
20 
 

CHAPTER III  

RESEARCH METHODOLOGY 

3.1 Research Population and Sampling  

Population is a collection of individuals or objects that is the main focus of 

a research. The population for this research is the futures market players. Due to the 

population size that is large, the researcher cannot test every individual in the 

population because it can be very time-consuming. This is the reason why the 

researcher rely on sampling techniques. 

The researcher collect the data for the research from the sample which is a 

subset of the population. The sampling method used in this research is purposive 

sampling method which has 3 criteria for the sample. The criteria are the sample 

has traded in the market before, the sample has opened an account for at least 2 

years, and the sample has done at least 1 transaction using the account. The sample 

of this research are 100 respondents, found through the Cochran formula. 

𝑛 =  
𝑧2

4μ2
=  

1.962

4 (0.1)2
=  96,04 = 96 (𝑟𝑜𝑢𝑛𝑑𝑒𝑑 𝑡𝑜 100) 

n: sample size 

z: 1.96 (normal curve) 

μ: margin of error decided 10% 
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3.2 Data Collection Methods 

3.2.1 Types and Sources of Data 

 This research type is quantitative. Quantitative research is researched that 

uses statistical and numerical analysis of the relationship between variables 

(Saunders, Lewis, & Thornhill, 2016:496). 

In this research, the researcher obtains the primary data by spreading online 

questionnaires to futures market players and the primary data will then be processed 

using IBM SPSS Statistics 22. The secondary data in this research are obtained 

through journals, books, and previous researches conducted by other researchers. 

3.2.2 Data Collection 

 To collect the data, the researcher spreads online questionnaires to the 

futures market players that has opened an account for at least 2 years and done at 

least 1 transaction in the market before. The questionnaires are created using 

Indonesian language to ease the respondents and to reduce the risk of 

misunderstanding.  

3.3 Operational Definition and Variable Measurement 

3.3.1 Operational Definition 

Table 3.1 Operational Definition 

Variable Conceptual Definition Indicators Operational 

Definition 

Source 

Trust Trust has been defined 

as the customer’s belief 

that the service provider 
will fulfill his or her 

needs and not take 

unexpected actions 

resulting in negative 

outcomes. (Anderson 

and Narus, Moorman et 

al., Morgan and Hunt, 

1. Dependable 

2. Reliable 

3. Committed 

 

1. The service or 

product meets 

expectation. 
2. The provider is not 

taking excessive 

advantage over the 

customer. 

3. The provider is 

behaving according 

Anderson 

and Narus, 

Moorman 
et al., 

Morgan 

and Hunt, 

and Schurr 

and 

Ozanne in 

Boonlertva
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and Schurr and Ozanne 

in Boonlertvanich:2018) 

to what they 

committed. 

nich 

(2018) 

Service 

Quality 

Service quality is a 

hierarchical, 

multidimensional 

construct where service 

quality has a second-

order construct, formed 

by its first-order service 

quality dimensions that 

are measured through 

several surveyed items. 

Customers’ perceptions 
of quality are assumed 

to occur at multiple 

levels in a service 

setting. Initially, 

customers evaluate the 

quality of the interaction 

with the service provider 

at the individual 

attribute level. (Brady 

and Cronin, Mittal et al., 

and Yilmaz et al. in 
Boonlertvanich:2018) 

1. Empathy 

2. Reliability 

3. Responsiveness 

4. Assurance 

5. Tangibles 

 

1. The provider 

understands the 

customer’s needs. 

2. The provider is 

reliable. 

3. The provider is 

responsive. 

4. The provider 

assures the 

customer’s needs. 

5. The provider is 
well-dressed. 

Brady and 

Cronin, 

Mittal et 

al., and 

Yilmaz et 

al. in 

Boonlertva

nich 

(2018) 

Satisfaction Satisfaction is an overall 

customer attitude 

towards a service 

provider, or an 

emotional reaction to the 

difference between what 

customers anticipate and 

what they receive, 

regarding the fulfillment 

of some need, goal or 

desire. Customer 

satisfaction is defined as 
“consumer's pleasurable 

fulfilment” response. 

(Oliver in 

Giovanis:2018) 

1. Rewarding 

2. Fulfilling 

3. Stimulating 
 

1. The customer get 

what the customer 

deserve. 

2. The service 

provider fulfill the 

customer’s needs. 

3. The customer is 

interested on the 

service or product. 

Oliver in 

Giovanis 

(2018) 

Customer 

Loyalty 

Customer loyalty as the 

repeated patronage of a 

service provider and the 

recommendations of the 

service provider to other 

customers. (Lam et al. in 

Omoregie:2018) 

1. Retention 

2. Advocacy 

3. Purchasing 

1. The customer is 

willing to remain 

with a particular 

company’s service or 

products. 

2. The customer 

recommends a 

particular company. 
3. The customer 

purchases or 

repurchases a 

company’s service or 

product. 

