 
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gives an example of when one is hungry and has to satisfy the body to avoid grumbling. The second 

type is the external stimuli which is the wallt which may have generated from an advertisement or 

recommendation from another. Recognition of a need is the awareness of the problem therefore 

necessary efforts must be put in place to solve the problem at hand. 

• Information search 

From the first stage, the consumer or individual must search for information so as to provide 

solution to the identified problem. For instance, a conSUlner has identified the need for internet. 

Now the information search begins with where to get internet, which of the available 

telecommunications should he/she choose from. There are several telecommunication 

networks in Ghana and the choice of the customer would depend on the individual in question 

(financial status). 

Here, one could begin the search by speaking to friends or family or going through magazines 

and now that things have been made easier through technology, one can scan the internet for 

what he or she wants or social media pages like Facebook or Instagraln for suggestions on the 

presented problem. Although this search usually comes with lots of suggestions, "the most 

effective sources tend to be personal such as family or friends" (Lautiainen, 2015, pI2). 

• Evaluation of Alternatives 

Through the second stage which is infonnation search, the consumer would be presented with 

a wide range of options to choose from. Depending on the specification of the item (internet) 
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in need, the consumer would cut out some of the suggestions but would sti II be lett \vith more 

than an option to choose from. There is now the need for evaluation orthe available options to 

enable the consumer make a choice or product or service. 

According to Lautiainen. (2015), not every consumer goes through the evaluation process. 

Some skip it by going ahead with a purchase based on intuition and mostly due to a previous 

experience vvith the said product or scrvice. Usually the alternatives letl for the consumer to 

choose n'ol11 are ones that he or she may have prior knowledge of: 

Also at the evaluation stage, the risk factor comes to play. In that, during this stage. consumcrs 

try to rccall vvhat they might have heard about the product or service. Thc cxperienccs the 

consumer's family and friends may have had (the good and bad) so as to make a bettcr choice 

of the product with cnough information and with less risk if any. 

• Purchusc 

After the consumcr has narrowcd down the alternatives and weighed the attribute of the 

rcmaining products. the ncxt stagc is to purchase the itcm(s). Lautiainen. (2015) noted that. it 

is simpler for consumcrs to make quick purchasing dccision if thc alternatives available are 

few and also if they have experienced a hrand already. It was realized that some people make 

purchase decision based on the assumption that high price products arc of higher quality 

(Lautiainen. 2015). 
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• Post-Purchase Evaluation 

One may think that the decision making process would end when the buyer finally makes a 

decision to purchase an item or sign on to a service but no that doesn't end the process. The last 

stage is the post-purchase evaluation where the consumer atter the purchase evaluates the product 

or service according to the perceived expectation. At other times, the consumer evaluates the 

purchased product to the recolnmendations fi'om the people that influenced the decision for that 

choice. Th is is in order to j usti fy the need to stick to that brand or opt for another. 

In a situation where the products or service satisfies the consumer's needs and meets the 

expectation for choosing that products, the consumer will be willing to stick to the brand and 

perhaps try other products or services of the same brand. On the other hand, if the consumer feels 

disappointed about the product not meeting the expectation. then the consumer will opt for another 

choice when next there's a need to solve a problem in that regard. 

And in the Ghanaian setting. the available 4G networks are three (3). That is to say. if the first 

choice of the customer docs not meet the expectation. the customer is opened for other options to 

choose from . 

. A buyer's decision 1l1aking process' indicated that everyone goes through a decision making 

process in order to arrive at a choice 1'01' purchase be it conscious or unconscious. This decision 

making process varies from one individual to the other and also depending on the product or 

service about to be purchased. This model was used in the study to ascertain if the sampled 

population went through the five (5) step process by Ri ley (2012) in the purchase 0 r a Surll ine 

device. 
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2.2.2 Diffusion of Inno"Htion Theory 

The Diffusion of Innovation Theory was propounded by E.M. Rogers in 1962. The theory talks 

about wide spread of inrorillation about new products or ideas (innovation). A strong point in this 

theory is the spread of information about a "new' ideas or products. 

This simply emphasizes the need for continuous communication III ordcr to affect people's 

bchaviour. Y cung (2002) in the revicw' or other stud ies noticed that some authors are 0 f the vic\v 

that risk perception is as a result of uncertainties. An example is the definition of risk by Cox 

(1967a) who describes perceived risk as "a function of uncertainty and consequences. presumably 

reduction of the amount of perceived risk can be achieved by increasing certainty and / or reducing 

thc conscqucnces." 

Information disselnination happens to be key in eliminating or reducing people's risk perception. 

Benefits as well as risk associated to a product or service must be made available to consumers. 

The channel of communication is also very important here. There can be a very simple and 

beauti I'll I mcssage but i r the right channel of communication is not used. the people whom the 

messages arc targeted at may miss the initlrmation at hane!. 

For instance. if the target audience of a product are market women. there is no point publishing 

the necessary details of information about the said product in the ncwspapers because most ofthcl1l 
'" 

hardly rcad the ne\vspaper. I f the communicator decides to usc radio. then the timing of the 

information disscmination Illust be carerully considcrcd and sclccted in order not to defeat thc 

purpose. 

After a concisc message has been put together and the right channclused to cOlllmunicate it. then~ 

is the need to evaluate the actions taken. The comlllunicator lllust take feedback lI'om the 
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consumers in order to either adjust \vherc neccssary or maintain the ITIessage or channel. And if 

there's the need to re-run the campaign, it should be done taking into considcration the factors for 

the need for modification. 

People are usually uncertain about an item or servicc when therc is little or no information about 

the said product. It is somcwhat normal to feci that there is more to know about a service or product 

when information about it is hidden. Most people then tend to gather information form others who 

may have used the products for their opinion to torm thcirs and this is what usually leads to risk 

perception. People tend to f()rm their own perception so flu· as they do not have enough information 

to clear their doubts. Therefore~ it is essential to provide continuous intormation to consumers 

about benefits and risks. 

Additionally. as individuals, our finances tend to have a great influence on our spending pattern or 

buying behaviour. In the phase of buying a product. one would consider the available brands 

against the cash allocation for that necd or want so as to make an appropriate dccision on which to 

buy. Coupled with thc financial strength of the consumer is the bcnefits of the product to the said 

need or consumer. Although an individual may purchase a supposed -low' value brand due to 

financial constraints, one \vould rather buy a little expensive product that would servc the purpose 

of purchase than to buy a seem ingly less expensive product that would not stand the test of time. 

I n I inc with the above, consumers arc segmcnted in the choice of purchasi ng a new product. some 

like the early adopters do not need so llluch information a product to make a purchase \,vhile 

laggards necd more information and persuasion. In this vain. a relatively ne\v product like Slll·nine 

has uti I ized all COllllllun ication channels and also put out all in format ion perla in i Ilg to the product 

and its lise. In order not to build a bad reputation that would drive t\\,vay potential customers. 
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functional risk comnlunication must be apt. a well communicated functional risk among other risks 

has the tendency of persuading laggards to make a purchase thereby promoting sales. 

2.2.3 I~ational Choice Theory 

Rational choice theory basically talks about the quest for individuals to meet their personal desires 

through their various choices and decisions (ThoughtCo). I-Jere, people must somehow forestall 

the outcomes of their choices. decision and weigh the options to match their expectations. The key 

element in the rational choice theory is action and also the fact that it varies from one individual 

to the other. 

In 1961. George Homans, a sociologist. introduced the exchange theory which he came up with 

based on behavioral psychology. Along the line in the 60s and 70s. there was an expansion of the 

theoretical fhllnc\vork by Blau. Cook and Coleman which resultcd in the rational choice theory 

which has been widcly used though it has its shortcomings. 

Wittek (2013) in a short introduction to the modification of the Rational Choice Theory (ReT) 

mentioned that the ReT is onc ofthc prcdominant mcta-thcorctical models in social science. There 

are three (3) assumptions related to the ReT. these are: preferences. beliefs and constraints. 

• Prefercnccs 

This usually refers to the possible outcomes an individual attaches to an action be it positive 

or negative. Before an individual makes a decision on a choice of product or service. the 

pcrson consciously or unconsciously tends to weigh the positive or negative outcome or 

the said product and this is influenced by factors such as habits. commitments and tastes. 
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~ Beliefs 

This. according to Wittek (2013) is the perceived cause-effect relations including the 

perceived likelihood \\lith which an individual's actions will result in different possible 

outcomes. "According to Bauer (1967). any behaviour ii'om the part of the consumer 

implies a risk in the sense that each act of purchasing is going to generate consequences. 

sometimes negative. which he cannot anticipate with certainty~' (Bcrgada:l. 2005. p4) 

• Constrnints 

One orthe Inain limitations is financial strength. In as much as one may \veigh the visible 

options in order a choicc and proceed with it. the financial aspect must also be considered. 

"All action are fundamentally 'rational ' in character and that pcople calculate the likely 

costs and bcnefits of any action before deciding what to do. This approach to theory is 

known as rational choice theory~ and its application to social interaction takes the form of 

cxchange theory. (Scott. 2000. pi). In essence. peoplc cxpect to benelit from thcir actions 

and decisions and so it is with products and services. It is very scarce to lind an individual 

to buy a product out of the blue without knowing the product docs. For instance. somcone 

may decide to purchase a car becausc of the com fort it brings to that pcrson. 

Despite the above. critics arc of thc view that if thc ReT is sclllcss and altruistic. In that if 

individuals only look out f()r prolit as a rcward l()r their actions and decisions. IUH\' would they 

make choices to the benefit or other? Making the theory come out as selfish. A Iso the ReT is too 

individualistic thercfore making generalization challenging. There must usuallv be social 

structures so as not to restrict the theory to one' s seliish interest. 



