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Abstract 
The main purpose of this research study is to explore perceived risk influence on brand made in Ghana consumer 
decision making towards non-perishable products category. The study is particularly positioned to advance 
knowledge in the theories of buyer behaviour pertaining to the purchase consumer decision model (EKB model – 
Engel, Kollet, Blackwell). The key variables investigated include performance risk, financial risk, physical risk, 
and social risk. A sample of 206 respondents was employed using convenient selection method. A self-completed 
5 point Likert structured questionnaire survey was the data collection instrument used. The data collected were 
computed and analysed by linear regression to determine significant influence of the variables involved in this 
study. Overall results of the perceived risk variables showed that only performance risk was found significant 
influence on brand made in Ghana consumer decision making towards non-perishable products category. Among 
the variables that are rejected with no significant influence on brand made in Ghana decisions includes financial 
risk, physical risk, and social risk. It is recommended that manufacturers and policy makers develop more 
pragmatic and practical integrated approach supported by policy document in order to sensitise minds of 
consumers towards brand made in Ghana. 
Keywords: perceived risk, brand made in Ghana, consumer decision making and non-perishable product 
category 
1. Introduction 
A lot of effort towards marketing campaign through traditional and modern media for attitudinal change is being 
carried out by several stakeholders such as government, marketing and sales practitioners, opinion leaders, as 
well as business owners to affect consumers in Ghana to select brand made in their home country (Abissath, 
2015). The level of marketing campaign being run appears to be a daunting task and yielding no positive results 
on the part of consumer decision making towards brand made in Ghana. Among non-perishable products made in 
Ghana range from shoes, sandals (leather / rubber), textile, drugs, electrical gadgets, raw rice, shirts, and so on 
(Opoku & Akorli, 2009). Interestingly, these consumers preferably select similar items from another part of the 
market – products from foreign countries. Though, a number of factors have been attributed to the consumers’ 
reasons not to select made in Ghana brand or products such as quality, source credibility, price, availability, 
product attractiveness, and more. The buying of foreign brands is on the rise (Abissath, 2015), and the Ghanaian 
market is purely controlled by consumers as a societal market (Agyenim-Boateng, Benson-Armer, & Russo, 
2015). 
The study into consumer decision making have received extensive attention from various researches. According 
to Bray (2008), consumer decision making is examined over 300 years. Based on this, researches have attempted 
to investigate consumers’ in Ghana their decision making towards buying made in Ghana brand. In a study, 
Quartey and Abor (2011) examined that Ghanaians prefer more locally made textiles due to its affordability to 
that of foreign products. Another study, Abeasi (1998) indicated that majority of consumers’ select foreign 
product to local brands, and a related study, Frimpong (2013) claimed that consumers prefer foreign brand whilst 
they have low interest in patronising local products and services. Similarly, study, Frimpong (2011) discovered 
that consumers prefer foreign product than domestic products. Also, Opoku and Akorli (2009) shows that 
consumers consider country of origin product more important than price, as well as other attributes in the 
product. Additionally, Bamfo (2012) revealed that element of ethnocentrism affect consumer selection of made 
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in Ghana product, and similar study by Richard (2016) found that religion and traditional factors largely 
influenced consumers’ patronage of made in Ghana product. Further to this, Agyekum, Haifeng, and Agyeiwaa 
(2015) discovered that age, income level, as well as educational aspect affect buying decision making of 
consumer towards local brand. More so, Mensah, Bahhouth, and Ziemnowicz (2011) found that life style, culture, 
tradition influence consumer purchase decision on locally produced products. Quansah, Okoe, and Angenu (2015) 
found a relationship of consumer perception and beliefs towards buying decision making. Kissiedu (2012) 
examined that majority of consumers prefer foreign products. 
Clearly, these past studies outlined have demonstrated little attention into the factors that influences the choice of 
brands made in Ghana. Nonetheless, there is extensive study into the consumer behaviour theories in relation to 
motivation need theory, theory of planned behaviour, and theory of reasoned action. Conversely, consumer 
decision making towards made in Ghana brand with respect to perceived risk have not received clear publication 
in any related field of consumer behaviour, marketing, economics, in the Ghanaian context. Based on this, the 
study is particularly positioned to advance knowledge in the theories of buyer behaviour pertaining to the 
purchase consumer decision model (also known as EKB model – Engel, Kollet, Blackwell) by contributing to 
the empirical findings. Significantly, product producers, entrepreneurs, marketing professional, retail operators 
as well as other related stakeholders will broaden their understanding in consumer buying. 
1.2 Research Questions 
The following research questions were formulated to guide the study: 
 What is significant influence of the performance risk on brand made in Ghana consumer decision making 

