Chapter IX: (Part 1: Qualitative Survey)
Presentation of the qualitative analysis will follow the in depth, five-step process for analyzing qualitative data, as noted in Chapter X, Qualitative Analysis (Akinyode, 2018; Connors, 2018; O’Leary, 2020; Bhattacherjee, 2021), and will be presented in great detail.  Each section will provide a summary of the actions taken in that particular step.  Next, frequency and variety of responses will be provided in a matrix providing a visual to the most popular responses for each section.  Following, each response will be several quotes from the industry leaders.  The researcher will provide an explanation of the analysis, and at the end of the thematic analysis, the researcher will provide a concept map providing a visual of the interconnectedness of the data to enhance the decision-making framework.  
Step 1. Data Collecting: The researcher organized and prepared the data for data logging by gathering all notes and participant responses.  The responses were:
a. downloaded from Survey Monkey, 
b. broken out into individual question tabs for easier review,
c. placed onto an excel spreadsheet  

This provided an easy way to help sort and organize data seeking a visualization of the links between data and themes.
Step 2. Data Documentation/Logging: The researcher then explored the leader survey responses multiple times seeking an opportunity to identify common phrases, themes and interconnections to other questions.  Foundationally, this step helped the researcher create codes based on a review of the data in an effort to reduce researcher bias (O’Leary, 2020).  The excel worksheet allowed the researcher to identify codes with color, such as brand values and risk tolerance, and sort each question for the common participant responses.
Step 3. Review and search for themes; create data classifications and codes: The researcher then sought to identify parallels within data codes of the survey questions.  This step is critical to understanding what is being researched and was time consuming.  The researcher started with the large data set and funneled it into relevant categories for thematic analysis listing each question by: 
a. Key words of participant responses e.g. thoughtful, evaluate, impact, risk,
b. Frequency of key words/codes,
c. Insights derived from the industry expert responses (in an effort to establish confidence in the accuracy of the interpretation and fit of the subcategories, several quotes from the respondents are included).  

A quote from each respondent has been used, with no respondent having more than two quotes in the analysis.  An example of the process with top identified codes is listed below.  The full list available in Appendix 1: 
Question #2 - What do you believe are essential characteristics of effective decision making?

	Identified Codes
	Frequency

	Evaluate options of the decision
	9

	Long term impact of the decision
	8

	Using adequate time to reflect on decision outcomes
	7

	Making thoughtful decisions
	7

	Seeking help from others and detailed information
	5



The findings revealed that the characteristics of decision making consists of multiple factors to include a thoughtful reflection and evaluation of the impact of the decision.  Examples of respondent quotes:  
· “Effective decision-making focuses on what is important and considers the impact of the decision in the short term and its strategic or longer-term impact” (Respondent #11).
· “Having a goal or end game in mind.  Working through a defined process to make the best decision.  Thoughtfully analyzing the alternatives both pros and cons.  Understanding the impact of the decision on the decision maker and also those connected to the decision maker” (Respondent #12).

Question #3 - What defines an effective decision-making process when investing?
	Identified Codes
	Frequency

	Understand risk tolerance
	16

	Has the decision led to the established goals and objectives
	15

	Ongoing monitoring and research
	9

	Understand time horizon of decision (long-term vs. short term)
	7

	Education, Knowledge & Awareness
	7



The findings revealed that an effective decision-making process incorporates the risks and end goals from that decision.  Examples of respondent quotes:
· “Know your objective, know your timeline, gather information, ask questions, pose objections, work with a professional, get differing opinions, know your risk tolerance” (Respondent #5). 
· “Focus on long term goals but have awareness of current events and market impacts” (Respondent #20).

Question #4 - What are the key factors that influence your decision to purchase a product
	Identified Codes
	Frequency

	Costs/Fees/Price
	15

	The need it fulfills and the value it provides
	13

	Quality of the company that backs the product
	11

	The risks involved with making the decision 
	10

	Trust of the recommendation
	8



Multiple factors influence a decision to purchase a product.  Examples of respondent quotes: 
· The key factors that influence my decision to purchase a product begins with how the product aligns to my needs.  Will the product achieve what I need it to achieve.  I am happy to pay more for quality as long as the product achieves my needs” (Respondent #17). 
· “Brand, quality, cost, ratings, performance, risk, recommendation from someone I trust” (Respondent #7). 

