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CHAPTER III  

RESEARCH METHODS 

 

3.1 Research Type 

 The method used by the researcher is a quantitative research method. To 

get the result for this study, this research method quantifies and analyses variables 

(Apuke, 2017). It provides utilization and analysis of numerical data using the 

statistics approach. This method's goal is to test the hypothesis. 

3.2 Population and Sample 

3.2.1  Population 

According to Bacon-Shone (2020), the population is the potential 

respondents of interest. The respondent should be in accordance with the criteria 

that the researcher needs, as it can be considered as the data source of the 

research. The population of this study is Galted Egg’s buyers or those who have 

had experience of buying salted egg potato chips in general. Because there are no 

provided data for this information, the researcher uses an unknown population to 

help determine the number of respondents needed. 

3.2.2 Sample 

 A sample is the respondents selected from the population of the study 

(Bacon-Shone, 2020). For the sampling method, this study used Non-Probability 

Sampling and the researcher chose purposive sampling method for the sample 

group. According to Lind et al. (2017), the purposive sampling method requires 

the researcher to set criteria for the population and chose it as the sample that suits 
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the research object. The researcher also could decide what information is needed 

and set out to get the right respondent who can and willing to provide the 

information needed. To determine the sample size for this research, the researcher 

used the unknown population method.  

 Since the population number is unknown, the researcher must use the 

Unknown Population approach to assess the sample size. The formula reads as 

follows: 

Details:  

n = Sample size, 

Z = The sample confidence level needed in the research, 

a = 5% (percentage of confidence set is 95%), so Z = 1.96, 

µ = Margin of error, the tolerable error level. (set on 5%), 

Based on the previous formula, the result will be:  

 

As stated by the formula, the number of samples for this research will be 97. 

The sample group for this research will be selected according to: 

1. Respondents who have had experience of buying salted egg potato 

chips, 

2. Respondents who like to eat salted egg potato chips, 

3. Respondents’ minimum age is 15 years old. 

n = Z2/4µ2 

n = Z2/4µ2 = 1.96/4(0.1)2 = 96.04 (rounded to be 97) 
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3.3 Data Types, Data Sources, and Measurement Scales 

3.3.1  Data Types 

 The data type used in this research is interval data or integer. Based on 

Bacon-Shone (2020), interval scale means there is a consistent meaning from the 

differences between attributes. It is also measurable along a scale. 

3.3.2  Data Source 

 The result is from questionnaires that will annualize with statistic method. 

The data is coming from both primary and secondary data. This will help the 

researcher to get valid data. The researcher used to distribute questionnaires with a 

set of multiple-choice questions. 

3.3.3 Measurement Scale 

The researcher decideds to use the Likert Scale for the measurement used 

in the questionnaire. This method is chosen to give the respondents a simple way 

to answer all the questions. Table 3.1 below is the example of the Likert Scale 

responses and grade for the research. 

Table 3.1 Likert Scale for Variable Measurement 

Response Scale 

Strongly Disagree 1 

Disagree 2 

Neutral 3 

Agree 4 

Strongly Agree 5 

3.4  Variable and Operational Definition 

The variables researched are the factors that influence purchase decision of 

Galted Egg. 
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Table 3.2 Variables and Operational Definition 

 

VARIABLES 

 

Conceptual 

Definition 

 

INDICATORS 

 

Operational Definition 

 

Source 

Price 

(F1) 

Price is one of the 

marketing mix 

elements that 

offer income for 

the business 

company. 

1. Affordability 

2. Competitiveness 

3. Compliance 

4. Compatibility 

1. I feel that the price of the 

salted egg potato chips I 

bought is quite 

affordable. 

2. I feel that the price of the 

salted egg potato chips I 

bought is quite 

competitive. 

3. I feel that the price of the 

salted egg potato chips I 

bought is suitable for my 

needs. 

4. I feel that the price of the 

salted egg potato chips I 

bought is in accordance 

with the product offered. 

5. I feel that the price of the 

salted egg potato chips I 

bought is in accordance 

with the service offered. 

Amin et 

al, 2018 

Product Quality 

(F2) 

Product quality or 

food quality, on 

the contrary, often 

includes various 

components that 

correspond to 

preferences and 

expectations and 

which are used in 

choices.  

1. Commodity 

Requirements  

2. Security 

3. Nutritional and 

Sensory Features  

4. Service 

Requirements 

5. Sustainability  

1. I prioritize the complete 

information (raw 

materials, chemicals, 

processes) of the salted 

egg potato chips that I 

bought. 

2. I consider the product 

safety on the salted egg 

potato chips I bought. 

3. I consider the nutritional 

content of the salted egg 

potato chips that I 

bought. 

4. I feel that the service 

provided by a brand that 

sells salted egg potato 

chips made me buy the 

product. 

5. I bought salted egg 

potato chips from a 

brand that practice 

sustainable business. 

Savelli 

(2017)  

Promotion 

(F3) 

Promotion which 

creates and 

spreads 

convincing 

messages about an 

offer  

1. Awareness  

2. Knowledge  

3. Liking 

4. Preference 

5. Conviction 

6. Purchase 

1. I am familiar with salted 

egg potato chip products 

that I bought from a 

promotion they did 

2. I feel that my knowledge 

of salted egg potato chips 

has increased because of 

the promotion. 

Kotler et 

al. (2018) 
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3. I feel that the promotion 

that has been done by a 

brand that sells salted 

egg potato chips is in 

accordance with their 

targeted market. 

4. I would prefer to buy a 

brand of salted egg 

potato chips that offers 

promotions over similar 

products. 

