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CHAPTER III 

RESEARCH METHOD 

3.1 Research Description 

The method used in this research is quantitative approach with collecting 

primary data using questionnaires to find factors that influence customer 

satisfaction. The data result of the questionnaires will be processed using Statistical 

Product and Service Solution (SPSS). According to McCusker and Gunaydin 

(2014), statistic is an important element when evaluating sources.  

3.2 Population and Sample 

According to Lind, Marchal, and Wathan (2017), Population is the entire 

number of individuals that have certain measurement, it is also individual, or object 

observed. The population in this research is 107 people of Zeus customers who has 

ever wear Zeus product.   

Etikan et al. (2016) defines sample group as a portion of the whole population. 

Sampling aims to represent the entire population. The sampling group used in this 

research is based on probability sampling because each individual within the 

population have the same possibilities to be chosen as the sample group. Therefore, 

this research will use simple random sampling method. 

To determine the sample size, the researcher is using slovin’s formula as below: 

n = !
"#!$%

  where n= sample, N= population, and e= error. 

From the equation above, it is found that the sample size is 87 people. 
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3.3 Data Collection Methods 

3.3.1 Types of Source of Data 

Bourgman (2012), as cited in Grant (2017, 5) stated that data are information 

such as, facts, numbers, letters, and symbols that has been processed to describe an 

object, an idea, a condition, or a situation. There will be two types of data that will 

be collected in this research, which are: 

a. Primary data, which is the result of the questionnaires distributed to the 

respondents. The information collected from the questionnaires will be 

processed with SPSS.  

b. Secondary data obtain from book and journal literature.  

3.3.2 Data Collection 

The researcher collects the. data through two methods which are: 

a. Questionnaire 

According to Bolarinwa (2015), questionnaire is a set of questions that is 

used as a tool for collecting and recording information regarding certain 

issue. The questionnaire will be based on the 5-point Likert scale. 

b. Literature 

The researcher used literature review as one of the data collection 

method to gain theoretical and field-based knowledge for this research. 

Theoretical knowledge used to help the researcher in understanding the 

topic, and field-based knowledge is used to support the significance of the 

study (Machi & McEvoy, 2016). 
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3.4 Operational Definition and Variable Measurement 

3.4.1 Operational Definition 
VARIABLES INDICATORS 
Brand Image 

Brand image is the consumers’ perception 
about a brand that is reflected how the 
costumer creates an association about the 
brand in their memory (Biel, 1992:15) in 
Genoveva et al. (2015). 

According to Biel (1992) in Genoveva et al. 
(2015): 
1. Corporate Image is different from brand 

image. But in some cases, corporate 
image might represent the brand image 
especially when the company decide 
that brand of the product is the same 
with the corporate name. 

2. The Image of a Product is customers’ 
image of the products that can have 
positive or negative impacts related to 
consumer needs, wants, and 
expectations.  

3. User Image is a formation of direct 
experience and contact with the user of 
the brand. 

Perceived Product Quality 
Perceived quality is customers’ evaluation 
about the product performance and the 
difference between the final product and the 
customers’ expectation (Kotler, 2002) in 
the journal Lee et al, (2016). 

According to Kotler (1997) as cited by Lee et 
al, (2016): 
1. Performance of key products. 
2. Characteristic of products. 
3. Products according to specifications. 
4. Consistency of a product’s performance 

from one purchase to the next and the 
product has functioned properly. 

Perceived Product Value 
Perceived Product value is the value of the 
product that customer perceived based on 
the worth of what is given to the customer 
and the cost that customers have to give to 
get their chosen product(s) (Kotler and 
Keller, 2009) in Coulson et al. (2017). 

According to Kotler (2009) as cited by Lee 
et al, (2017): 
1. Customers obtain viable product. 
2. Customers buy products at reasonable 

prices. 
3. Customers get good value offerings 

from the products.  
4. Customers get price conformity with the 

products. 

Customer Satisfaction 
Customer satisfaction is the result of 
customers’ perception after they know the 
real performance of the product; whether it 
is  in accordance with their expectations 
(Kotler, 2008) in Guterman (2015). 

