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CHAPTER III

RESEARCH METHOD

3.1 Type of Research 

This study is an empirical research in the form of a case study and that is divided into descriptive and quantitative. The methodology used to collect data for this research is survey by distributing questionnaires to the subjects of the research.

3.2 Research Subject

To assess the research model, this research used the questionnaire to get the data to be distributed to the end user of the internet. To get the data, the researcher collected them by conducting convenient sampling using respondents with varying demographics and professions (students, entrepreneurs, employees, etc). 

3.3 Source of Data

The data used in this research were primary and secondary data. The primary data was collected through customer surveys using questionnaire. The questionnaire consisted of information about all variables used in this study and information about respondents’ demographic characteristic. Secondary data was also collected from any literatures, journals that supported this research.

3.4 Population and Sample

Gay (1996:127) explained that population is the group in which the researcher will generalize the result of research. A population is determined to have at least one characteristic to differ from other groups. This research obtained data population only from online shopping users in Balikpapan. There are many meanings of population, but generally, population is defined as a group of comprehensive elements that is usually in the form of people, object, transaction or event where the researcher is interested to learn or become the research object. To be more effective, this research will take a sample as unit of analysis. 

This research used non-probability sampling as the basis of representation, which is arbitrary (non-random) and subjective. This research used this sampling procedure because it satisfactorily met the sampling objectives. The sampling method used convenience sampling. Based on Creswell (2008), this sample means that the participants are selected because they are willing and available to be studied. Sample is fractional population that specifies the point of the study. This study investigated empirical facts about the effect of e-service quality dimensions to the customer satisfaction and purchase intentions in online shopping in Indonesia. The study conducted for this research took sample of individual participants who were online shoppers in Indonesia. In the research, number of samples that has been taken is 100 samples of respondents from online shopping users in Indonesia.

The participants were asked to answer the questionnaire relevant with the topic that is being discussed. The questionnaires were distributed to the participants via hardcopy which should be filled. The participants chosen made the data close with reliability and validity because the participants were first asked some demographic questions, including age, gender and occupation.

3.5 Research Instrument

Instruments or media that are used to collect data in the research was questionnaire. It was by making list of questions that would be answered by the respondent to get data that will be analyzed further in the research. The list of question was developed by the writer, based on the elaboration of the variable. A self-report type questionnaire was constructed to measure relationships between the variables, and critical path analysis was used to indicate the strength of the relationships.
Likert scale was used to indicate the degree of agreement or disagreement with the given statements. It was a measuring scale requiring the respondent to indicate the degree of agreement or disagreement with the given statements. All of variables in the questionnaire used a Likert type of 1-5 point scale, 1 was for “strongly disagree” and 5 for “strongly agree”.

3.6 Test of Instrument 

The questionnaire used in this research should be tested using validity and reliability test. If the instrument test shows a high validity and reliability coefficient, it means that the data can be used and has good quality. Al Rasyid (1994) explained that based on general convention by statistician, the number of respondent to test the instrument is at least 30 respondents. The respondent of try out should be in the same characteristic with the real data collection.

1. Validity Test

The validity test uses construct validity using item-total Pearson’s Product Moment Correlation formula. The steps to test the validity are: 

a. Determining the hypothesis

Ho : The item score has no positive correlation to factor score.

Ha : The item score has positive correlation to factor score.

b. Determining the r-table

c. Calculating the r

d. Making the decision

The bases of decision making are:

If the r is positive and r counted > r table or probability of r is lower than 0.05, the item is valid

If the r is not positive and r counted < r table or probability of r is higher than 0.05, the item the item is not valid

If the r counted > r table but has negative sign, the item is not valid

The descriptions of validity test variables for this research are as follows:
a. Accuracy

Three of the items are accuracy variable items. The result of the validity test regarding this variable is shown in the table as follows:

Table 3.1
Summary of Validity Test on Accuracy Items
	Items #
	Correlation
	Sig. (()
	Status

	1
	0.831
	0.000
	Valid

	2
	0.881
	0.000
	Valid

	3
	0.791
	0.000
	Valid


Source: primary data

Based on the validity test on tangible variable items, it showed that the lowest coefficient of product moment correlation was 0.791 and the highest value was 0.881. All had a significance level of 0.000. To determine whether an item was valid or not depends on the comparison of significance level of product moment correlation with the significance level used in this research (0.05). If the significance level of product moment correlation is lower than the significance level used in this research (0.05) it can be concluded that the item is valid. If the significance level of product moment correlation is higher than the significance level used in this research (0.05) it can be concluded that the item is invalid. 