Question #5 – How do intentions impact decision-making?
	Identified Codes
	Frequency

	The initial step of the decision-making process
	6

	Helps make a difference in the research one needs to do prior to a decision
	5

	Not sure if they do impact the decision at all
	5

	Intentions can be emotional which interferes with objectivity
	5

	It is relative and can range from impulsive to planned
	3



Intentions are used as the first step in making a decision to purchase a product or service, and at times, can impact emotional purchases.  Examples of participant quotes:
· “I think intentions are critical for decision-making; thoughtful consideration of intentions can remove emotional pulls that may distract from core values or guidelines (i.e. a budget, or investment fundamentals)” (Respondent #8). 
· “In a process, "intentions" are typically where it starts.  What do you "intend to do, intend to achieve, intend to build, etc". This includes what you "don't intend to do, achieve, or build... a negative outcome.  I see it as having intentions at the beginning part of a decision-making process” (Respondent #17). 

Question #6 – In what ways do millennials differ in decision making compared to other generations?

	Identified Codes
	Frequency

	They suffer from present bias from easily accessible, immediate information
	10

	Rely on social media, ratings and reviews to learn about others experiences
	10

	Prefer on-line searches as a source for recommendations
	5

	Seeks advice from peers
	5

	Think about things with a greater purpose in mind
	4



Generational differences may be seen in how decisions are made, and millennials have been heavily swayed by access to immediate information that is easily accessible from social media.  Examples of participant quotes: 
· “Millennials were born in a time when everything is at their fingertips, decisions can be made at any times of the day, on their phone.   Yet they haven’t had the live experiences that other generations have had” (Respondent #6). 
· “They rely heavily on the opinion of social and digital media.  They are more comfortable buying on-line and prefer to use technology as a source for recommendations — e.g. Yelp ratings” (Respondent #4). 

Question #7 - What outside forces play a key role in millennial decision making?
	Identified Codes
	Frequency

	Social Media and on-line ratings
	19

	Peer pressure
	8

	Risk adverse worrying that they may not be able to meet their financial goals 
	6

	Environment/climate change is a lens for investment decisions (ESG)
	4

	College debt levels and high cost of housing reduce ability to save
	4



The findings indicate that this generation is heavily influences by outside factors and may succumb to peer pressure to make a decision based on what their peers are doing on social media.  Examples of participant quotes: 
· “Social media, immediate gratification, peer pressure” (Respondent #15).
· “Peer pressure. The need to have things.  Social ladders” (Respondent #23).

Question #8 - In your opinion, how do prior experiences affect millennial financial decision-making?
	Identified Codes
	Frequency

	Financial crisis/past experiences shape future risk tolerance
	9

	With less experience, they are less apprehensive and more risk tolerant
	9

	More risk adverse and cautious
	7

	More likely to emphasize an investment philosophy that enriches both themselves and the world around them
	3

	More self-reliant, more skeptical, less trusting
	3



Millennials have been influenced by the times in which they have grown up, which has shaped their risk aversion.  Examples of participant quotes:
· “Exposure to risk, either directly or indirectly, has made them generally more risk averse” (Respondent #15). 
· “To a great extent as prior experiences are an important indicator of future possibilities. But there is a flip side here as millennials are open to change and they do seek out new opportunities” (Respondent #20). 

Question #9 - In your opinion, what role does fear play on a financial decision made by millennials?

	Identified Codes
	Frequency

	Fear and greed are drivers for all generations
	13

	Makes one more risk adverse
	9

	Market volatility causes uncertainty
	6

	More risk tolerant
	5

	Job security fears
	4

	Present living / Fear of missing out (FOMO)
	4



These findings indicated that fear is not generational, as fear is a strong driver for all age cohorts.  Fear has an impact on all generations making affecting risky decisions.  Examples of participant quotes:
· “Fear plays a role in financial decisions for millennials and other generations as well.  Millennial have seen their parents downsized at work, seen company loyalty decline and also seen market corrections impact retirement savings for other generations.  This creates fear and impacts their financial decisions” (Respondent #12).
· “I think like other generations, fear plays a large role in decisions” (Respondent #9) 


Question #10 - What role does trust play in financial decisions made by millennials?
	Identified Codes
	Frequency