towards non-perishable products category? 
 What is significant influence of the financial risk on brand made in Ghana consumer decision making 

towards non-perishable products category? 
 What is significant influence of the physical risk on brand made in Ghana consumer decision making 

towards non-perishable products category? 
 What is significant influence of the social risk on brand made in Ghana consumer decision making towards 

non-perishable products category? 
The next section dealt with reviewed of the literature in relation to theories of consumer behaviour with more 
emphasis on consumer decision model, definitions, empirical perspectives and perceived risk factors explained. 
This is followed by methodology, next is results findings, and final part discuss results findings and previous 
findings. 
2. Literature Review 
2.1 Theoretical and Empirical Aspect of Consumer Decision Making 
The study of consumer behaviour theory in relation to decision making model has widely been studied. Among 
these studies can be traced or linked to consumer economics, rural sociology, social and mathematical 
psychology, social anthropology, political science, consumer behaviour, marketing, advertising, as well as selling 
and sales management (Kassarjian, 1971). 
Accordingly, Bray (2008); Dudovskiy (2013) outlined a number of consumer behaviour theories, which include: 
(i) theory of reasoned action, where the core of the theory posits that consumers act on a behaviour with respect 
to consumer’s intention to create particular outcome, (ii) motivation-need theory, implies that consumers make 
buying decision in order to fulfill their needs, such as physiological, safety, love, esteem and self-actualisation, 
(iii) theory of planned behaviour, emphasis consumers ability to demonstrate skills, resources, as well as other 
prerequisites needed to act upon given behaviour, and (iv) consumer decision model is highly influenced by an 
interaction between processed stimuli inputs, environment, as well as individual factors. Also, the model evolved 
around various stages of buying decision process, namely, need recognition, search of information (associated 
with consumer exposure, attention, comprehension, acceptance and retention), evaluation of alternatives, 
purchase, post-puchase reflection, and divestment. Similarly, Kassarjian (1982) asserted that consumer behaviour 
also associated with grand elegant theories, which consist of classical utility theory, psychoanalytic theory, 
learning theory and field theory, and in a related study by Lautiainen (2015) established that consumer behaviour 
consist of four factors; (i) cultural, (ii) social, (iii) personal, and (iv) psychological factors. 
Nguyen and Gizaw (2014) claimed that consumers are exposed to different window of information and range of 
products. Mostert (2006) categorised consumer behaviour into two: (i) personal consumers, where purchase 
product and services for personal / household use, and (ii) organisational consumers, where purchase products 
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and services to run an organisation. Also, Jaakkola (2007) reported that professional consumer services 
represents a unique setting for purchase decision-making, and cannot be considered equivalent to the 
organisational or consumer setting. Another study by Lautiainen (2015) identified four types of decision making 
based on the degree of consumer involvement; (i) complex buying behaviour, where the consumer is highly 
involved due to the expensive nature of product, risky and reflects the consumer itself, (ii) dissonance, where the 
consumers are highly involved, because the product can be expensive, (iii) habitual decision – making choices 
usually based on routine with little conscious effort, and (iv) variety seeking buying behaviour, where consumers 
are interested to change the brand for the sake of variety rather than dissatisfaction. 
In a research, Tanksale, Neelam, and Venkarachalam (2014), defined consumer decision making as mental 
orientation couple with choice of product. In other studies, (Domie, 2013; Zeng 2013; Cimino, 2015), consumer 
decision making refers to ways in which individuals, groups, and organisations select, buy, use, and dispose of 
goods, ideas to satisfy their needs and desires. Also to Mostert (2006), consumer decision making implies every 
thought, motive, sensation towards daily exchanges. Kumar and Joseph (2014), defined consumer decision 
making as the pre-purchase behaviour, which is preceded by the intention to buy or consume. Quansah et al. 
(2015), consumer decision making is the physical activity and decision process individuals engage in evaluating, 
acquiring, disposing of products and services. Solomon (1996), consumer buying behaviour means the integral 
process of decision-making and also activity of engaging in selecting, purchasing, consuming and disposing 
products. Darko (2012) stated that consumer decision making is a degree of which individuals make decisions to 
spend their available resources. Among related study, Nyarko, Asimah, and Agbemava (2015) established that 
consumer decision making serves as need arousal with respect to the emotional and psychological needs relevant 
to the individual consumer. 
Domie (2013) found that product country of origin is more important among consumer consumption. Nguyen 
and Gizaw (2014) found price-quality influences consumer intention of buying. Also, Dudovskiy (2015) revealed 