Lam et al. 

in 

Omoregie 

(2018) 
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3.3.2 Variable Measurement 

 The variable measurement for this research will be done using 

questionnaires in the form of the Likert Scale. Likert-type or frequency scales use 

fixed choice responses and are designed to measure attitudes or opinions. These 

ordinal scales measure the levels of disagreement or agreement of the respondent 

towards the topic. 

The Likert Scale will have a five point scale from strongly disagree, 

disagree, neutral, agree, and strongly agree which will reflect on how much the 

respondents agree or disagree with a particular topic. For this research, the Likert 

Scale is divided into five categories as follows: 

Strongly Disagree (SD) = 1 

Disagree (D) = 2 

Neutral (N) = 3 

Agree (A) = 4 

Strongly Agree (SA) = 5 

3.4 Validity and Reliability  

3.4.1 Validity 

Validity is the measurement to find whether the results are truthful and 

valid. According to Oliver in Mohajan (2017), validity is a compulsory requirement 

for all types of studies. In quantitative research, validity is the extent to which any 

measuring instrument measures what it is intended to measure according Thatcher 

in Mohajan (2017). In researches, there are two essential parts of validity which are 
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the internal validity known as credibility and the external validity know as 

transferability. Credibility shows the legitimacy of the results of the research 

looking from the way the groups were selected, data were recorded or analyses were 

performed while transferability shows whether the results given by the study are 

transferable to other groups of interest according to Last in Mohajan (2017). 

3.4.2 Reliability 

The reliability refers to a measurement that supplies consistent results with 

equal values according to Blumberg et al. in Mohajan (2017). Reliability measures 

the repeatability, precision, trustworthiness, and consistency of a research 

according to Chakrabartty in Mohajan (2017). It shows where the research is done 

without bias which insures consistent measurement across time and across the 

different items in the research. In quantitative researcher, reliability refers to the 

consistency, stability and repeatability of results where the result of a researcher is 

considered reliable if the researcher has gained consistent results in similar 

situations, but different circumstances according to Twycross & Shields in Mohajan 

(2017). 

3.5 Data Analysis Method 

3.5.1 Classical Assumption Test 

3.5.1.1 Multicollinearity test 

Multicollinearity test explains the correlation between the independent 

variable in the regression model. According to Ainiyah (2016) If the value of VIF 

<10, it implicates that there is no multicollinearity. 
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3.5.1.2 Normality test 

According to Ainiyah (2016), normality test used to examine whether the 

residual value from regression distributed normally or not. The normality test can 

be conducted using Kolmogorov-Smirnov. The data has a normal distribution when 

the sig value is ≥0.05. 

3.5.1.3 Heteroscedasticity test 

According to Ainiyah (2016), heteroscedasticity is a systematic change in 

the spread of the residuals over the range of measured values. The 

heteroskedasticity test can be conducted using Glejser test. When the sig value 

>0.05, it implicates that the residual variance has no heteroskedasticity. 

3.5.1.4 Linearity Test 

According to Ainiyah (2016), linearity test explains whether two variable 

has a linear relationship or not. Two variable has a linear relationship if the 

significance value is less than 0.05. 

3.5.2 Research Tests 

3.5.2.1 Multiple Regression Analysis 

According to Lind (2017), multiple regression analysis is a statistical 

method used to understand the relationship between two or more variable. Multiple 

regression involves the dependent variable which is a variable to be explained and other 

explanatory variables that are associated with the changes in the dependent variable. 

The equation of the multiple linear regression is as follow: 

𝑌 = 𝑎 + 𝛽1 𝑋1 + 𝛽2 𝑋2 + 𝛽3 𝑋3 + 𝑒 
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Information: 

Y : Customer Loyalty of Futures Brokerage Companies 

𝑎 : Constant 

𝛽1, 𝛽2, 𝛽3 : Regression Coefficient  

X1 : Trust 

X2 : Service Quality 

X3 : Satisfaction 

e : Error 

 

3.5.2.2 Goodness of Fit Test (F Statistics Test) 

 According to Cooper & Schindler (2014) the goodness of fit test is used to 

understand whether the independent variables have an effect towards the dependent 

variable. The independent variables have a significant effect towards the dependent 

variable when the significant value is ≤ 0.05. 

3.5.2.3 Partial Significance Test (t Statistics Test) 

 According to Cooper & Schindler (2014), the Partial Significance test or t 

Statistic Test is used to know whether the independent variable partially affects 

the dependent variable. The independent variable partially affects the dependent 

variable significantly when the significant value is ≤ 0.05. 

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

 According to Eliti Kasuya (2018) the coefficient of correlation, usually 

denoted by the symbol R, is a measure of the linear relationship between two 

variables, such as x and y. The coefficient of correlation (R) can have the value 
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from −1 to 1. The value of ±1 represents a perfect linear relationship between 

variables. 

According to Eliti Kasuya (2018), the coefficient of determination, which 

is usually denoted by R2 is the proportion of variation of one variable (objective 

variable or response) explained by other variables (explanatory variables). 

in regression. This coefficient has a value between 0 and 1. In the linear regression 

with only one explanatory variable (x), R is equal to the absolute value of the 

correlation coefficient r between x and the objective variable (y). 
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