The Rational Choice Theory, discusses the outcomes of a customer's choice. the I ikel ihood of the 

choice serving the purpose for which the product has to be purchased or otherwise and the 

constraints with regards to final decisions on which product or service to choose over the other. In 

line with the theory. the research sought to find out why the sampled population would choose the 

Surtline brand over the other telecommunication brands. And also to ascertain if their preference. 

beliefs and constraints has an effect on their choice of Surflinc being a new service provider. 

2.3 Review of Related Literature 

Lautiainen (2015). set out to find out ""Factors affecting Consumers' Buying Decision in the 

selection of a coffee brund·~. According his study. there are four main I~lctors that affect consumer 

buying behaviour or bctter still there arc four factors that affect consumer decision-making before 

the actual step to make a purchase or sign on to a service. The t~lctors are~ cultural. social. personal 

and psychological. Before an individual decides \vhich brand of product to purchase. he or she 

may consider the remarks about the said brand. i I' any or recollect an advertisement about the said 

product. At other tinles people recollect "vhat others have said and recommended about a particular 

product or service coupled with the purchasing power and or aftordability. This means that. people 

do not just buy but there is some kind of process before the linal decision of purchase is arrived 

at. 

In the study. Lautiainen (2015) considered. Maslow's Hierarchy of Needs. Ilere. at a certain level. 

people consider their needs first before other things come into play. Also. "Every individual have 

different perception based on o\vn expcrience. beliefs and altitudes. Selective distortion leads 

people to situations that are compatible with their beliefs and values. For example for brands. the 
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message that brands cOll1lnunicate will never be the same among different consumers. When 

people are exposed to a huge amount of information and stimuli, they arc not able to retain all of 

it" (Lautiaincn. 2015, P I I). 

The study further adopted Riley (20 12)'s buyer's decision making process which talks about the 

nve (5) stages a consumer goes through before the final decision to make a purchase. And mostly 

after the purchase, the buyer evaluates the outcome to justify the reason for choosing that instead 

of another. This is so that the individual can stick with the product or service or going for the next 

available option if the initial choice does not serve the purpose to the consumer's satisfaction. 

Interestingly. there arc people vvho go through this process until they find what they want and stick 

to it. 

The model appears simply but the process can sometimes be cumbersome due to not only the 

individual's income level but social factors. At times the consumer knows exactly what he or she 

wants but due to the available disposable income and allocated budget. one may have to opt for 

another brand and go through the process again mostly in not too conscious a state (Lautiainen. 

2015). 

The study made use of only three (3) out of four factors espoused in the theory. That is: social. 

personal and psychological factors excluding the cultural factor. Arguing that. the population. 

Finland. is a small country with relatively insignificant cultural differences. Therefore the I()cus 

\vas on social. personal and psychological factors that affect the consumer behaviour. 

J\ccording to Lautiainen (20 IS). people of the same earnings had similar choices or taste in clothes. 

music and even leisure activities. Clearly. hovv much a person earn has a strong influence on the 

purchasing decision that he or she would make despite the available options. So in a situation like 
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this despite the risk information available, the consumer would still have to consider the weight of 

his or pocket in order to purchase what he or she can afford. This is because these group of people 

usually socialize \vith one another thereby discussing their activities during which experience with 

cel1ain products and service crop up. "Individuals n'om lower income groups are probably more 

interested in buying products that are necessary ror survival than spending on luxurious brands or 

designer clothes" (Lautiainen. 2015. p8). 

As cited by Lautiainen (2015). "'Consumers' life style tells how the person lives and spends money. 

It is combined from earlier experiences. current situation and congenital characteristics. The 

product choices that consumers make are related to their Ii restyle. An ind ividual' s I i restyle consists 

of ditTerent life style dimensions" (Khan 2006. p. 18). There arc several brands of products and 

services on the conSUlTIer market that serve basically the same purpose. The d i (Terence sometimes 

is the price and the status/luxury that comes with some of them. For instance. t()ot wears comes in 

various brands and its attendant price tag. Though some are of a higher quality than others~ one 

can definitely get a footwear he or she can arford and it would take the "wcarer' to his or 

destination. Even among this category. the individual can weigh the extent of risk with his or hcr 

income level to make a decision on which to buy. 

The study adopted a quantitative research approach by administering questionnaires to people on 

Facebook. The convenience sampling method was used to select respondents for the online survey. 

This happens to be cost-effective but the shortcoming of this method or data collection is that the 

sample \vas not representative or the population. Although the study population \yas Finland. the 

researcher published the questionnaire in English and Finnish and data retrieved has 2 responses 

in English and 84 in Finnish. 
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In the end. I1ndings showcd that there is a relationship between social, personal and psychological 

factors and consumer decision making process with regards to selecting a coffee brand (Lautiainen. 

2015). The findings answered the research question set for the study. Nonetheless, credible 

correlation was missing in the study. therefore lindings could not be generalized since it lacked 

total rei iabil ity. 

"Although the result of thc study has indications that social, personal and psychological factors 

have effect on a consulller's decision-making process when selecting a coffee brand. However. the 

result was not totally reliable due to the fact that credible correlation was missing"' (Lautiainen. 

'01- ') - ). p-). 

Gerrard et al (1999) studicd thc "Effcct of Risk Communication on Risk Perceptions: thc 

Significance of Individual Difterences'·. The study focused on hcalth rclatcd issues. cvaluation of 

existing literature, methodology and most importantly to ascertain the assertion that risk 

communication is a sure way to behavioural change. The journal article looked at the outcome of 

co 111 111 UJ1 icating risks and how to i nflucnce risk perceptions. as wcll as thc more lim ited evidence 

that altering risk perccptions iniluences risk behaviour. The article mentioncd ho\\-' relatively fcw 

studics have bcen done in risk communication. "Although therc are relatively few studies that 

dcmonstrate causal links between risk communication and behavior change. reccnt devclopments 

in the lield point to the importance of tailoring risk communications to the individual 

characteristics of targets" (Gerrard ct ai. 1999. p94). 

According to Gerrard. et al (I (99). in as Illuch as most people tend to bel ievc that there is some 

kind of connection between risk communication and consulllcr behaviour. there is very little 

evidence to support this assertion. Thcrcl()re. the study set out to find thc relationship betwcen risk 

28 



communication and people's behaviour or attitude after receiving these information. Unlike the 

study by Lautiainen, 2015 that understudied a product. Gerrard et al (1999) focused on health 

behavioural change. Although it would have been prudent to review studies with relation to 

products and services. the findings n'om the health behaviour change can be considered. 

Since the study by Gerrard et al (1999) focused on health Risk communication, the two models 

used arc health related. The models are the Transtheoretical Model of behaviour change and the 

Precaution Adopt ion Process Model. The Transthcoretical modd is of the view that people do not 

change a way of behaviour simply because they have been exposed to information (Risk). Rather. 

people go through different stages (5 stages) in the bid to change ti'om a risk behaviour per health 

standards to a precautionary one. The models as propounded by Prochaska and Velicer ( 1997) 

indicates that for one to change from a risk behaviour to a precautionary behaviour. that individual 

\vould have to go through the Pre-contemplation stage. the Contemplation stage. the Preparation. 

the Action stage. the Maintenance stage and finally the Termination stage. 

Gerrard et ai, (1999) adopted the Precaution Adoption Process Model \vhich suggests that changes 

in intention \vill occur only \vhen a change in behavior is perceived to be effective and the problem 

is perceived to be severe enough to warrant action. In other \vords. risk information will lead to 

intention to alter behavior only whcn it is accompanied by perceptions that the problem is severe 

and that the behavior change will be efficacious. Efforts to demonstrate this effect under other 

circumstances are most likely doomed to failure. 

For people to change behaviour or altitudes despite their exposure to function risk communication. 

these individuals must go through various stages; be it consciously or unconsciously. The above. 

coupled with evidences that risk communication that are geared to\vards individual differences in 
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risk factors can affect risk perception and in addition to contradictory findings from varIOUS 

studies. the study suggested that the appropriate question should bc the conditions under which 

risk information is the most effective means of moving peoplc towards behaviour change. 

The journal article under review provides evidence \vith regards to smoking among adults in the 

United States. "Smoking among adults in the United States dropped by more than 113 in the 30 

years following the Surgeon General's report on the dangers of smoking" (Gerrard et al: 1999. 

p94). The Surgeon's report about the efTects of smoking caused a wakeup call among many adults 

in the US concerning the dangers to smoking. Presumably. prior to this information it can be said 

that a lot of these smokers though mav have an idea of the dangers of smoking did not know the ""'" ", ...... ""'" 

details and the extent to damage smoking can cause to the human body. Coming l~lCC to fllce with 

the dangers one would be exposed to concerning smoking, the individuals had a rethink therefore 

causing a massivc reduction in smoking. 

Another study showcd a drastic reduction in unprotected sex due to the diffusion of information 

about the Iluman I ml1lunodeliciency Virus (III V). There \\ias and sti II is enough information about 

how onc can contract the deadly sexually transmitted disease which is mostly through unprotected 

sex. 1\ Iso. there were somc people who tcsti tied to having III V and the drastic change in their 

health since they contracted thc diseasc and ho\v short a live they have to livc after contracting 

HIV. A few people had grown lanky within a short period and there were pictures to sho\\' lor. In 

situations like the two (2) examples mentioned, people tend to be more carc kno\ving the extent or 

risk and the consequences that come \vith them. 

Despite the above instanccs mcntioned and the results from the studies on them. it is somewhat 

difficult to emphatically inc! icatc a causal link between the in format ion scnt across and consumers' 
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subsequent behaviour. This can be supported by Lautiainen (2015) in the study' Factors affecting 

consumers' buying decision in the selection of a coffee brand'. The author indicated three other 

factors that influence consumers' preference of coffee purchases~ social. personal and 

psychological factors. 