the relationship between habits and previous experience of consumer buying decision. In another study, Tanksale 
et al. (2014) shows that recreational, brand conscious, novelty-fashion conscious, perfectionist-high quality 
conscious, habitual brand-loyal consumer affect buying decision. More so, Karimi (2013) indicated that 
webstore affect consumer intentions of product selection. Other study, Hamilton (2009) revealed significant 
association of poverty narrative and household decision making. Yoon and Carpenter (2013) examined the effect 
of aging and consumer decision making, and a study by Hall et al. (1995) claimed that high and low involvement 
products are associated with gender, family structure in relation to family decision making. Maguire and Zhang 
(2016); Richard and Masud (2016) identified that cultural intermediaries personal, consuming preferences and 
practices are significant to buying decision making. Narsey and Russell (2011) reported that varying degrees of 
self-reflexive consciousness impact on consumer consumption. Amankwah (2016) indicated that multiples of 
factors affect buying decision making, such as brand name, price, trust, advertising, loyalty and brand 
satisfaction, and a related study by Adofo (2014) examined that package of a beauty product influence consumer 
consumption. Darko (2012) noted that sales promotional activity significantly influence buying behvaiour. 
Nyarko et al. (2015) shows that celebrity endorsements pose highly attractive and influential. Most importantly, 
celebrity endorsement affect consumer purchase intentions. Bajde and Ottlewski (2016) discovered that 
social-economic factors affect consumer logical decision exchanges. Quansah et al. (2015) shows that consumer 
behaviour focuses on the rate individuals make decisions to spend their resources on consumption related 
products (time and money). 
2.2 Perceived Risk Factors Influence on Consumer Decision Making 
The need for a consumer to make buying decision towards any product of their choice seem simple but very 
complex in nature. This is due to the fact that a lot of internal and external stimulus affect or impact on consumer 
choice. It is not surprising that many researchers have attempted to uncover factors which affect consumer 
buying behaviour. This study introduced perceived risk factors by positioning in the theory of consumer decision 
model in the case of brands made in Ghana. Perceived risk is a psychological construct, also quantifiable and 
inherent in consumer product evaluations and decisions (Lim, 2002; Kozup, 2017). The study delved into 
perceived risk factors and the extent to which it can engender decision making of consumers towards made in 
Ghana products. 
2.2.1 Performance Risk 
This type of risk is applied to the consumers’ risk perceptions of product performance. It is important to state that 
performance risk typically related to performance characteristics of product attributes (Ha, 2002; Yu, Lee, & 
Damhorst, 2012). Another study stated that performance risk (functional risk) concern the buyer’s mind sat that 
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the product being considered for purchase will not work efficiently (Schiffman, O'Cass, Paladino, & Carlson, 
2013; Monash University, 2017). In addition, other study reported that performance risk consist of the possibility 
of item failing to meet the performance requirement originally intended (Dai, Forsy, & Kwon, 2014), and in a 
similar study the possibility that the purchased products failed to meet consumers’ expectations (Lim, 2002). 
Further to this, performance risk happens when the product selected does not perform as desired and thus not 
deliver the benefits sought or expected by consumers (Ha, 2002).  
H1: There is significant influence of the performance risk on brand made in Ghana consumer decision making 
towards non-perishable products category. 
2.2.2 Financial Risk 
This type of risk is explained as the possibility of monetary loss based on the consumer selection of a product 
(Lim, 2002; Schiffman et al., 2013), and in a related study, financial risk consist of the consumer likelihood of 
suffering a monetary loss from a product purchase decision (Dai et al., 2014). Additionally, financial risk is noted 
as a net financial loss to a customer, including the possibility that the product may need to be repaired, replaced 
or the purchase price refunded (Ha, 2002). Another study revealed that consumers are afraid that a purchase 
might strip them of their income sources at that time or in the future (Lake, 2017). 
H2: There is significant influence of the financial risk on brand made in Ghana consumer decision making 
towards non-perishable products category. 
2.2.3 Physical Risk 
This type of risk is much concern with the buyer’s mind towards the product being considered for purchase 
either will be harmful, unhealthy or cause injury (Schiffman et al., 2013; Monash University, 2017). Also, 
physical risk refers to the degree that products are harmful to buyers’ health (Lim, 2002), and in a similar study, 
Lake (2017) reported that physical risk consist of an item that could cause bodily harm to a buyer. Hiruyawipada 
and Paswan (2006) stated that physical risk enhance consumers’ propensity to select unique information about 
new products. More so, physical risk is noted as a product which does not meet consumer requirement 
(Glassman, 2017). 