	More self-reliant with verifiable digital research
	15

	Highly regarded, vital foundation
	10

	Trust is important for every generation, not only for millennials
	10

	Seeks advice from influencers or those with experience
	7

	A need to “feel” trust in an advisor
	4



Millennials are looking for trusting relationships to help them through their financial decisions.  However, this is not different from other generations.  What differs is where they place their trust, and digital, verifiable research means something to them.  Examples of participant quotes:
· “I think trust plays the same role for most investors. For millennials they simply trust digital mediums to a greater degree” (Respondent #1). 
· “HUGE! I believe Millennials will look for much data before investing - checking and backchecking to be sure everything aligns. They certainly have much more and different data at their fingertips than other generations!” (Respondent #10). 

Question #11 - How are financial professionals reducing the perceived risk in financial investment decisions?
	Identified Codes
	Frequency

	By educating millennials on risk/reward trade-offs
	12

	Diversifying a portfolio through asset allocation
	9

	Aligning risk to future goals and objectives
	7

	Through the use of financial products like annuities
	3

	Overcoming fears and reducing emotion
	3



Perceived investment risk may be reduced by educating a millennial on the attributes of their portfolio.  If a financial professional has the ability to provide education on investment diversification, then this may lessen the perceived risk.  Examples of participant quotes:
· “By educating clients on all the different risk and ways to mitigate some of the risk” (Respondent #1). 
· “I think that there are many diverse views that exist about the meaning of risk and its relationship to an investment return. I think this comes down to knowledge. The less you know, the more you are afraid of something. If financial professionals can get them to listen long enough to become educated, I think this will lessen the perceived risk (Respondent #24). 
Question #12 – In what ways are millennials using social media in their financial decision making?

	Identified Codes
	Frequency

	Allows them to confirm what others/influencers are doing
	14

	Starting point for their research and education
	13

	Has a heavy influence in gathering data
	5

	Provides a platform to share
	5

	New financial websites now allow for the implementation of their research
	3



From research to implementation millennials use social media as their first place to make their decisions.  It has become a big influencer from both an educational perspective as well information sharing perspective.  Examples of participant quotes: 
· “First and last stop for information (Respondent #13). 
· “They follow investment advice groups on forums like Redit, TikTok and YouTube.  They ask questions on those forums to other users and gain input on their situation” (Respondent #7). 

Question #13 - In what ways will financial professionals need to engage the millennial investor on-line to be more effective?

	Identified Codes
	Frequency

	Engage them on their preferred sites (YouTube, Redit, Instagram) 
	12

	Use simple, short language
	9

	Have an engaging/interactive web presence
	7

	Makes it easy to communicate via mobile devices
	5

	On-line engagement will be essential for success
	4



Effective on-line engagement will be vital for the financial professional’s success with the millennial investor.  The ability to connect on their virtual platforms to build a relationship will be critical for effective communication.  Examples of participant responses:

· “Attention spans are short, so messages need to be succinct, simple, and captivating.   Interactive, dynamic and digital presentations will be required” (Respondent #4). 
· “Financial professionals will need to be able to engage millennials in the mode they prefer” (Respondent #11). 

Question #14 - How can products and brands reflect millennial values?
	Identified Codes
	Frequency

	Include an environmental focus with impact investing (ESG focus)
	10

	Be transparent with a truthful message
	9

	Have a positive impact for society/world (greater good)
	9

	Focus on diversity and inclusion
	7

	Cater to the millennial asking what matters to them in a brand
	3



Investment products that embrace socially conscious investment philosophies and show the millennial the benefit of the product, can create a genuine foundation for the millennial investor.  Examples of participant quotes:

· “Build trust by being transparent. Shareable on social media. Highlight how the investment is having a positive impact on society and the environment” (Respondent #2). 
· “I believe that millennials desire brands and company values that cater to them, how they communicate and that they can relate to” (Respondent #8). 

Question #15 - How can brands encourage engagement and positive conversations on social media?

	Identified Codes
	Frequency

	Align reliable message to what they are passionate about
	10

	Share how the company/brand improves their lives and community
	9

	Have an open forum to ask for their feedback/ideas
	9

	Have a transparent/clear message
	5

	Offer investment game scenarios (gamification ideas)
	4

	Use influencers they respect to help reflect the brand
	4



By aligning the brand with ideas that resonate positively with their target market, brands can engage through influencers on social media.  Brands that invest in causes important to their target audience may gain trust.  Examples of participant quotes: 

· “Shareable examples of how a company or investment is improving the lives of others. Support simple and easily accessed events and programs to help the community. An example of this is a walk or information sharing activity with little cost to join and participate” (Respondent #2). 
· “Make it relatable and messages that resonate with everyone” (Respondent #26). 