Most studies done in the area of the relationship between having full risk information and the 

intluence it has on consumer behaviour is centered on feelings. A vivid example mcntioned in thc 

study "Effect of Risk Communication on Risk Perceptions: Significance of Individual 

Differences" indicates that. once people have the said risk information communicated to them and 

proper precautionary Ineasures arc put in place, they then go all out irrespective of the risk. Other 

studies in this area as reviewed by Gerrard et al. ( 1(99) present contradictory results indicating 

that. there is a positive relationship between risk communication and preventive behaviours in 

adolescents. 

In spite of the contradictory outcomes from thc various reviewed studies. Gerrard et al (\999) 

emphatically state the assumptions that people's vulnerabi I ity calise them to take precautionary 

measures is erroneolls. Feelings are varied and at times difficult to explain reasons for certain 

reactions. The study \vent on the mention that once people have knowledge or the said risk and 

preventive measures arc taken. the level of vulnerabi I ity reduces. Mean ing that although there's a 

kno\vn risk presence, people behave normal so long as they have taken precautionary mcasures. 

Gerrard et al (1999), in linc \vith findings (i'om Montgomery et al indicated that the relationship 

between risk communication and behavioural change is relative. In that. somc situations arc 

complex (taxing) whereas others are simple (immunization) therefore there would be varied 

findings which could be contradictory. 
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Further in the same study. the reason why there are contradictory findings to the causal link 

between risk perception and behavioural change was mentioned. The authors discovered that many 

people react dcfcnsively to risk information thereby affecting their responses to health related 

issues. This worsens if the information being disseminated is opposing thcir present lifestyle and 

thereby demanding a change or adjustmcnt. 

From the above, we can unearth two types of individuals representing others in the same category. 

First is the type that \vould make an informed less risky option \vhen presented with the extent of 

risk related to a situation or product. This category of people would go in for "B' if pCI' the 

in formation they have .. B ~ happens to be better than "A' depend ing on the situation. The other 

group of people are those that would look for preventive measures per the risk information 

available to them. 

In the case or sunburn: the preventive measure is a sunscreen lotion and that individual can go 

about his or duty without having to think about the said risk associated to working long hours in _....... ~ '-

the sun. Or better still the I-IIV scenario where everyone knows it's highly transmittable through 

unprotected sex. Here people still go about their casual sex but with the usc of condoms to least 

protect themselves from contracting the deadly virus and other sexually transmitted diseases. 

There is a third category ofpeoplc and their reaction to\vards risk cOlllmunication. This set avoids 

having to think about the risk information presented to them through any means orcommunication. 

'"Although most people do not engage in delusional thinking or complete denial or the potential 

consequences of their behavior. they do possess an impressive array of sci f-protective strategies 

that can act as buffers against the unwanted implications posed by risk information. In other \vords. 
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first-order denial of risk is uncommon. but avoiding thinking about the risk and minimizing its 

significance appear to be common reactions to risk communications" (Gerrard et al; 1999. p96) 

As cited by Gerrard et al (1999), Mahler et al in the quest to answer the question; "'Can risk 

communication affect risk perception/behaviour'?" exposed participants to a one of two I O-minutes 

illustrations orthe proper use of sunscreen. The two documents had information on sunscreens but 

the main messages and \vhat thcy wcre geared at were different. The first illustrations focLlsed on 

the LIse of sunscreens to prevent skin cancer while the other messages concentrated on using 

sunscreens to prevent age spots and wrinkles. In the end, ··the participants who watched either of 

these slide shows had higher post intervention risk estimates than did those in a no-information 

control group". 

From the many studies reviewed by Gerrard et al ( 1999) and the varied outcomes. it is clear that 

there are knowledge gaps with respect to risk communication therefore the need for further 

research to be conducted to bridge the gapes). Therefore. the study recommended that the future 

generation of researchers can take advantage of new developments regarding feedback to help 

bridge the gap in study. Also. further studies can look at other methodologies in order to affirm or 

refute previous stud ies or better sti II unearth the reasons for the varied contrad ictory findings from 

previous studies. 

According to Zimmerman (1987). in .• /\ Process Framework for Risk Communication" a major 

function ora risk communication process is to provide information on risks and their uncertainties 

and the means to balance competing interests with regard to the distribution or those risks. The 

purpose of risk cOlllmunication is not to create panic about a product or service but to provide 

enough ini()rnHltiOIl and how to curb the' isslIc( S)' that comes \vith it. For instance. in the case 0 r 
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I-IIV as mentioned in the study by Gerrard et al (1999)~ people became more cautious about 

unprotected sex in order to avoid contracting deadly sexually transmitted diseases like HIV. From 

the study. it was clear that prior to this knowledge. people were careless with their sex lives but 

with the necessary information the rate of II I V contraction reduced. 

The end point to risk communication IS reaching a balance. Therefore instead of risk 

communication being goal-oriented. the locus should be on the process of identifying the problems 

that comes with it and a more suitable means of handling the problems that is likely to generate 

n·om the said risk communication (Zimmerman. 1987). In a situation where one provides 

information on the risk associated to the service or product, one must go a step further to providc 

alternative options to either prevent it or cvcn avoid it. Then thcrc's the necd for cvaluation to 

ascertain whether the purpose of CO III III un icating risk has been ach ieved or not. I r through the 

evaluation. the feedback received isn't encouraging then the communicator must go back and re­

stratcgize to restore stakeholder's assurancc. 

Society \vould like to have full information about a product. servicc or activity (for instancc the 

mines and pollution of water bodics and depletions orland) and its associated risk. Communication 

of risk should be void of tcchnicalitics because the majority of people who lllay be affccted with 

such futurc issues is the lay man. The choice of words must bc suitable for thc group being 

communication to so as to enhance understanding. 

Also, Zimmerman (1987) is of the view that educational programmes geared at inllucncing 

attitudes towards a course or brand is an aspcct or risk communication. In order to influence 

people's behaviour or attitudc towards a coursc, the target audience lllust be monitored so as to 

skew lllessages to their understanding . .lust likc in every communication activity, it is essential for 
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the communicator to kno\v the target audience so as to help in the choice of diction to enhance 

understanding. The way one \vould explain a product or service to ten-year olds would certainly 

be difTerent tI'om a communication docllment for thirty-year aids. Therefore. in order to appeal to 

people to influence their attitude. the choice of words to usc ancl careful planning is needed. 

Further in the study. the need of risk communication was explicitly stated. Generally. there are 

three main purposes of risk c0l11munication ... ( I) educate for the purpose of changing perceptions. 

attitudes. and beliefs about risks and consequently achieving behavior modi1ications to'vvard risk: 

(2) to build consensus: and (3) to educate or disclose information without expectations about 

quality of learning or ability to influcncc" (Zimmerman. 1987. p 131). 

This notwithstanding. some researchcrs have questioned this view of education being a factor of 

behavioural change. The concerns Zimmerman (1987) raised in four points are as follows; 

Firstly. it would be difficult for someone to change his or hcr bchaviour due to a communication: 

th is is because the person may have deep rooted bel ief in someth ing contrary. 

Secondly. people have different ways of understanding~ samc communication. same prcscntation 

stylc but a fe\v people in the audiencc may see it n'om a differcnt angle. There are people who 

always like to look at things from the negative or controversial angle and these pcople often use 

in formation d i ITerently ii'om what is expectcd. 

Thirdly. just as people are highly affected by beliefs and cultural backgrounds in the acceptanl:c 

or 1l1oditil:ation ofne\\' ideas or cause so it is \vith receiving information. Interestingly. pcoplc have 

l:crtain perceptions about somc produl:ts and scrvices and it sort of creates a barricr with rcgards 

to rccci ving contrary messages about the said products or servil:es. I n such situat ions. it is di rlicult 

to influcnce such a group about a causc \\ith education. In addition to the beliefs and l:uitural 
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the communicator to know' the target audience so as to help in the choice of diction to enhance 

understanding. The way one would explain a product or service to ten-year aids would certainly 

be different from a communication document for thirty-year olds. Therefore. in order to appeal to 

people to influence their attitude. the choice of vv'ords to use and careful planning is needed. 

Further in the study, the need of risk communication was explicitly stated. Generally. there an! 

three main purposes of risk communication .... ( I) educate for the purpose of changing perceptions. 

attitudes. and beliefs about risks and consequently achieving behavior modifications toward risk: 

(2) to build consensus: and (3) to educate or disclose in formation without expectations about 

quality of learning or ability to influence" (Zimmerman. 1987, p 131). 

This notwithstanding. some researchers have questioned this vie",,,. of education being a factor of 

behavioural change. The concerns Zimmerman (1987) raised in four points are as follows; 

Firstly. it would be ditlicult for someone to change his or her behaviour due to a communication: 

this is because the person may have deep rooted belief in something contrary. 

Secondly. people have different ways of understanding~ same communication. sallle presentation 

style but a lCv/ people in the audience may see it n'om a different angle. There are people \·vho 

always like to look at things from the negative or controversial angle and these people oilen use 

information difrerently from what is expected. 

Thirdly. just as people are highly affected by beliefs and cultural backgrounds in the acceptance 

or modification ornew ideas or cause so it is with receiving information. Interestingly. people have 

certain perceptions about some products and services and it sort or creates a barrier with regards 

to receiving contrary messages about the said products or scrv ices. I n such situations. it is di l1icult 

to inlluencc such a group about a cause with education. In addition to the beliefs and cultural 
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backgrounds as factors that influcncc peoplc's acccptancc of messages and thcir choice of action. 

the social class (incomc levcls)~ the mcssage itself: how allen the mcssagcs is repeated and the 

timing of the message arc very csscntial to arfccting attitudinal changc. 

Lastly. assuming the messages scnt are rcceived as intended (no barricrs or modification or any 

sort beforc it gets to the targeted audience), there unanswered questions about learning and 

behavioural change. 