H3: There is significant influence of the physical risk on brand made in Ghana consumer decision making 
towards non-perishable products category. 
2.2.4 Social Risk 
Schiffman et al. (2013), states that consumer inability to select rightful product result in social dissatisfaction. 
Also, Lake (2017) discussed that social risk occurs where a consumer buying decision making is mainly related 
to their social status. Similarly, Lim (2002) asserted that consumers become much concerned about the purchase 
decision regarding other consumers. This has resulted the possibility that consumers’ shopping behaviour is not 
accepted by other society members. 
H4: There is significant influence of the social risk on brand made in Ghana consumer decision making towards 
non-perishable products category. 
3. Methodology 
The study was conducted at the Sunyani Technical University campus in Sunyani Municipality. The population 
for the study consist of part-time students, as well as staff of the University. The categories of this population 
were selected due to the fact that they have a high tendency to spend more resources (time and money) towards 
purchases, and being considered as affluent in the Ghanaian consumer societal settings. The non-probability 
sampling method with respect to convenience sampling method was used to select participants for the study 
(Burns & Bush, 2014). Overall, the study determined a sample size of 225 which are male and female. A 
structured questionnaire survey instrument was used to collect data from the participants or respondents for the 
study (Malhotra & Birks, 2003). Out of 225 questionnaire survey distributed, a total of 206 were retrieved. The 
distribution and collection of the survey instrument were carried out by researchers of the study. Also, 
distribution and collection of data were done during day time between hours of 8am-5pm (Saturdays’ and 
Sundays’ only). The study lasted for 6 weekend days (Burns and Bush, 2014). 
The questionnaire survey instrument used in the study consist of three sub-divided sections in obtaining data of 
respondents. These parts are categorised as A, B & C, which part A consist of demographic characteristics 
including age, gender, marital status and education level. Part B consist of consumer involvement of brand made 
in Ghana with the focus on the consumer level of buying brand made in Ghana, most purchased product made in 
Ghana, consumer level of awareness about the product made in Ghana, location where consumers buy products, 
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and brand made in Ghana buying decision makers. The part A and B of the designed questionnaire instrument 
was adopted from Hendriana (2013); Burns & Bush (2014). Additionally, the final part of the instrument that is 
C was structured in the five point likert measurement rating scale. This means the rating scale of 1-5, where 
1=strongly disagree, 2=disagree, 3 neutral, 4=agree, and 5 strongly agree. Notably, this part of the structured 
questionnaire survey related to the research questions; perceived risk influence on brand made in Ghana decision 
making towards non-perishable and non-food product category. Among the key variables investigated includes 
performance risk, financial risk, physical risk, and social risk. This part of the questionnaire was adopted from 
Sabir et al. (2013). The questionnaire survey was pre-tested, refined and finally administered. The questionnaire 
survey retrieved rate was 92%. 
Pertaining to the data analysis and evaluation procedure, the data was computed and analysed with the used of 
Statistical Package for Social Sciences (SPSS) version 25. Also, the study conducted reliability of the data 
collection instrument by the use of Statistical Package for Social Sciences. The reliability value of Cronbach’s 
Alpha was 0.633. The study employed basic frequency assessment for demographic characteristics. This section 
is included in the study in order to ascertain range of purchasing decision pattern towards brand made in Ghana, 
as well as their level of involvement. Accordingly, the study evaluated the research questions by the use of linear 
regression to establish significant influence of the independent variable (IDV) on dependent variable (DV). 
4. Results and Discussion 
4.1 Demographic Characteristics 
Table 1 depicts the demographic characteristics of the respondents for the study. On the whole, the analysis 
displayed gender, age, marital status and qualification level of respondents. The total number of respondents 
comprises 206, regarding gender, 117 respondents (56.8%) were males whilst 89 respondents (43.2%) were 
females. This shows that there were more males than females. Pertaining to the age of respondents, most of the 
respondents were between 25-31 years (97%), this is followed by those between 32-38 years (24.3%), also 
between 39-45 years represent (13.6%), next between 18-24 years constitute (10.2%), few were between 45-52 
years (4.4%), and 53+ years (0.5%) considerably. With respect to the marital status, 110 respondents (53.4%) 
consist of those that were single whereas about 96 respondents (46.6%) were married. Lastly, qualification of 
respondents, 92 respondents (44.7%) consist of higher national diploma, 71 respondents (34.5%) those with a 
first degree, 25 respondents (12.1%) those with diploma, 12 respondents (5.8%) constitutes second degree, 3 
respondents (1.5%) those with PhD / DBA, and 3 respondents (1.5%) those with professional certificates 
respectively. 
 