Question #16 - What influences and specific social values persuade a millennial to invest the way they do?


	Identified Codes
	Frequency

	Improving the things they care about - environmental, social, governance (ESG) investing
	16

	Influencers/peer pressure/herd mentality (FOMO)
	6

	Alignment with companies doing good
	5

	Companies that focus on Diversity and inclusion
	4

	Companies that provide unique experiences
	3

	Does it have future growth potential
	3

	Use social media
	3




Millennials values drive their behavior, and these same values impact their investing decisions.  They choose to work for companies that are more diverse and give back to their communities, while also being influenced by their peers”.  Examples of participant quotes:

· “They are very in tune with environment and social justice” (Respondent #14). 
· “Will this investment help or hurt the things I care about?  Generally speaking, improve climate/social justice/government function” (Respondent #27). 

Question #17 - How does a financial professional demonstrate that their brand is tied to specific millennial values?

	Identified Codes
	Frequency

	Build trust by showing your support their social causes
	10

	Ask about their likes and what is important
	7

	Does the advisor have a positive impact through community support
	7

	Provide proof and post/advertise that your brand is tied to their values
	7

	Show that investment products align to their values
	6



The findings revealed that financial professionals needs to show millennials they clearly understand and can demonstrate they are engaged with those same social values through the investments they provide.  Examples of participant quotes:
	


· “Explains how investing with them is in line with their values and how they want to do business” (Respondent #9). 
· “By being transparent about the products positives and negatives, understanding the millennials goals and clearly discussing how the advisor is getting paid and what they are getting paid” (Respondent #25)

Question #18 - How is technology helping financial advisors become more aware of millennials needs?


	Identified Codes
	Frequency

	Fa’s can do research on millennial behaviors and their specific needs
	11

	Research on generational needs leads to custom communication
	10

	Can see their trends with influencers
	6

	By leveraging technology, fa’s can attract millennials
	3

	Provides a better understanding and view into their preferences
	2



Technology is important for financial professionals as there is easy access to information on generational values/needs.   Financial professionals need to research individual prospects and clients to learn about specific needs.  Examples of participant quotes:

· “Millennials show you what they are thinking based on their likes, posts and who they are connected with on social media” (Respondent #7). 
· “Technology allows the financial professional to see or visualize what is going on in the millennials were all even though they are not experiencing the same thing. Use technology to look at the things they look at, and to be part of the daily world that they live in. Once you understand this, you know how to relate to them better” (Respondent #24). 

Question #19 - In what ways do millennials prioritize current life pressures such as family or work/life balance?
	Identified Codes
	Frequency

	It’s a guiding principle/ prioritize life balance over work
	7

	Family first before work
	7

	They value a flexible schedule and will work from anywhere
	5

	Self-enrichment before work
	5

	The value experiences and enjoy life
	5



Millennials prioritize family and friends over work.  They work when it fits within their schedule and spend their free time enjoying life.  Examples of participant quotes:
· “They prioritize life balance over work... the ability to work from anywhere and to be efficient when working completely turns the idea of 9 to 5 on its head” (Respondent #3). 
· “Millennials seem to place a higher value on work/life balance than previous generations. They are willing to sacrifice advancement or compensation at work to achieve other life goals” (Respondent #21). 


Question #20 - What do you believe are the future aspirations of millennial investors?
	Identified Codes
	Frequency

	Make a lot of money while improving the world
	10

	Get reasonable returns on investments that share their values (ESG investing)
	6

	They want to impact/influence social issues positively
	5

	Be more self-reliant investing their way
	4

	Have freedom from debt with financial security
	4

	Retire early
	4



It seems as though with most millennials it’s about life experience and accumulating wealth; it’s about maintaining a lifestyle they like.  Examples of participant quotes: 

· “To achieve a reasonable return with minimal risk focusing on ESG companies and technological innovation” (Respondent #3). 
· “Millennials seem to put a huge emphasis on people and purpose. I think that they believe our generation is way too focused on profit and personal reward. Again, think social and environmental good. This is what they will be mobilizing their money for” (Respondent #24). 