A point to note with regards to risk communication is that it varies n·om one sector to the other. 

Unlike thc risk communication for gcneral goods and service. the health sector is very scnsitive 

and as such communication of risk would be handlcd diffcrently. Godschalk and Stillel in 

Zimmerman (1987). indicated that agreemcnt or mutual understanding betwcen parties IS an 

etTective mean 10r behavioural change which happens to be the age long assumption. 

Although negotiation happens to be thc best bet in influencing peoplc's attitudes and behaviours. 

there must be a high level of cautiousness when it comcs to the health sector. This is due to the 

very sensitive nature of the issucs that is dealt with. Hcalth matters has to do with life and death 

and the manner in which a risk associatcd to a commodity (for instance. car) would be 

communicated. health related communication vary ii·om individual to individual depending on the 

individual"s cmotional and psychological state as determined by thc health professional. It must 

also be noted that, not all cases can be negotiated. In the scnse that. not all individuals may bc 

willing to participate in decision making and in other situations \vhen therc's doubt or qucstions to 

be ans\\ercd about the risk being communicated. 

Yeung (2002) rescarchcd on Food Safety Risk: Consumcr Food Purchase Models to partly find 

out how risk perception inlluenccs consumer purchasing decision. Our body composition is vcry 
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delicate therefore majority ofpeoplc allover the world are very mindful of their in-take (water and 

food). One mistake with regards to what goes into our body can cost an individual his or her Ii Ie. 

The study indicated how important the ertect of risk perception on consumer buying behaviour is 

to most public health and food industries. 

Prior to the study of Yeung (2002)~ Britain had had an outbreak of bacteria (bovine spongiform 

encephalopathy) in food and this had led to a loss or confidence in relation to food products. Due 

to the sensitive nature of the issue. gaining customer contidence back became a big challenge not 

only to the food producers but to the entire industry. In situations like this "perception of food 

safety risk has important consequenccs for both consumer and producer wclHuc. and the overall 

etTectiveness and efficiency of the food supply chain" (Yeung. 2002 p2). 

Yeung (2002) sought to identity the relation betvv'ccn perceived food safety risk and consumer 

buying behaviour so at to crcate a model for consumcr food modcl. Thcrefore the study sort to 

identify the impact of consumer risk perception likelihood ancl mcthods used by consumers to 

rcduce perceived food risk. 

Yeung (2002) in his study indicated that somc authors are of the view that risk perception is as a 

result or uncertainties. Among the authors that suggested uncertainty as a contributory I~lctor to 

perceived risk are~ 

Cox ( 1967a) who dcscribes perceivcd risk as "a function of uncertainty and consequences. 

presumably reduction of the amount of perceived risk can be ach ieved by increasing certainty 

and / or reducing the consequences." 
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Cunningham (1967a) conceptualise perceived risk in terms of these two components, uncertainty 

and consequences, that is the perceived certainty of a given event happening and the 

consequences involved if the event should happen. 

Sparks and Shepherd (1994b) cite that perceived risk is '''the combined evaluation that is made by 

an individual of the likelihood of an adverse event occurring in the fLlture and its likely 

consequences" (Yeung (2002. p8&9). 

Earlier studies have established that risk perception is usually dependent on how \vell the said 

risk is communicated to the public. So long as the information is made clear and there is 

understanding between the communicator and the consumer. there is hardly any panic reaction. 

Rather people look out for mcans to balance the \vhole situation provided there is enough and 

clear information (Zimmerman, 1999). 

The study adopted the mixed method approach: this is the qualitative and quantitative approach of 

data collection. Yeung (2002) interviewed 28 respondents in order to gather information on 

perception of food risk and how the information could influence subsequent purchases. The 

convenient sampling method was used to select the sample population lor the qualitative aspect of 

thc study. 

The second part which happens to be quantitative. Two Hundred (200) respondents were selected 

using the quota sampling in order (or the study to represent the whole population. The 200 

respondents were given questionnaires which were self-administered. 

In answer to the highlighted objective mcntioned earlier, the study found out that thcre are several 

factors that influence consumer buying behaviour. Among w'hich arc beliefs. social values. 
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preferences and past experiences with either similar or same products or even experiences from 

others. 

The act of purchasing is no longer only at the core of the relationship between the lirms and their 

customers. Producers and distributors have to cooperate with the final purchaser in order to solve 

the conflicts related to risk and promote. together with their customers, new ways to limit it 

(Bergadacl, 2005. p3). In the study, "The purchasing Risk: How is it perceived by the consumers". 

it can clearly be seem that lately most organizations buy and sell. These companies serve as an 

intermediary between the producers and the buyers. While at it. the companies create and maintain 

mutual beneficial relationships. 

!\ Ithough most of the telecommun ication companies in Ghana sell devices such as modems. m iiis. 

routers and phones amongst others. they are not the manufacturers/producers of the devices but 

rather need these devices to provide a good service. So in essence. since the individuals usually 

deal with the organisations with which they make the purchases. the producers must \Vork hand in 

hand with the intermediary so as to kno\v and communicate the likely change or defect about the 

product or service. 

Bergadml (2005) sort to tind out the risk encountered by people in relation to a product or service 

so as to identi fy new \\lays on behavioural aspects and to generate a means of changing these 

attitudes. This necessitated the need for a qualitative study in order to understand how people 

perceive risk before the act of purchasing. Unlike the transactional marketing or sales. relational 

marketing does more. !\ lot more effort is needed in relational marketin1! because the sellers intends 

to keep the consumer It)r subsequent transactions and must theref()rc do a lot more to build trust 

so that the cllstomer can keep the relationsh ip. 
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For instance. if a customers often has issues with a product or service from a particular buyer. there 

is a high possibilities that the consumers would either look for an alternative product or same 

product but a different brand to serve the expectcd purpose. In this situation where the experience 

has not been too good. the interaction can be said to be transactional. But where the benefits and 

likely defects are made known to a customer for purposeful decision making. trust is built and this 

could keep the customer coming back for more business interactions leading to relational 

marketing. 

The study made use of interviews \vhich were analyzed to ascertain the risk for an individual. 

Among the eight (8) products that were considered for the study were medical drugs. personal 

computers, car, watches. foodstuffs and health advices about medicines in drug stores. As cited by 

Bergadm! (2005). there exists somc factors which encourage the perception of a risk before 

purchasing and which are themselves related to the individual. to the product. but also to the 

purchasing situation (Cox & Rich, 1964). 

The aim of communication is to inform. educate create awareness. and to make available relevant 

information that helps in decision making. And in the case or functional risk communication. it is 

to communication what the consumer should expect in terms of a likely defect so as to take cation 

in order to reduce the efrect of the associated risk. As mentioned earlier, risk cannot be avoided 

completely but precautionary measures can be put in place to reduce the impact. As cited by 

Bergadaa (2005). the customer's fear with regards to perceived risk is making a bad choice \vhich 

could lead to loss or money eventually. The less information about a product or service to counter 

the perceived risk, the tendency to increase risk perception about a product or service. 
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"Social risk is concerned with unfavourable consequences associated with other people's 

significant hostile opinions toward the purchase or the product use. This type of risk is particularly 

potent in cases of socially visible products such as cars." (Bergadaa. 2005. p5). And also functional 

risk is not only about loss of money but also loss of time. In that the time it takes a customer to try 

a product that may not serve the purpose cannot be returned. Risk perception can therefore be said 

to be uncertainty associated to a product or service which could be negative. 

Cunningham (1967 b) mentioned the need to reduce risk perception about a product by assuring 

customers of brand and product warranty. A brand or product that gives a year or two \varranty is 

indirectly telling the consumer that the product can stand the test of time within a year or two. 

Meaning if there is no direct effect form the consumer. the device can function within the numher 

of months stated otherwise a replacement of the device. So depend ing on the product and its cost. 

the customer can ascertain if the product is of value before going ahead with the purchase. The 

high \varranty of a product helps reduce the risk perception of a brand or product. 

On the other hand. a product or brand that cost so much but with a few months \varranty gives 

room for high risk perception. In that. the producer or seller is seem to be disassociating themselves 

from the product alter the warranty stated. For instance. there is a high possibility that a customer 

that wants to purchase an air-conditioner \vould go in for one with higher warranty. Warranty here 

is not just assurance hut ownership and guarantee of any subsequent outcome of the product either 

than the benefit wh ich is through no fault 0 r the consumer. 

I n the study Bergadaa (2005) noted that. in the era 0 r technological. cconom ic and in format ional 

change. one can hardly do away with risk but to ascertain which is convenient or manageable. The 
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exploratory (qualitative) study made use of eight (8) products and eighty-lour (84) consumers \vho 

were grouped to investigate 3 major issues which are; health. personal and l~ll11ily products. 

In order to collect data for this study. post graduates were trained to carry out the exploratory 

research and to be as neutral as possible by asking open questions to give 1'00111 for participants to 

make their inputs. share their concerns and experiences. Although the products wcre different. the 

same questionnaire \vas used in order to avoid misrepresentation. Also. data collection for each 

product was done at their point of sale. After data collcction. thc information was transcribed and 

a content analysis done. Aftcr which answcrs to questions werc grouped and validated accordingly. 

In the end. the study was able to unearth three (3) strategies of consumer risk reduction. "The 

reduction of the functional loss, the relational exchange, the fact of integrating thc global risk. are 

used in a complclllentary manner" (Bcrgadaa. 2005. p25). Consumers in the bid to avoid or reduce 

the tendency of risk. tend to choose one of these strategies in their purchasing decisions. 

There are a wide variety of studies done in the area of risk and risk cOlllmunication but most of 

them including the studies above focused on functional risk with regards to consumable products 

and health related issuc. Thercforc this study took a dimension different from thc lot to rcsearch 

into telecommunication in Ghana. specifically Surfline Communications Limited. 
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2.4 Operational Definitions 

The terms explained below have been used throughout the study. The meanings and explanations 

given below apply strictly to their use in the context of the study. 