According to Kotler (2002) in the journal 
Guterman (2015): 
1. Customers are able to feel the quality of 

products. 
2. Customers should be assured of the use of 

the products. 
3. Customers gain speed in obtaining the 

efficacy of the products. 
4. Customers obtain fulfillment of demand 

for products. 

Table 3.1 Research Variables and Indicators 
Source: Processed Data 
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3.4.2 Variable Measurement 

This research uses interval scale and nominal scale. Nominal scale is used 

to gather general information of the sample. The interval scale is used to measure 

the numeric concept, the order of the value is important and needs to be significant. 

In this research, the 5-point Likert scale is used as the scaling technique. This scale 

is used to measure the respondent’s agreement towards the given statements. The 

formation of Likert scale used is: 

Scale 1 for Strongly Disagree (SD), 

Scale 2 for Disagree (D), 

Scale 3 for Neutral (N), 

Scale 4 for Agree (A), and 

Scale 5 for Strongly Agree (SA). 

3.5 Validity and Reliability 

3.5.1 Validity 

Validity test is a measuring tool to check the degree of accuracy of a 

research concept measurement. Validity analysis aims to test the validity of each 

questions. An accurate measurement process will determine the validity of the data. 

According to Lind (2017), a questionnaire must have a Pearson Correlation 

coefficient valid significance value of less than 0.05 for each indicator. 

3.5.2 Reliability 

Reliability test is used to measure whether the answer given by respondent is 

trustworthy and reliable. The measurement results should remain consistent when 

it is done with the same measurement. A variable value is said to be reliable if the 

Cronbach Alpha value is 0.60 and above. 
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3.6 Data Analysis Method 

3.6.1 Multiple Regression Analysis 

This research is using multiple linear regression analysis to analyze the data. 

It is used to find out the influence of multiple independent variables to a dependent 

variable (Lind, 2017). The formulation is stated as below: 

 
 
 

Where: 
Υ = Costumers Satisfaction X1 = Brand Image 
ɑ  = Constanta   X2 = Perceived Product Quality 
β1,2,3 = Regression Coefficient X3 = Perceived Product Value 
e = Error 
 

3.6.2 Research Test 

3.6.2.1 Classical Assumption Test 

a. Multicollinearity test 

Multicollinearity test is used to test whether there is a correlation or not 

between the independent variables the in regression model, it is done by examining 

the value of Variance Inflation Factor (VIF) and tolerance. If the VIF value is less 

than 10 with tolerance above 0.10, it means there is no multicollinearity between 

independent variables (Lind, 2017). 

b. Normality test 

According to Lind (2017), normality test aims to know whether the 

independent variable and dependent variable are normally distributed. This research 

will use Kolmogorov-Smirnov test to examine the normality of the variables. The 

variables will be called normal if the residual significant is above 0.05. 

𝑌 = 𝑎 + 𝛽"𝑋" + 𝛽,𝑋, + 𝛽-𝑋- + 𝑒 
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c. Heteroscedasticity test 

Heteroscedasticity test is used to find out whether the residual variance 

differs between the observations (Lind, 2017). The test is administered using the 

Glejser test. There is no heteroscedasticity if the significant value is above 0.05 

(Lind, 2017).  

3.6.2.2 Model Fit Test (F Statistic test) 

According to Lind (2017), the F test aims to know the ability degree in 

which the independent variables is affecting the dependent variable. The 

independent variables will have a significant effect on the dependent variable if the 

F sig. value is ≤ 0.05. 

3.6.2.3 Partial Significance Test (t Statistic test) 

According to Lind (2017), partial significance test aims to find out whether 

the independent variables partially have significant effect towards the dependent 

variable. The independent variables will partially have a significant effect on the 

dependent variables if the t sig. value is ≤ 0.05. 

3.6.2.4 Coefficient of Correlation (R) and Coefficient of Determination (R2) 

According to Lind (2017), the coefficient of correlation (R) is the level of 

relationship between two or more independent variables and a dependent variable 

on the scale from 0 to 1. The relationship is stronger if the R value is closer to 1.  

 Coefficient of determination (R2), after it is converted into percentage, will 

show the percentage of contribution that is given by independent variables in 

affecting the dependent variable. 
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