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CHAPTER III 

RESEARCH METHOD 

 

3.1 Population and Sample 

3.1.1 Population 

 According to Masyhuri and Zainuddin (2011:157), population is the 

research object that can be a source of research data. The population of this 

research is everyone who came to the Herture’s exhibition booth, held in 

Lenmarc, amounted to 57 person (according to Herture data in May 2013). 

3.1.2 Sample 

 According to Martono (2011:74), sample is part of the population which 

have characteristics or circumstances to be studied.	  This research using saturation 

sampling techniques (57 people). According to Sugiyono (2013:156), saturation 

sampling is sampling where the entire amount of the population used as a sample. 

This is done because the sample amount is little relatively or below 100 people 

and also aims to minimalize the generalization error. 

3.2 Data Collecting Method 

 The type of data in this research is quantitative data, where the data are 

sorted by categories that have been prepared tiered according to size, with the 

primary data source taken directly to the visitors at the Lenmarc exhibition 
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associated with brand image variable, price, and the purchase intention of 

Herture’s products. Data collecting method in this research using survey method 

by distributing a questionnaire containing a list of closed questions via Google 

Doc. The questionnaire distributed on 29 April 2015 and collected in the same 

day. The total questionnaire that distributed is 57 questionnaire and collected 57 

questionnaire. 

3.3 Operational Variables 

 According to Siregar (2012:18), variable is a construct that its properties 

are given numbers (quantitative) or can also be defined as a concept that has a 

value, can be either quantitative or qualitative. The variables in this research will 

be described in Table 3.1. 

Table 3.1 Variable Research 

 
Source: Processed Primary Data (2015) 
 

3.4 Variable Measurement  

 The researcher used a 5-point Likert scale to measure the research 

variables, using the size of the interval with the following conditions: 

Variable Research Definition Indicator 

Brand Image 

The perception of customer 
gained by knowledge and 
understanding of person against a 
brand. 

Based on Haryono (2015) 
1. Brand symbol 
2. Recognition 
3. Trusted brand 

Price Perception of customer about the 
price that should be paid. 

Based on Bachtiar (2011:5) 
1. Affordable 
2. Price equal with the product 

quality 
3. Competitive 

Purchase Intention 
The customer perception about 
the respond towards an object 
that shows  an intention to buy. 

Based on Hidayat (2012) 
1. Transactional intention 
2. Referential intention 
3. Preferential intention 
4. Explorative intention 
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a. Scale 1 for strongly disagree value. 

b. Scale 2 for less agree value. 

c. Scale 3 for quite agree value. 

d. Scale 4 for agree value. 

e. Scale 5 for strongly agree value. 

3.5 Validity and Reliability 

3.5.1 Validity 

	   According to Neuman (2013:238), validity is indicator compatibility with 

the conceptual definition, which should be measured by these indicators. The 

validity of this research can be measured by the Pearson moment product formula, 

benchmark tolerated error value is a = 5% and the sig < 5% the it is valid, and 

contrarily.  Validity test used to measure the feasibility the items in a question of 

defining a variable. Appendix E shows that all good research items on the 

dependent variable and the independent variable has a smaller significant value 

than the real level of 0.05. It can be concluded that all the items have valid 

questions and further analysis can be done. 

3.5.2 Reliability  

 According to Neuman (2013:234), reliability is the consistency ability of a 

variable size or can be interpreted as a numerical results produced by the indicator 

does not vary due to the characteristics of the measurement process or 

measurement instrument itself. Reliability can be measured by using Cronbach 

Alpha method to represent that an indicator can be said to be reliable if Cronbach 
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Alpha value greater than 0.6. An instrument is reliable as a means of collecting 

data when it gives the same results towards a phenomenon in different times. 

Instrument can be called as reliable if the value of  Cronbach Alpha equal to or 

above 0.6. Appendix E shows that the value of Cronbach Alpha of dependent and 

independent variable were above 0.6. It can be concluded that these variables have 

reliable and can do further analysis. 

3.6 Data Analysis Method 

3.6.1 Multiple Regression Analysis 

 According to Kuncoro (2013:236), Multiple Linear Regression is the 

model used to observe the effect of the dependent variable to the independent 

variable. According to Siregar (2014:405), Multiple Linear Regression formula is: 

 

Ŷ = α + β1 X1 + β2 X2 + ε 

 

Explanation: 

Ŷ  = Purchase Intention 

α  = Constanta 

β1 = Coefficient Brand Image 

X1 = Brand Image 

β2 = Coefficient Price 

X2 = Price 

ε = Residual 
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1. F-Test 

 According Riduan and Sunarto (2013), F-Test was conducted to compare 

more than two average. In this research, the F-Test can be obtained to 

examine the effect jointly the independent variable on the dependent variable. 

If the count value sig F ≤ 0.05, it means that model fit. 

2. t-Test 

 According to Riduwan and Sunarto (2013:340), t-Test aimed to examine 

the regression coefficient individually, each independent variable on the 

dependent variable. This test is done by the indicator if count sig t ≤ 0.05, it 

means that the independent variable individually or partially has a significant 

effect on the dependent variable. 

3. Correlation Coefficients (R) and Coefficient of Determination (R2) 

 According to Kuncoro (2013:245), Correlation Coefficient Value (R) 

indicates how closely the relationship between independent variables with the 

dependent variable. Coefficient of Determination Test (R2) used to measure 

the model ability (independent variable) in explaining the dependent variable 

(purchase intention).  

3.6.2  Classical Assumption Test 

 Classic assumption test aims to determine the condition of the data used in 

this research. This is done in order to obtain precise analysis. This research using 

five test of classical assumption, which is : 
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1. Normality Test 

 Normality test is performed to determine whether the residuals are 

normally distributed (Priyatno, 2013:50). This test using the Kolmogorov-

Smirnov Test. If the value of sig > 0.5, then it can be said that the residuals 

are normally distributed, and contrarily. 

2. Heteroscedastisity Test 

 Heteroscedastisity test aims to examine whether	   there is a differences 

variants of the residuals in a regression model, from one observations to other 

observations (Ghozali, 2012:125). This test using the Glejser test which 

conducted by the area of decision-making if significance value < 0.05, then it 

can be said that there is a Heteroscedastisity. 

3. Multicollinearility Test 

 This test aims to examine whether in the regression model found a 

correlation between independent variables (Ghozali, 2012:146). If the 

tolerance values > 0.1 or VIF (Variance Inflation Factor) < 10, then it can be 

concluded that there is no Multicollinearility between independent variables 

in the regression model. 

4. Autocorrelation Test  

 Autocorrelation test aims to determine whether there is a correlation 

between confounding variables at certain periods with the variable before 

(data time series). Autocorrelation test use Durbin Watson value (dl and du). 
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If the value of du < d count < 4 – du, then there is no autocorrelation 

(Sujarweni, 2014:186).  

5. Linearity Test 

	   Linearity test aims to test whether two variables have a linear relationship. 

Linearity test using a test of linearity method. The criteria applicable, if the 

sig. the linearity ≤ 0.05, then there is a linear relationship between the 

independent variable and the dependent variable (Santoso, 2010: 214). 

	  