Risk: a) Information about a product or service either than a beneHt. 

Risk Communication: The exchange of information between an organization and its customers 

about information either than a benefit of a product or service to its lIsers. 

Risk Perception: \Vhat a buyer or user ofa product or service thinks about a product due to limited 

information provided by the producer or seller. 

Functional Risk: The likelihood of a product or service performing below the expected or as 

described by the producer. 

Device: Surfline modem. miti. wingle or wireless router. 

Consumer: Someone who purchases or uses a product and or signs on to a service. 

Barter Trade: Exchange of goods and services for other goods and services. 
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Chapter Three 

Methodology 

3.1 Introduction 

This chapter deals with the mcthods used in data collcction i()r the rescarch. This includes the 

population and sample, research instrumcnt, research design and also the proccdure uscd in the 

collection of data. 

3.2 Research Design 

Quantitative research focuscs on systematic process of gathering numerical data and general izing 

it across groups or people or to explain a particular phenomenon (Babbie. 20 10). Qualitative 

research is an exploratory research that is used to gain understanding or problems or opinions. 

lJnlike quantitative, qualitative takes an unstructured or semi-structured means of data gathering 

(DeFranzo. 20 II). 

The research made use of both qual itativc and quantitative research approach since questionnaires 

used to collcct data contained both close-ended and open-cnded questions. The questionnaire \vas 

used to solicit primary ini()rmation about sample respondents' status (that is if respondents are 

students or \vorkers). thcir educational status, income levels and their perceptions about the service 

under study. 

Quantitative research allo\\"s generalization or findings to a large population and also identities 

statistical relationships. Qualitative research allows exploration in order to understand and 
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interpret social interactions. It also gives room to study behaviour In a natural environment 

(DcFranzo~ 20 II). 

The mixed method approach is the combination of qualitative and quantitative data in a research 

so as to provide a better understanding of a problem. The mixed method used in this study made 

it possible for the researcher not to restrict responses but to collect data on consumer perceptions 

as well. Non-experimental design was used in the study. in that: the researcher had some level or 

control over who and what to measure and when the measurement took place. 

3.3 Population 

According to Ilanlol1 and Larget (20 II). a population is all the individuals or units or intcrest. 

Therefore the population for this research was customcrs of Surfl ine Communication from 

different parts of Accra; Osu. Airport. Fast Legon, Dansoman and Roman Ridge customer 

experience centers. 

The population of the study consisted ofntly-nine (59) malc respondents and j()rty-one (41) rcmale 

respondents. The above representation shovv's that there was not an even distribution and this can 

be attributed to the random selection of respondents. 

3.4 Sam(ll~ and Salnpling Techniques/Methods 

A sample is a subset or the individuals in a popUlation (Hanlon & Largct. 20 II). Surlline 

communication has an active subscriber base of about thirty thousand (30.000) active customers 

in Greater Accra. among which are high valuc. mid value and Itnv valuc users. Despite the 

45 



existcnce orthe large subscribcr base, only nve (5) suburbs in Accra wcre chosen conveniently for 

the study. However, all customers both male and temale in each suburb were chosen randomly for 

the study. Thereforc. the sample size of one hundred (100) was used lor this study. 

The simple random sampling method was adopted by this study so as to give all the individuals 

the equal likelihood of being included in the sample (Hanlon & Larget. 20 I I). 

3.5 Data Sources 

Primary data was collected through a distributcd qucstionnaire answered by respondents whereas 

secondary data wcre collected from books. articles and journal revicwed for the purpose of this 

rescarch. 

3.6 Data Collection Methods and Instrument 

In order to collect data for the study. questionnaires made up of close-ended questions and open­

ended questions were structured {'(Jr respondents to answer. Thc sllldy opted to usc qucstionnaires 

because respondcnts \-"cre literate and also it was to aid in getting the needed information for the 

study. Additionally, questionnaircs wcrc self-administered. 

Before the questionnaires were distributed to respondents. ten (10) questionnaires were piloted. 

Findings from this section indicated gaps and the need for additional questions in the questionnaire 

therc{()re the need to restructure the questionnaire. Subsequently. another set of ten (10) 

questionnaire were distributed to new respondents in order to minimize any form of ambiguity and 

also to make sure that all four (4) research questions would be ans\vercd. 
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The twenty-two (22) itemized questionnaire was made up of two (2) parts. The tirst part was to 

gather information on the demographics of the respondents while the sccond part had fourteen (14) 

questions. In order to gather both quantitative and qualitative data concurrently, the questionnaire 

had both open-ended and close-ended questions. 

3.7 Procedure 

In order to gain access to information. one hundred and ten (110) copies or questionnaires were 

randomly distributed to customers ofSurfline communications irrespective of gender. Twenty-tive 

(25) questionnaires were distributed at each of the t(Hlr customer experience centers adding up to 

one hundred ( 100) and then additional ten ( 10) questionnaires were distributed to customers at the 

Surfline head office experience center at Roman Ridge. 

Data collection from respondents took two (2) weeks because the Surlline customer experience 

centers are f~lr apart from one another. Due to the dctailed information required from respondents. 

questionnaires were distributed to willing customers while they \vere being attended to regards the 

reason I()r visiting the store. Although the researcher was present at the customer experience center. 

respondents were given enough space to freely express themselves. 

Although one hundred and ten (110) questionnaires were distributed. only one hundred and rOllr 

( 104) were retrieved. Among which foul' (4) \vere invalid due to inconsistencies detected in them. 

Therefore, the study had to do away \\lith the invalid questionnaires. reducing the size to one 

hundred ( 1(0). 
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To effectively analyze data. the answered questionnaires were coded in order to detect the invalid 

questionnaires f)'om the valid ones. This is to prevent a biased presentation of data. 

3.8 Reliability and validity 

Kirk and Miller (1968) came lip with three types of reliability in quantitative research. (1) The 

degree to which a measurement. given repeatedly, remains the same. (2) The stability of a 

measurement over time and, (3) the similarity of instrument within a given time period. Definitions 

of reliability and validity in quantitative research reveal two strands: Firstly. with regards to 

reliability. whether the result is replicable. Secondly. with regards to validity. whether the means 

of measurement are accurate and whether they arc actually measuring what they arc intended to 

mcasure (Gola fshan i. 2003). 

As cited in "The Qual itative ReporC' (2003). some qual itative researchers are of the vievv that 

Reliability in qualitative study is questionable and uncalled for. This is because a qualitative study 

is for the purpose of explaining a concept and getting meaning to a problem. \Vhereas in the same 

study. Patton (200 I) is of the vie\v that every qualitative researcher must concern itself \vith 

validity and reliability in the analysis of results and quality of research. Additionally. Stenbacka 

(200 I) argues that since reliability issue concerns measurements then it has no relevance in 

qualitative research. She adds the issue of reliability is an irrelevant matter in the judgement of 

quality ofqualitative research. Therefore. irit is used then the "consequence is rather that the study 

is no good. (Golafshani. 2003). 

In order to establish truth in this study. the questionnaire used for data collection went through two 

stages of piloting so as to prevent ambiguity and establish understanding of questions presented. 
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Additionally. the mixed method was implored in order to make up for the shortfalls of both 

qualitative and quantitative. Such that, while the numbers could be used for generalization, other 

aspects such as reason for respondents decision to stay on the network despite the functional risk 

could be appreciated. 

3.9 Ethical Considc.·ation 

Ethical considerations in research are set in place so that the researcher in the quest to acquire 

information would not inti'inge on the rights and privileges oCthe participant or respondents. There 

are three guiding principles that was adopted by this study which arc; respect for persons. 

beneficence and .i ustice. 

In as much as the research \vould like to gather information in a respondent's natural setting. the 

data collection should not be done without the respondent's concern or against his or her \vill. 

Respondents' privacy in the form or data collected must be protected. Information given by 

respondents to aid the study must be kept private and confidential (Ethical Issues in Conducting 

Research. 20(7). 

Secondly, in the bid to ensure that participation in this study docs not open up respondents to any 

harm. the researcher put measures in place to minimize the psychological and social risks that such 

studies come with. 

Lastly. justicc dcmands equitable sclcction of participants. The principle orjustice requires that 

those \vho undertake the burdens of research must be likely to benelit from the research (Adams 

and Callahan. 2(13) 
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With regard to the above, questionnaires for this study were distributed to Surtline customers who 

were willing to participate in the study. Respondents' confidentiality was ensured by avoiding 

personal details. The study benetits both Surnine Communication Limited and their customers 

\vho were respondents or the study. 
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Chapter Four 

Data Analysis and Findings 

4.1 Introduction 

This aspect of the study. deals with the analysis of the data collected. Qucstionnaires were 

distributed to onc hundred and ten (110) respondents except that on collection. only one hundred 

and four (104) \vere retrieved. Four (4) orthe questionnaires were invalid and therefore could not 

be added in order not to distort the findings orthe study. 

Thc data was analysed with the aid of SPSS. \vhich helped in the generation of frequency tables 

f()r analysis. Majority of thc respondents. have good educational background, and 1110st of them 

were in the tormal sector. Among thc one hundred (100) respondents, not all qucstions wcre 

ans'vvercd. 

4.2 Data P."csentation and Analysis 

T~lble I: Scx of Hespondcnts 
_____ . '. ____ . _-----~-·---r------____,r__----___. 

Sex of l~csJlondents Frequency 

------------ - - ----------_.--!---_._--
59 

41 

Male 

Femalc 
--

Total 100 

5;;;urce: Fieid f)~'I~~-j() /7. 