Axial coding: 
The researcher reviewed the data multiple times seeking relevant codes into categories refining the themes.  Taking the identified key word from each question, the researcher analyzed the frequency of occurrence and created data themes.  Below is a sample from question two, which asks about characteristics of the decision-making process and where these keywords are found in other questions:
	Links to other Questions
	Frequency
	Identified Codes

	3,4
	9
	Evaluate/Monitor

	3,6,7,10
	8
	Seeks help

	3,4,5
	3
	Time

	3,4
	7
	Thoughtfulness

	3,21,22 
	8
	Impact

	3,11
	5
	Recommend/Implement

	3,6,18
	21
	Research

	3,4,11,12,15
	7
	Educate



After the initial coding, the researcher then arranged the keywords from different questions into themes to analyze strength between themes.  This step involved identification of the strength of the relationship based on a low, medium or high frequency and connectivity between themes.  McLeod (2019) indicates that qualitative data is interpretive, with no clear guidance on one particular method to analyze it. However, Mason (2017) describes a growing importance of confidence in qualitative themes when there is a high degree of linking between the themes resulting from reoccurring categories. This is especially so when those same categories are cited more than three or more times in each theme.  Following Mason’s (2017) grounded approach to qualitative analysis, the strength of link between themes was considered:
- low with one to three common keywords, 
- medium with four to six common keywords,
- high with seven or more common keywords.

These code groups were then extrapolated into themes.  For example, keywords of social impact, greater good, environment/social/governance ESG, were associated with the larger theme of greater purpose.  The researcher has now developed multiple themes based on their connectivity through keywords.  Data that can be counted, can be analyzed.  Included below is an example of the data analyzing process of linking key words with their strengths, with the full table in Appendix 2. 
	Theme 1
	Theme 2
	Keywords
	Strength

	Aligning Company values 
	Greater Purpose/ESG
	Greater Purpose/ESG
	High

	Aligning Company values 
	Consumer Concerns
	Recency Bias
	Low

	Aligning Company values 
	Consumer Concerns
	Herding Bias/FOMO
	Medium

	Aligning Company values 
	On-Line Resources
	Social media 
	Low

	Aligning Company values 
	Work life balance
	Unique experiences
	Low

	Aligning Company values 
	Key Influences
	Future growth potential
	Low

	Aligning Company values 
	Key Influences
	Diversity & Inclusion
	Medium

	Aligning Company values 
	Greater Purpose/ESG
	Greater Purpose/ESG
	High

	Aligning Company values 
	Trust
	Transparent message
	Low

	Aligning Company values 
	Trust
	Community involvement
	High

	Aligning Company values 
	Work life balance
	Ask for feedback
	High

	Aligning Company values 
	Advertise your brand is tied to their values
	Advertise your brand is tied to their values
	High