5. I am interested in buying 

salted egg potato chips 

after being informed that 

there is a promotion. 

6. I will buy salted egg 

potato chips that offers 

promotion. 

Packaging 

Design 

(F4) 

Packaging is a 

tool for 

communication 

that offers product 

specifics, 

including price, 

size, ingredients 

and nutritional 

values, along with 

cooking 

instructions and 

preferred dates for 

use.  

 

1. Packaging Color 

2. Background 

Image 

3. Packaging 

Material 

4. Font Style 

5. Printed 

Information 

6. Innovation 

1. I feel that the color of the 

packaging can give a 

strong impression on the 

salted egg potato chips 

that I bought. 

2. I decided to buy salted 

egg potato chips because 

I was influenced by the 

background image on the 

packaging. 

3. I am considering the 

material from the 

packaging of the salted 

egg potato chips that I 

bought. 

4. I consider the font style 

from the product 

packaging of salted egg 

potato chips that I 

bought. 

5. I consider the 

information on the 

package when I bought 

the salted egg potato 

chips. 

6. I will buy salted egg 

potato chips that has an 

innovative packaging. 

Ahmed et 

al. (2005) 

in Imiru 

(2017) 

Product 

Innovation 

(F5) 

Product 

innovation is a 

new developing 

product based on 

what customers 

expected.  

1. Relative 

Superiority 

2. Compatibility 

3. Complexity 

4. Divisibility 

5. Communicability  

1. I buy salted egg potato 

chips that has excellent 

creativity in their 

innovation. 

2. I feel that the innovation 

that is owned by the 

salted egg potato chips 

that I bought matches 

their target market 

Rasyid, 

2017 
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criteria. 

3. I can accept the 

innovations made by the 

salted egg potato chips 

that I bought. 

4. I bought salted egg-

flavored potato chips that 

innovates gradually. 

5. I bought salted egg 

potato chips whose 

innovation can be 

communicated to the 

consumers. 

Purchase 

Decision 

(F) 

Buying decision is 

a stage where 

buyer make a 

decision to buy 

the product after 

all the 

consideration 

process. Decision 

making is an 

activity process to 

get and adopt the 

products offered. 

1. Problem 

Introduction 

2. Information 

Search 

3. Alternative 

Evaluation 

4. Purchase 

decision 

5. Post purchase 

decision 

 Ali, 2017 

3.5  Data Collection Procedures 

Researcher use questionaires with a Likert scale. The questioner included 

some questions related to the variables used for this research with pre-determined 

answers in the form of an interval and in a numeric scale. After the 

questionnaires are filled in, the researcher will collect them back and grade them 

based on the Likert Scale, from strongly disagree to strongly agree. 

3.6 Data Analysis Method 

3.6.1 Validity 

 According to Angela (2017) validity refers to the ability of the measuring 

instrument to measure the questions. Validity is generally divided into content 

validity, criterion-related validity, and construct validity. 
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3.6.2  Reliability 

 According to Kerlinger’s (1986) in Angela (2017), verification of the 

construct validity of the questionnaire content can be done by item-to-total 

correlations, i.e. the reliability analysis. The item-to-total correlations could be 

used for judging the questionnaire contents. It is used to determine the indicators 

used in the questionnaire. The reliability test used in this study for the 

questionnaire is the Cronbach's alpha method with an index range between zero to 

one. According to Chan & Idris (2017), the result number would affect the data, 

as the lower alpha value means the lower the reliability, and vice versa. 

3.6.3  Factor Analysis 

The researcher uses exploratory factor analysis or EFA for this study, 

intent to state a pattern by analyzing the factors that become the variable of this 

research. According to Gorsuch (2015) there are two forms of factor analysis, 

confirmatory factor analysis (CFA) and exploratory factor analysis (EFA). EFA 

test is used to assist researchers in the formation variables formed from a 

collection of indicators. The process of EFA is trying to find relationships 

between new variables or factors which formed independently of each other, so 

that they can be made one or some latent variable set or factor which is less than 

the number of free variables or those that do not correlate with each other. A 

factor means a list of things grouped according to the loading. 

According to Mindrila (2017), the factor analytic procedures must choose 

appropriate indicators of the area of investigation as the interventions observed. 

When designing a factor analytic study, researchers should try to estimate the 

maximum number of factors and use at least five observed measures for each 
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factor. Another important aspect is the quality of the measurement instrument, as 

it functions best when communalities are high among variables observed. Finally, 

there is one very critical consideration, the measurement scale and the distribution 

of the measured variables. According to Floyd & Widaman (1995) in Mindrila 

(2017), the common factor model postulates linear factor effects the observed 

variables assuming that the variables are continuous or quasi-interval and are 

normally distributed. The exploratory factor analysis correspondence index can be 

seen in Table 3.3 below. 

Table 3.3 Exploratory Factory Analysis Correspondence Index 

Source Indicators Cut-off Value 

George & Paul (2019) Kaiser-Meyer-Olkin 

(KMO) 

Recommended Value of 

0.6 or above 

George & Paul (2019) Bartlett’s Test of 

Sphericity 

Significant at α < 0.5 

 

Chan & Idris (2017) Anti-Image Correlation: 

individual Measure of 

Sampling Adequacy 

(MSA) 

>0.5 

 

Chan & Idris (2017) Communalities 

(variables are well 

defined by the solution) 

>0.3 

 

Chan & Idris (2017) Factors loadings 

Significant Factor 

Loading based on 

Sample Size 

>0.4 

Above sufficient factor 

loading to retain the 

item; below sufficient 

factor loading requires 

removal 

 

 

 

 

 