Percent 

59.0 

41.0 

100.0 
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The table above is a frequency distribution of the scx of the respondents. Out of the total of one 

hundred (100) respondents, fi ny-nine (59) of them with a percentage representation or 59% were 

male: whi Ie forty-one (4 I) with a percentage representation of 4 I % were female. The data above 

shows that majority of the respondents were male. 

Table 2: Emplo)'lnent Status of Respondents 

- ___ ~--------------------I-----~~-'--------
Status of Respondents Frequency Percent 

- --- ------ -- -- - --- ------ -- --- ---- - - -----~-+------~-I 

Student 

Employed 

Othcr 

Tohll 

IS 

79 

6 

100 

15.0 

79.0 

6.0 

100.0 
----~--------------------.------ --~-- ._-_ ... _- ... ------ -------- - --- -------' 

Source: Field Data. 20/7. 

Next in the analysis was the employment status of the respondents. Majority of the respondents, 

with a frequency of seventy-nine (79) and a corresponding percentage of 790/.) were employed. 

15% of thcm \verc students, and 60/0 of the respondents chose the "other"' option. 

The data above is rcllective of the fact that. majority or the respondents were actively engaged in 

variollS fields of employment. 
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Table 3: Educational Background of Rcspondents 

Educational Backgroun d 
-----------
JIIS 

SHS 

Diploma/l-IND 

Graduate 

Other 

Total 
-----------

Source: Field Data. 20/7 

Frequcncy 

2 

5 

12 

77 

4 

100 
---

Percent 

2.0 

5.0 

12.0 

77.0 

4.0 

100.0 
-~--

The table abovc is a lI'cqucncy distribution table showing the educational background of 

respondents. 77% of the respondents. being the majority. were graduates (first degree holders): 

120/0 or the respondents wcre Diploma/ HND. 

Only a handful ofthc respondents had lower qualifications. Among the total respondents: SCX> had 

SIIS qualification. while 2% had only a .IllS certificate. Also 40/0 chose the "other" options: these 

were holders of professional certi ticatcs such as chartered accountancy. 

The data shows the respondents had an appreciable level of communication. 
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Table 4: I ncome Level of Respondents 

- --
Income Level Frequency Percent 

100 - 1000GHC ... , 
-'- 32.0 

1100 - 2000GHC 25 25.0 

2100 - 3000GIIC ,'" --' 23.0 

3100GIIC and above 10 10.0 

Unspecified 10 10.0 
--

Tohll 100 100.0 

----
Source: Field Data. 2017 

Respondents were given options of income levels which ranged between; 100 - 1000 Ghana cedis 

which was the lowest. to 3100 Ghana cedis and above. 

This question had ninety (90) out of the total of one hundred (100) respondents answering; 32% 

or the respondents being the majority earned between 100 and 1000 Ghana cedis. Closely 

following this income bracket were those earning between 1100 and 2000 Ghana cedis (25°;(). 

Whereas 230/0 of the respondents were in the bracket 01'2100 and 3000 Ghana cedis; and only 10CX) 

of respondents earned 3100 Ghana cedis and above. 

This table shows that majority of respondents were low income earners which is between 100 and 

1000 Ghana cedis. while only a few wcre high income earners which is 3100 Ghana cedis and 

ahoy\.!. 
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Table 5: Channcl of first information about Surninc 

Source Frequcncy Pcrcent 

Radio 20 20.0 

Television 28 28.0 

Social Media 27 27.0 

Friends 18 18.0 

Family 7 7.0 
-

Total 100 100.0 
- --------------------- - ------------- ------------------

Source: Field Data. 2017. 

Next in the analysis was to tind out how respondents heard about Surtline internet service. 

Respondents were presented with various options to choose n·om. All the hundred (100) 

respondents gave an answer to the question. 

Out or the number. 280/0 of the respondents had heard about Surfline on television: ",-hi Ie 27% or 

the respondents they heard about it on social media. On the other hand. 200/0 of the respondents 

said they heard of it on radio: 18% of the respondents said they heard about it from friends. and 

70/0 said they heard about it from fami Iy members. 
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Table 6: Respondents' thoughts prior to joining the Surnine Networl< 

~.---------------------.~--

Source Frequency 

Yes 68 

No 31 

Any other 

Percent 

68.0 

31.0 

1.0 
r---------------+----------- -.-.-~ ---.-~.--.--

Total 100 100.0 
---.. ---~ ------------
Source: Field Data. 2017. 

The table above is a frequency distribution table, which analyses respondents' thoughts about the 

Surfline network, prior to signing up to it. From the table. it is seen that 680/0 of the respondents 

answered in the affirmative. \vhile 31 010 of the respondents said they had no previous thoughts 

about the net\vork. Only one respondent was indifferent. 

Table 7: Perception of Sua-nine Prior to Purchase 

Response 
-- .. --_.-------_._---------

Positive 

Negative 

No answer 

Total 

Source: Field Data. 2017. 

Frequency 

71 

9 

20 

100 

Pcrccnt 

71.0 

9.0 

20.0 

100.0 

The tablc above is a n'equency distribution of the nature or thoughts respondents had prior to 

join ing the Surtl ine network. Respondents wcre presented with t \\iO opt ions: positive and negati ve. 
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Out of the one hundred (100) respondents. eighty (80) provided a response to the question. 

Majority of the respondents .- 71 % of them said they had positive thoughts. whi Ie 9(Yo said they 

had unfavourable thought. that is, negative thoughts about the network. prior to signing up to it. 

The rest orthc 20% were indi fTerent about whether their thought prior to join ing the network were 

positive or ncgati ve. 

Table 8: Perception of Stll"nine after Purchase 

Response Frequency Percent 
-·-·---_____________ l·_ --------t--
Yes 62 62.0 

No 26 26.0 

No answer 12 12.0 

Total 100 100.0 
______ ._-----1. __ 

Source: Ficld Data. 2017. 

The table above is a frequency distribution of respondents' views on \vhether their opinions about 

the nel\\iork. prior to joining Surflinc had an errect on their purchase. From the table. it is seen that 

620/0 of the respondents said yes. \vhile 260/0 orthe respondents said it did not affect their purchase. 
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Table 9: Period on Surfline Network 

Response Frequency Percent 

3 years 37 37.0 

2 years 35 35.0 

I year IS 15.0 

6 months and below II 11.0 

No answer 2 2.0 
----_._--
Total JOO ] 00.0 

--

Source: Ficld Data. 2017 

The table above is a frequency distribution of respondents ancl how long they have been on the 

Surnine network. Almost all the respondents. with the exception of two (2) gave a response to the 

question. 

It is seen from the table that. 370/0 of the respondents said they have been on the ncl\vork It)r three 

(3) years; closely following this category \vere those that had been on the network for two (2) 

years. and they had a representation of 35%. 

;\lso. I S% and I I % of the respondents have signed up to the network i{)r a year. and 6 months 

downwards respectively. The data set reveals the majority of the respondents have been on the 

net\,vork long enough. 

58 



Table 10: Prior Reseurch before joining the Netwolok 

Response Freq uency Percent 
1------ -- -- - -~-~--- -----

Yes 49 49.0 

No 51 51.0 
-

Totul 100 100.0 

----~-

Source: Ficld Data, 2017, 

The table above is a frequency distribution table showing whether respondents had conducted due 

diligence on SUl'fline network prior to signing lip to it. This question had all respondents 

responding to it. 

It is seen (i'om the table that. Il9%1 of the respondents responded in the affirmative. while the 

majority. being 51 % said they did no prior research prior to joining it. 

Table II: Communication on Functional Risl" 

-

Response Frequency Perccnt 

38 Yes 38.0 
------- -_._. ----' 

No 62 62.0 

Tohtl 100 100.0 

S()u-,··ce: (i~l(fData. 2017. 

The above is a (j'cquency distribution table displaying vic\-\' on whether expected challenges (risk) 

was coml11un icated to respondents. A II respondents provided a response to the question. 
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620/0 of the respondents representing the majority responded in the negativc: that is~ not receiving 

functional risk communication while 380/0 said they received information on the expected 

challenge on the network or device. 

Table 12: Understanding of terms and conditions 

-
Response Frequency Pel"cent 

Yes 38 38.0 

No 0 0.0 

No answcr 62 62.0 
---~---------- -----

Total 100 100.0 
L ___ _ 

Source: Field Data, 2017. 

From table 12. 62% ofthc respondent rcprescnting the majority did not answcr becausc according 

to them they did not receive any expectcd challenge information. While 38% of thc respondents 

who said they received the information about the expected challenge confirmcd understanding. 

In the previous analyses Cfable 10). a majority being 51 (Yo of the said they did no previous research 

on thc net\vork before signing up to it: \vhile in this analysis 38(Yo said they ('ully understood the 

risk. In this casco respondents signed up to the nctwork v\:ithout research. 
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Table 13: Necessity of risk Comlnunicated 

--------------------,-------.--------
Response Frequency Percent 

Strongly I\.gree 30 30.0 

I\.gree 26 26.0 

Disagree 3 3.0 

Strongly Disagree 4 4.0 

No answer 37 37.0 
---------1-.------------------

Total 100 100.0 
_. ___ . ____ -------------___ 1--____ -------------- __ 

Source: Field Data, 2017 

The table above is a frequency distribution of respondents' thoughts on whether communication 

on the Surlline device was necessary. The question had 63. out of the 100 respondents providing 

a response to the question. 

It is seen from the table that. majority or the respondents: 300/0 of them strongly agreed to the 

assertion: 26(Yo agreed to the assertion. I\.lso 4%) strongly disagreed, while 3°;() simply disagreed 

with the assertion. 
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Table 14: Respondents' Challenges with the Surnine Network 

Response Frequency Percent 

Yes 70 70.0 

No 28 28.0 

No answer 2 2.0 
----

Total 100 100.0 
-----------
Source: Ficld Data. 20 17. 