	Building brand confidence
	Key Influences
	Education
	Low

	Building brand confidence
	Trust
	transparent/align message
	High

	Building brand confidence
	Trust
	Community involvement
	High

	Building brand confidence
	Work life balance
	Ask for feedback
	High

	Building brand confidence
	Key Influences
	Gamification ideas
	Medium

	Building brand confidence
	Key Influences
	Use influencers
	Medium

	Building brand confidence
	Greater Purpose/ESG
	Greater Purpose/ESG
	High

	Building brand confidence
	No differences
	No differences
	Low

	Building brand confidence
	Consumer Concerns
	Cost
	High

	Building brand confidence
	Trust
	Transparent/simple language
	High

	Building brand confidence
	Work life balance
	Focus on work/life balance
	Low

	Building brand confidence
	Key Influences
	Diversity & Inclusion
	High

	Building trust
	decision-making characteristics
	Seeks help from expert
	High

	Building trust
	Covid-19
	More self-reliant
	High

	Building trust
	Trust
	Skeptical 
	Low

	Building trust
	Not generational
	Not generational
	High

	Building trust
	Trust
	Foundation 
	Medium



Selective Coding:   Through this large initial categorization, the researcher, over several iterations, began to funnel the themes and short phrases into eight relevant subcategories or families as they shared familiar characteristics.  This process of splitting categories into subcategories allowed the researcher to focus on the important emerging themes.  The goal; to put the fragments of like data into themes with the intention to compare the themes.  After the assignment of sub-categories, the researcher conducted a secondary, selective data analysis to shift the attention from the original data to the reorganized themes and keywords.  This step related data from the open and axial coding together in order to reveal connections to a discrete, number of themes related to decision-making.  This step developed even higher-level codes in order to provide common meaning for the larger group of codes.  
Nine core themes emerged from the coding:  Brand Values, Building Trust, Consumer Fears, COVID-19 Impact, Effective Communication on all Platforms, Key Influencers, On-Line Resources, Technology, and Work/Life Balance.  This step involved splicing the data together, linking or merging it in essence, into fewer, more powerful categories. 
The researcher reflected, seeking to build, verify or revise the findings.  Going back to the Delphi panel, they were again queried on these findings, and based on their additional feedback, a new theme of “intentions” was added, and technology and on-line resources was combined into one theme of digital engagement; the core list of decision-making characteristics morphed to: Aligned Values, Communication, Consumer Concerns, COVID-19 Impact, Digital Engagement, Intentions, Key Influences, Trust and Work/Life Flexibility.  Theme alignment was achieved and then shared with the Delphi panel. 

Aligned Values
Communication
Consumer Concerns
COVID-19 Impact				
Digital Engagement				   Decision Making Characteristics
Key Influences
Intentions
Trust					
Work/Life Flexibility

Of note, during this secondary data analysis, the strict confidentiality safeguards were adhered to honoring the researcher’s original commitments.  
Step 5:   Define Themes:
Through the extensive coding process and subsequent thematic analysis, a brief definition of each theme has been extrapolated from the leader responses and insights as the foundation for the next step; mapping:
1. Aligned Values- There needs to be a common language of aligned values and clarity about how a financial professional’s personal values, mission and goals align with the millennial values. 
2. Communication - Effective communication from financial professionals, sharing and exchanging new ideas with millennials the way they want to be communicated with, will be pivotal as the United States will see the largest inter-generational transfer of wealth over the next decade.   Successful advisors have to engage with clients and prospects with increased communication to build their business.
3. Consumer Concerns - Stems from anxiety, worry, fear and potentially greed as strong drivers for all age cohorts, however, the fear of missing out seems to have a larger impact on millennials. 

4. COVID-19 Impact - COVID has created a new market for many advisors.  Once geographically limited to prospects, many advisors have embraced technology and are now gaining clients across the country without meeting them in person.  Clients and prospects have embraced Zoom and other virtual platforms.  Financial professionals are able to be more effective at client reviews and delivering financial plans through screen sharing in the comfort of clients homes.  
5. Digital Engagement - Digital engagement builds relationship with millennials by allowing the financial professional to engage the millennial using technology to be a part of the daily world they live in.  In understanding this, a financial professional can relate to them better.
6. Key Influences - the capacity to have an effect on the character, development, or behavior of someone or something, or the effect itself.  The key factors that influence a millennial decision to purchase a product begins with how the product aligns to their needs.  Will the product achieve what they need it to achieve.  They are happy to pay more for quality as long as the product achieves their needs.

7. Intentions - Intention is a mental state that represents a commitment to carrying out an action in the future.  Intention involves planning and forethought; however, intentions can range from impulsive to planned. Potentially, emotions are a driving force in decision making more than facts. Environments create emotions which drive intentions that impacts how we make decisions. 
8. Trust – is foundational to be able to believe in the reliability, truth, and strength of the relationship.  Millennials are looking for trusting relationships to help guide them through their financial decisions.
9. Work/Life Flexibility – Millennials have a willingness to compromise, as it is more about life experiences rather than accumulating wealth. It’s about maintaining a lifestyle they like. They seem to have a more balanced view: own less/experience more.
Concept Map
The use of mapping allows one to draw conclusions on significance, linking it back to the initial project aim and main questions, in a cohesive and credible manner.  The concept map answers the question on how themes are inter-linked and is discussed below. The researcher developed the map from thirty-four facets of data that emerged from the Delphi study:
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The fragments were then placed into a concept map with the following rubric:
· Themes represented by green ovals
· Keywords represented by medium black boxes 
· Frequency of codes identified by: 
· Arrows representing relevance
· Proximity to theme representing strength of connection
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