Table 1. Demographic characteristics 

Variable     Category             Frequency                          Percentage 
Gender      Male                 117                                56.8 
            Female                89                                43.2 

Age        18-24                 21                                10.2 
            25-31                 97                                 47.1 
            32-38                 50                                 24.3 
            39-45                 28                                 13.6 
            46-52                  9                                 4.4 
            53+                    1                                 .5 
Marital Status Single                110                                 53.4 
            Married               96                                  46.6 
Qualification  Diploma              25                                  12.1 
             HND                92                                  44.7 
             First Degree          71                                  34.5 
             Second Degree        12                                  5.8 
             PhD / DBA           3                                   1.5 
             Professional           3                                   1.5 

 
4.2 Analysis of Consumer Involvement of Brand Made in Ghana 
Table 2 depicts the consumer involvement of brands made in Ghana. Regarding the consumer level of 
involvement in terms of buying made in Ghana brands, 109 (52.9%) constitute respondents who had average 
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Table 4. Regression results of the financial risk on brand made in Ghana consumer decision making towards 
non-perishable products category 

Model Unstandardized Coefficients Standardized Coefficients t Sig. 
B Std. Error Beta 

1 (Constant) 
Financial Risk 

2.449 
-.049 

.123 

.036 
 
-.095 

19.948 
-1.367 

.000 

.173 
a. Dependent Variable: Consumer buying made in Ghana brand 

 
Table 5 the coefficient results indicates that it is not significant (t=2.285, p-value 0.932>0.05). Hence there is no 
significant influence of the physical risk on brand made in Ghana consumer decision making towards 
non-perishable products category. 
 