The n·cqucncy distribution table abovc is a dcscription of respondents' vicws on \\'hether thcy have 

had some challengcs with the Surfline network. The question had ninety-eight (98) out of the total 

answering the question. 

700/0 or the respondents said they had challenges. \vhile 280/0 said they had not encountered any 

challengc yet. 

Table 15: Risk conununication before or after the chullenge 

Response Frequency 

BcI(lre incident 20 

1\ ncr incident 31 

No information 19 

No answer 30 

Total 100 
- ---~- ---+_. - --

Source: Field Data. 20 I 7 

- .. 

Percent 

20.0 

31.0 

19.0 

30.0 

100.0 
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The table above is a frequency distribution table of respondents' views on whether they received 

communication about the associated risk concerning the Surtlinc network/device. The qucstion 

had 70% of the respondents answering it. while the remaining 300/0 did not provide an answer to 

the question. 

From the table. it is seen that 31 % orthe respondents said they received risk related communication 

after the incident; 19% of the respondents said they received no communication at all: and 20% 

said they received communication prior to challenges with the device. 

Table 16: Understanding of tenus und conditions pertaining to risk 

~-.-~- .. --- ----------~~-~ ------.-.-~-+--- .. ----. --~--.---~ 

Response I~"'requency Percent 

Yes 

No 

42 

18 

42.0 

18.0 

No answer 40 40.0 

t-'-f()h~------------- -----W('-------.-Oo.('----"-
------- ---. -- ----------~--- .. ~-.~ - ... _--'-
Source: Field Data. 2017. 

The table above is a frequency distribution table of respondents' views on whether they understood 

the commun ication they received about the challenge they reported. Sixty (60) out of the total. 

responded to the question. 

Majority or the respondents. being 42% or the respondcnts responded in the artirmative: while 

18% said they did not understand the communication they received. 
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Table 17: Assessment of Surfline Networl{ 

Response Frequency Percent 

Very Low 21 21.0 

Low 27 27.0 

High 43 43.0 

Very Iligh 4 4.0 

Don't know 5 5.0 
----~---

Totnl 100 100.0 
~---~ ---------_._-------

Source: Field Data, 2017 

Table 17 is a frequency distribution table of the respondents' assessment of the Surfline nehvork. 

Majority of the respondents, being 430/0 said Surtline's performance was high; in a sharp contrast. 

270/0 of the respondents said the performance orthe network was low. On the other hand, 210/0 of 

the respondents said the network's performance \vas very low, only 4% rated the service as very 

high; and 5% said they 'don't know'. 

It is revealed earl ier in the analysis that majority of the respondents have been on the network for 

a considerable amount of time, \vith the highest being 3ycars. Therefore, it can be deduced frol11 

this table their assessment of the Surnine network service is reasonable. 
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Tablc 18: Rcspondcnts' dccision to purchasc prior to/uftcr risk communication 

----~-------------. -----------.- - -
Rcsponse Frcquency Pcrccnt 

Yes 57 57.0 

No 17 17.0 

Maybe 18 18.0 

No answer 8 8.0 
-

Total 100 100.0 

Source: Field Data, 2017. 

Table 18 is a frequency distribution table of respondents' views on whether they would have still 

joined the network if they had received communication prior to. or after the communication. In all 

ninety-two (92) out of the total provided various answers to the question. 

Fro 111 the table. 570/0 orthe respondents said they would have still made purchase regardless if they 

received communication or not~ 170/0 said they would not have made purchase: while 180/0 said 

they will. maybe. still joined the net\vork. 
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Chapter Five 

Summary, Conclusion and Recommendation 

5.1 Introduction 

The study sought to investigate the level to which the users of communication net\vorks and the 

public understood functional risk, and if they considered it at all prior to deciding on using Surtline 

4G service. This chapter presents a summary of the major findings of the study, conclusions and 

makes recommendations on possible areas for further research. 

5.2 Discussioll 

The objective of this study was to find out if functional risk communication has an impact on 

consulller purchasing decision. Embedded in the broad objective \vere four (4) spcci tic objectives. 

Out of the specific objectives there were fOllr (4) research qucstions which helped to arrive at 

answers to the main objective. 

S.2.1 Objective 1: To ascertain Surnine's Customer's Understanding of Functional Risk 

Communication 

The study found that 1110st respondents heard about Suri1ine via television; the response to this 

question was divided almost evenly among the channels of communication available. \vhich is 

Television. Social Media. Friends and I:amily. This is an indication that Surlline utilizes all 

comlllunication channels to get to its COnSLll11erS or subscribers. 
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In reference to the Diffusion of innovation theory. it is expected that as a new network with new 

devices that people weren't flll1liliar with. there would have been more education or spread of 

information about it in order to affect people~s behaviour. The diffusion or innovation theory 

emphasized the need for continuous communication. Continuous information about a product or 

service is sort of a\vareness creation. 

Despite the fact that a huge section of the sampled population did not receive communication of 

the risk factor. all of them went ahead to make a purchase to sign on to the new network. This 

impl ies that the respondents are early adopters as mentioned in the Di ffusion of I nnovation Theory. 

Data collected showed that majority of respondents (710/0) had positive thoughts and perceptions 

ahout the Surlline network prior to joining the network. Interestingly. Table II shows that less 

than halfofthe respondents said they had information about the functionality of the devices/service 

at the point of sale and the same group of people understood the information that was 

com 111 UI1 icated. 

Although there were positive thoughts about the network. table II indicates that mt~iority of 

respondents said there was no communication about the likely defect of the devices or the network 

at the point of sale. In re1crence to the no information. there was nothing to understand. The 

findings of the Study 'Effect of Risk Communication on Risk Perceptions: the Significance or 

Individual Differences' by Gerrard et al (1999) indicated the importance or risk communication. 

Communicating risk abollt a product or service would well inform especially a prospective 

l:Ustomer to wcigh his or her option and then make Iinal decisions and bear the consequcnces or 

the out. 
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In the outcome of this study as display in Chapter 4~ Table 11, functional risk was not 

communicated. Implying that the customers did not have information to think through and weigh 

options in order to make informed decisions pertaining to the purchase of the Surfline device. 

Rcsults from Gerrard et al. (1999) presented a positive relationship betwcen risk communication 

and preventive behaviour in adolescents. In the casc of products and service function risk 

communication is to make the customcr aware ofthc likely defect oCthc product so that this could 

be avoided or prevented. 

Findings off this research could not support that of Gerrard et al (I (99) \vhich stated that once 

people have knowledge of the said risk and preventive measures arc taken. the level of 

vulnerability reduces. In the case of this study, functional risk was not communicated thereby 

implying that there was no need for any preventive measure to reduce the level of device or 

net\vork underpcrformance. 

It was clearly stated in table 14 that functional risk was not commun icatcd to more than hal f of the 

sampled population. The study therefore went ahead to find out the motivation behind the purchase 

or the devices and the use of the network. Findings of the study revealed that majority of the 

population although did not have information with rcgards to functional risk. signed on the service 

because of the assured qual ity service and good rcmarks from I~lm i Iy and friends and th is is 

supported by the findings of Lautiaincn, (2015) that there is a relationship between social I~lctors 

and purchasing decision. 
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5.2.2 Objective 2: To Determine Effect of time of communicating functional risk on Surtline 

Customers' purchase decision 

In order to determine the effect of the timing offunctional communication. it was essential to find 

out if respondents had encountered any form of challenge on the network. Findings showed that 

majority of respondents (700/0) had had challenges with either the Surfline devices or network. 

Furthermore. data collected revealed that 30% of respondents did not answer the question because 

they had mentioned earlier that they had not encountered any challenge on the network. Majority 

of the sampled popUlation received information about functional risk after the incident. while a 

few mentioned that they had had no information at all that is before or after the incident. Only 200/0 

indicated that they had been informed about an expected challenge prior to purchase. 

The study \vent further to find out if thcre was understandi ng 0 f the commun ication that they had 

received before or after the defect. majority indicated that they well understood the information 

presented. Minority or respondents representing 18% though havc received the information. did 

not understand it. 

Findings here supports the assertion by Ed\,vards et al.. (2012) and Zimmerman (1987) that the 

main concern when it comes to risk communication is the understanding of the mcssage and 

arriving at a common agreement so that the buyer knows what he or she is signing on to. In order 

ror these messages to be understood by the target audience. the packaging and presentation of the 

information must be taken into keen consideration. It could be the sallle inl(wmation. same 

presentation style but people have different \\lays or understanding. 
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5.2.3 Objective 3: To determine the int1uence of Surt1ine's risk communication 011 risk 

perception 

There are three assumptions that comes with the rational choice theory. These are preferences. 

beliefs and constraints. Without research, one would not know the advantage(s) a product has over 

the other and even the attached constraints. Also. Riley (2012) in "/\ buyer's decision-making 

process" emphasized the need tor research at virtually every stage of the process. From 

Recognition to information search to Evaluation to purchase and post purchase evaluation. sOllle 

form of research is required. Normally before a purchase. people tend to enquire and weigh their 

options before a decision is made. 

On the contrary_ findings from this study indicated that more than half of the sampled population 

did not do any form of research belore joining the Surtline network and this could be the reason 

\vhy there was no communication on functional risk associated to the device at the point or sale. 

This is hecause. prior research would have brought about some uncertainties \vhich would have 

made prospective customers question the functionality of the device(s) which would have led to 

in tormation. 

