
CHAPTER 3 

RESEARCH METHOD 

3.1 Research Design 

The research design used in this research is qualitative research. Qualitative 

research is a research strategy that emphasizes on words rather than quantification 

in the collection and analysis of data. The main objective of a qualitative study is 

to describe the variation and diversity in a phenomenon, situation or attitude with a 

very flexible approach so as to identify as much variation and diversity as possible 

(Ranjit Kumar, 2011: 16).  

This qualitative research uses exploratory approach to examine the 

feasibility of conducting a study or exploring a subject area where nothing or little 

is known. 

3.2 Research Subject (Informant) and Research Object 

3.2.1 Research Subject (Informant) 

The key informant in this research is ShoesMaster’s customers aged 20-50 

years. These people are chosen because they can give information regarding their 

perception towards ShoesMaster’s product value. The second informant is 

ShoesMaster’s owner. The owner of ShoesMaster will provide more detailed 

information regarding ShoesMaster’s value proposition in terms of capability, 

impact and cost. The last informant in this research is potential customers as who 

can give more insight on the perceived value of ShoesMaster’s products. Overall, 

only five informants are interviewed in this research to avoid unnecessary 



information. When data saturation occurs, the data collection process can be 

stopped. Below is the list of the interviewed informants: 

Table 3.1: Informant’s profile 

No. Name Category Occupation 

1. Willy Wijaya ShoesMaster owner Entrepreneur 

2. Suryani Halim, S.E. 
ShoesMaster 

customer 
Entrepreneur 

3. Laurentia Devina Potential customer College student 

4. Erinna Kopaloma Potential customer College student 

5. Novita Ali Putri 
ShoesMaster 

customer 
College student 

Source: Processed data 

3.2.2 Research Object 

The object of this research is ShoesMaster. This research intends to explore 

the customer’s perceived value regarding the product value of Batik shoes sold by 

ShoesMaster. This perceived value can be used as a tool to evaluate the value 

proposition of ShoesMaster in order to increase its competitiveness in the market 

and maintain sales and profit growth in the future. 

3.3 Data Collection Method 

To collect the information relevant to the research’s focus, several data 

collection methods are used:  

1) Interview 

Interview is a conversation with a certain purpose. This conversation 

involves two parties; the interviewer who asks the questions and interviewee 



who answers the questions (Sugiyono, 2013: 231). This technique is used to 

know how the customers perceive the value of ShoesMaster’s product (Batik 

shoes) directly from their point of view. The interviews were conducted from 

November 5th to November 12th, 2014. 

2) Secondary sources 

Secondary sources refer to other sources which can provide the required 

information. The first source is documentation. According to Sugiyono (2013: 

240), documentation is a complementary tool used in qualitative research 

interviews. The documentation data in this research include the company’s 

internal data, such as financial reports and the Business Model Canvas. Other 

sources include previous research studies and textbook theories. 

3.4 Data Validity 

Triangulation technique is used to test the data validity. Triangulation is a 

technique which compares the collected data to other information or data to check 

their validity. According to Ritchie and Lewis (2009:276), there are four kinds of 

triangulation; sources, methodological, investigative, and theories triangulations. 

The triangulation technique used in this research is sources triangulation, 

which uses the data collected from the three different informants as sources. To 

ensure that the perceived value of costumer data obtained from the customers are 

valid, the researcher collects the data from ShoesMaster’s owner, customers who 

purchased the product, and people who are categorized as potential customers of 

ShoesMaster. More information regarding the triangulation process can be found in 

Appendix F. 



3.5 Analysis Method 

The data analysis process in this research is the process of systematically 

searching and compiling data obtained from the informants’ interviews to 

determine customer’s perception on the company’s product. It also examines 

the state of the existing value proposition of ShoesMaster. The following are 

the steps involved in the analysis process: 

1. Compiling and classifying the interview transcript and documentation.  

2. Coding the information needed from the interview transcript as part of 

the data analysis preparation. 

3. Analyzing the information from ShoesMaster’s owner to determine the 

capability, impact, and cost aspects of the existing value proposition of 

ShoesMaster. 

4. Analyzing the opinions of ShoesMaster’s customers and potential 

customers on their perceived value of ShoesMaster’s products. 

5. Evaluating the existing value proposition of ShoesMaster and 

concluding whether it should be unchanged, modified, or totally altered 

based on the customer’s perception towards ShoesMaster’s products. 

 