Table 5. Regression results of the physical risk on brand made in Ghana consumer decision making towards 
non-perishable products category  

Model Unstandardized Coefficients Standardized Coefficients t Sig. 
B Std. Error Beta 

1 (Constant) 
Physical Risk 

2.285 
.003 

.136 

.039 
 
.006 

16.839 
.085 

.000 

.932 
a. Dependent Variable: Consumer buying made in Ghana brand 

 
Table 6 the coefficient results indicates that it is not significant (t=2.332, p-value 0.671>0.05). Hence there is no 
significant influence of the social risk on brand made in Ghana consumer decision making towards 
non-perishable products category. 
 
Table 6. Regression results of the social risk on brand made in Ghana consumer decision making towards 
non-perishable products category 

Model Unstandardized Coefficients Standardized Coefficients t Sig. 
B Std. Error Beta 

1 (Constant) 
Social Risk 

2.332 
-.015 

.098 

.036 
 
-.030 

23.690 
-.425 

.000 

.671 
a. Dependent Variable: Consumer buying made in Ghana brand 

 
On the whole, the perceived risk variables with the t-value and p-value shows that, only the performance risk is 
found significant influence on brand made in Ghana consumer decision making towards non-perishable products 
category (t=2.571, p-value 0.001<0.05). Among the variables that are rejected with no significant influence on 
brand made in Ghana includes financial risk (t=2.449, p-value 0.173>0.05), physical risk (t=2.285, p-value 
0.932>0.05), and social risk (t=2.332, p-value 0.671>0.05). 
5. Discussion of Findings 
Table 1 findings ascertain respondents characteristics which also indicates their involvement in buying 
non-perishable made in Ghana brands category. The study confirmed that men and women in a Ghana are among 
the buying decision makers of brands made in Ghana. Also, other categories under the demographic 
characteristics such as age, marital status, as well as education level affirmed the caliber of respondents that were 
involved in the study (Hall et al., 1995; Opoku & Akorli, 2009; Agyekum et al., 2015). With respect to Table 2, 
findings support the view that consumers in Ghana are much aware about the attitudinal change campaign to 
select brands made in their home territory (Abissath, 2015). In addition, the study confirmed that Ghanaians 
prefer more locally made textiles and wax (Quartey & Abor, 2011). Aside this, the study support the view that 
there is much low interest and desire for many other brands made in Ghana to foreign products (Abeasi, 1998; 
Opoku & Akorli, 2009; Kissiedu, 2012;  Frimpong, 2013). Further to this, the study support the view that 
consumers are exposed to different window of information, as well as range of products (Nguyen & Gizaw, 
2014). More so, the finding of the study confirmed that consumers make purchase decision for personal, 
household and for use by others (Mostert, 2006), and highly involved in the buying process (Lautianen, 2015). 
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The overall hypotheses analysis (Table 3, 4, 5 and 6) centers on perceived risk influence on brand made in Ghana 
towards non-perishable products category. Among the findings, performance risk support the view that 
consumers buying decision making largely influenced by risk associated with functionality of product 
(Hong-Youl, 2002; Lim, 2002; Yu et al., 2012; Schiffman, O'Cass, Paladino, & Carlson, 2013; Dai, Forsy, & 
Kwon, 2014; Monash University, 2017). Analysis of financial risk does not support the view that consumers 
buying decision has been based on their resources (Hong-Youl, 2002; Lim, 2002; Quansah et al., 2015; 
Schiffman et al., 2013; Lake, 2017). Also, physical risk does not support the view that buyer’s consider this 
factor in the choice of brand made in Ghana (Lim, 2002; Hiruyawipada & Paswan, 2006; Schiffman et al., 2013; 
Monash University, 2017), and lastly, social risk has been rejected on the basis that it does not influence 
consumer buying decision making. 
6. Conclusion 
The study explored perceived risk influence on brand made in Ghana consumer decision making towards 
non-perishable products category. Linear regression model was used to ascertain the significant influence of 
perceived risk on brand made in Ghana consumer decision making towards non-perishable products category. 
The study found that perceived risk has significant influence on brand made in Ghana consumer decision making. 
In other related findings, financial risk has no significant influence on brand made in Ghana consumer decision 
making. Also, physical risk has no significant influence on brand made in Ghana consumer decision making. 
Further analysis shows that social risk has no significant influence on brand made in Ghana consumer decision 
making. 
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