As seen in table 10. only a lew respondents received information ahout the devices at the point of 

sale prior to purchase and that 1ew understood the information that was disseminated. Findings 

also showed that even those who received information ailel' having challenges \vith their device(s) 

got the information they needed which was well understood. This is displayed in tahle 17. where 

halfofthc sampled respondents noted that with regards to risk cOllllllunication. Surlline docs well 

and the other hal f had contrary view's. 
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The detinition of risk by Cox (1967a) who describes perceived risk as "a function of uncertainty 

and consequences, presumably reduction of the amount of perceived risk can be achieved by 

increasing certainty and / or reducing the consequences." This implies that to those who had 

information on functionality of the Surtline device were prone to reducing consequence which in 

line would affect their risk perception, thereby rating Surlline high in functional risk 

communication. The other half rated Surtline as low in functional risk communication because 

they had no information on \vhat to expect in terms of device performance which in turn increased 

their uncertainty. Information dissemination happened to be key in eliminating or reducing 

people's risk perception (Yeung. 2002). 

5.2.4 Objective 4: To determine the Influence of Functional Risk Perception on Sur-nine 

Customer's Purchnse Decision 

As displayed in table 6 and 7. lindings of the study showed that majority of the sampled population 

had positive opinions or perceptions about the Surtline network and this affected mujority or 

respondents' purchase decision of the device ""ith just a few saying their pen:cption about the 

Surfline net\vork did not have a bearing on their purchase orthe Surlline device. 

The study went on further to find out ii'om respondents if they would have gone ahead with their 

purchase should they have had enough information about the functionality or the devices. more 

than hal f of the sampled popu lation responded in the positive. 57% indicated that they would have 

gone ahead to purchase the device to join the network with or \vithout functional risk 

communication. Some of the reasons are as follows; 
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• Fast reliable internet service 

• Promises quality service 

• Recommendation n'om friends and t~lmily 

The few that said "no' and 'maybe' to purchase of the surfline device atter exposure to functional 

risk. indicated that they would choose convenience and also weigh the options; that is value for 

money. This goes to confirm the constraints factors in the Rational Choice Theory (ReT) which 

is linked to financial strength. This means that the prospective buyer would \veigh the available 

options taking into consideration his or her finances to validate the need for the purchase. 

5.3 Summury 

The study found that majority of the respondents (590/0) were male. graduates and employed with 

an income in the ranges of 100 to 1000 Ghana Cedis. The study further found that majority of the 

respondents (37%) have been on the Surfline service for the past 3 years. since Surtline came unto 

the Ghanaian market. It also found that majority 0 r the respondents (680/0) had a perception about 

the network service Surfline. 

5.4 Implication of Findings to the Study 

The study made use of' A buyer's decision-muking process' which listed a 5 step process that 

consumers go through bef()re a purchase. First orall. the cllstomcr Illust idcntify a need or problem 

that needs to be satisfied. Surfline customers identified the need for fast internet but 510/0 
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representing majority of respondents skipped the second step which is information search. 

M~jority of Surfline customers did not do prior research before going ahead with the purchase. 

In the absence of research~ one can say there was no need to evaluate alternatives because it is 

mostly out of information search that one would come across factors that may require the need to 

search for alternatives bcfore the purchase is made. Therefore findings of this study did not fully 

support the assertion of the Buye( s decision process. 

The 'diffusion of innovntion theory' emphasized the need for continuous communication about 

new "idcas' that is nc\v product and services in order to affect pcoplc's behaviour. Findings of the 

study showed that Surfl ine communication made usc of a wide range of channels to disseminate 

information about their entry into the market; from radio to television. social media. friend and 

family. 

This to an extent affected the purchase of Surfline device with majority of 51 % not doing prior 

research before signing on to the service. Therefore findings of this study supports the assertion 

that information dissemination about a new idea can affect people's behaviour. 

The 'I~ntional Choice Theory' is of the view that people must forestall the outcome or their 

choices and \",Icigh the options to match their expectation. Findings of the study showed that though 

most Surfline customers did not do prior research. they had high expectation or the service as 

promised in their advertisements. And despite the I~lct that 62(1'0 of respondents did not receive 

prior functional risk communication, 570/0 of the respondents said they would have gone ahead 

with the purchase of the Surfline device if the incident or expected challenge had been 

communicated to them. 
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With regards to the above, findings of this study supports the assertion of ReT which indicates 

that the action to purchase or not varies 1I'om one individual to the other. 

5.5 Conet usion 

The study can conclude that customers or subscribers over the period have been oblivious of the 

need to assess functional risk as one of the factors to consider in making a purchase decision or 

subscribing to a network. In that regard it also behooves on service providers to make use or the 

channels available to them to communicate functional risks and any othcr risks to potential 

customers prior to making sale. As we deduced from the data gathered that information on products 

reach consumers by the channels used. it will right for network providers go the extra mile of 

COml11UIl icating such risk that customers may encounter. 

It was further round that the majority of people do not receive any prior communication about an 

anticipated challenge with the network services. Nevertheless majority of the subscribers stated 

that they would have made purchase even atter a prior functional risk has been communicated. 

5.6 Limitation 

The study wanted to examine a \vider population but one of the limitations faced by this study was 

the unwillingness 1'01' respondents to partake in the study. Therel(we. the study could only made do 

\\lith one hundred (100) questionnaires since four (4) out or the one hundred and four (104) 

qucstionnaires retrieved were invalid. 

74 



Time limitation was also another factor, otherwise other Surtline service centers would have been 

explored to attain their vie\vs per their experience on the network with regards to functional risk 

communication. 

Due to time constraints, the study could not analyze questionnaires individually to segment the 

income levels of respondents and how it affected some of the decisions made with regards to the 

itemized questionnaire. An analysis or this would have unearth the relationship between the 

income or educational levels of consumers and the effect it has on preferences and choices made. 

5.7 Suggestions 

Based on findings, the researcher suggests the (ollo\ving; 

The researcher sort information from five service centers in Accra but it could not segment to 

kno\\' \vh ich of the service centers held back functional risk information or cOl1lmun icated to 

customers. The organization can therefore conduct a periodic study in the variolls service centers 

separately in order to identi fy and appreciate the shortfalls and train agents where necessary. 

Consumers or cllstomers be it prospective or existing should make it a point to do some form or 

research about products and services before signing on to in order to avoid disappointment in the 

eventuality or a defect of challenge. 
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Also customers have the right to ask questions about the products and services in order to have 

information to make right decisions and organisations must be willing to provide answers. 

Provision or answers would to a very large extent reduce uncertainties and risk perceptions. 

This study focused mostly on Surnine subscribers. further studies can be done considering the 

service providers and all stakeholders. Also further studies can compare how two or more products 

or services communicate functional risk and the impact it has on the said products or services. 

Additionally, another study in this area mllst also consider foclis group interviews. 

Further studies can look at income levels of consumers and its effect on risk perception and also 

purchase decision. 
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Appendix A (Questionnaire) 

Dear respondent. I am a student of the Ghana Institute of Journalism (GIJ), conducting a research 

on the topic; "effects of Risk Communication on consumer purchase decision". Kindly spare 

some time to complete this questionnaire. 

This is strictly for acadcmic purposcs and view expressed would be treated with confidentiality. 

PART ONE - Personal Profile - Please Murk as Appropriate. 

I. Gcndcr: a. Male ( ) b. Fcmale ( 

') Status: a. Student ( ) b. Employcd ( ) c. Other (kindly specify) .......... 

3. Educational background: a. JIIS ( b. SHS ( ) c. Diploma/lIND ( 

d. Graduate ( c. Other (kindly specify) ............ .. 

4. Incomc Lcvel: a. I OOghc -. IOOOghc ( ) b. I I OOghc - 2000ghc ( 

c. 21 OOghc to 3000ghc ( d. 3 IOOghc and abovc ( 

PART TW() - Please M~l .. k as Appropriate 

I . Vvherc did you iirst hear about your preferred Telco? 

a. Radio ( ) b. tclcvision ( ) c. social media ( ) d. Friends ( ) e. Family ( 

2. (i) Before joining the Surfline nct\vork. did you have any thoughts or opinions about it? 

a. Yes ( b. No ( 

(ii) I f yes, what was your opinion about the Surflinc network? 

a. Positive ( ) b. Negative ( 
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3. (i) Did your thoughts affect your purchase of the Surfline device? 

a. Yes ( ) b. No ( ) 

(ii) Please give reasons for the above ansvver. 

4. Ilow long have you been on the network? 

a. 3 years ( ) b. 2 years ( ) c. I year ( ) d. 6 1110nths and below ( ) 

5. Did you do any form of research belore subscribing to the Surfline network? 

b. Yes ( ) b. No ( 

6. Was there any form of communication about an expected challenge (risk) with regards to 

the Surtline device or network at the point or sale? 

a. Yes () b. No ( ) 

(i) I r yes~ did you understand the terms and conditions pertain ing to the risk? 

a. Yes ( b. No ( 

(i i) The risk coml11un icutcd on the Surlline device \vas necessary. 

u. Strongly Agree ( ) b. Agree ( ) c. Disagree ( ) d. Strongly Disagree ( 

(i i i) I r no to question 6. what i nf()rmcd your dccision to go ahead with the purchase'? 

............................................................................................................ 

................................................... ................................. .................. ..... . 

7. llave you encountered any sort of challenge (risk) on the Surlline network'? 

H. Yes ( b. No ( 

(i) Iryes. please specify ............................................ . 
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8. I f yes, was there any communication about the challenge before or alter the incident? 

a. Before incident ( ) b. Ailcr incident ( ) 

(i) I r yes, did you understand the terms and conditions pertaining to the risk? 

a. Yes ( ) b. No ( ) 

9. Ilow would you assess the peri()l"mancc of the Surtline (network and or devices) with 

regards to risk (challengc) communication? 

a. Very low ( ) b. Low ( ) c. High ( d. Very high ( ) c. Don't Know ( ) 

10. If th is incident had been communicated prior thc purchase. would you have gone ahead 

with the purchase of the Surtl ine device? 

a. Yes ( ) b. No ( ) c. Maybe ( 

II Kindlv state reason for your decision. . -' 

............................................................................................................... 

..................... ......................................................................................... . 

Thanks for your time. 
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