Based on the criteria above, three items were found to have a significance level of product moment correlation lower than 0.05. This means that these items were considered valid. 
b. Content
Three of the items are content variable items. The result of the validity test regarding this variable is shown in the table as follows:

Table 3.2
Summary of Validity Test on Content Items
	Items #
	Correlation
	Sig. (()
	Status

	1
	0.775
	0.000
	Valid

	2
	0.818
	0.000
	Valid

	3
	0.695
	0.000
	Valid



Source: primary data
The table of validity test on reliability variable items showed the lowest coefficient of product moment correlation was 0.695 and the highest value was 0.818. All had a significance level of 0.000. Therefore, content items were found to have a significance level of product moment correlation lower than 0.05. This means that these three items were considered valid.
c. Format 
Three of the items are format variable items. The result of the validity test regarding this variable is shown in the table as follows:

Table 3.3
Summary of Validity Test on Format Items
	Items #
	Correlation
	Sig. (()
	Status

	1
	0.887
	0.000
	Valid

	2
	0.812
	0.000
	Valid

	3
	0.736
	0.000
	Valid


Source: primary data
The validity test on reliability variable items gave the same valid result. It showed the lowest coefficient of product moment correlation was 0.736 and the highest value was 0.887. All had a significance level of 0.000. All three items were found to have a significance level of product moment correlation lower than 0.05. So, there were no items found to be invalid and all items would be used in the next analysis.
d. Timeliness
Three of the items are timeliness variable items. The result of the validity test regarding this variable is shown in the table as follows:

Table 3.4
Summary of Validity Test on Timeliness Items
	Items #
	Correlation
	Sig. (()
	Status

	1
	0.840
	0.000
	Valid

	2
	0.821
	0.000
	Valid

	3
	0.790
	0.000
	Valid


Source: primary data
Similar to previous variable, the validity test on reliability variable items still showed valid result. The lowest coefficient of product moment correlation was 0.790 and the highest value was 0.840. With a significance level of 0.000, all three items were found to have a significance level of product moment correlation lower than 0.05. So, there were no items found to be invalid and all items would be used in the next analysis.
e. Navigation
Three of the items are navigation variable items. The result of the validity test regarding this variable is shown in the table as follows:

Table 3.5
Summary of Validity Test on Navigation Items
	Items #
	Correlation
	Sig. (()
	Status

	1
	0.794
	0.000
	Valid

	2
	0.848
	0.000
	Valid

	3
	0.759
	0.000
	Valid



Source: primary data
The valid result was also shown on the validity test on reliability variable items of navigation. The lowest coefficient of product moment correlation was 0.794 and the highest value was 0.848 and all three items had a significance level of product moment correlation by 0.000. This means that all of these items were lower than the minimum required, which was 0.05. So, there were no items found to be invalid and all items would also be used in the next analysis.
f. Ease of Use
Three of the items are Ease of Use variable items. The result of the validity test regarding this variable is shown in the table as follows:

Table 3.6
Summary of Validity Test on Ease of Use Items
	Items #
	Correlation
	Sig. (()
	Status

	1
	0.904
	0.000
	Valid

	2
	0.863
	0.000
	Valid

	3
	0.811
	0.000
	Valid


Source: primary data
The table showed that the lowest coefficient of product moment correlation was 0.811 and the highest value was 0.904 with all had a significance level of 0.000. This means all of these items were also considered valid because the items were found to have a significance level of product moment correlation lower than 0.05. So, there were no items found to be invalid and all items would be used in the next analysis.
g. Response Time
Three of the items are Response Time variable items. The result of the validity test regarding this variable is shown in the table as follows:

Table 3.7
Summary of Validity Test on Response Time Items
	Items #
	Correlation
	Sig. (()
	Status

	1
	0.725
	0.000
	Valid

	2
	0.854
	0.000
	Valid

	3
	0.842
	0.000
	Valid


Source: primary data
Valid result was also shown in the validity test on reliability variable items in response time with the lowest coefficient of product moment correlation shown was 0.725 and the highest value was 0.854. With all had a significance level of 0.000, all three items were considered valid since those were lower than significance level of product moment correlation which was 0.05. So, there were no items found to be invalid and all items would be used in the next analysis.
h. Security
Three of the items are Security variable items. The result of the validity test regarding this variable is shown in the table as follows:

Table 3.8
Summary of Validity Test on Security Items
	Items #
	Correlation
	Sig. (()
	Status

	1
	0.842
	0.000
	Valid

	2
	0.910
	0.000
	Valid

	3
	0.869
	0.000
	Valid


Source: primary data
The validity test on reliability variable items of security gave the same valid result. The table showed the lowest coefficient of product moment correlation was 0.842 and the highest value was 0.910. All had significance level of 0.000, lower than minimum required which was 0.05. So, there were no items found to be invalid and all items would be used in the next analysis.
i. Responsiveness 
Three of the items are Responsiveness variable items. The result of the validity test regarding this variable is shown in the table as follows:

Table 3.9
Summary of Validity Test on Responsiveness Items
	Items #
	Correlation
	Sig. (()
	Status

	1
	0.883
	0.000
	Valid

	2
	0.884
	0.000
	Valid

	3
	0.730
	0.000
	Valid


Source: primary data
Similar valid result was shown in responsiveness of the validity test on reliability variable. The lowest coefficient of product moment correlation was 0.730 and the highest value was 0.884. And with all had significance level of 0.000 means that all three items were found to have a significance level of product moment correlation lower than 0.05. This means that all of these items were considered valid. So, there were no items found to be invalid and all items would be used in the next analysis.
j. Assurance
Three of the items are Assurance variable items. The result of the validity test regarding this variable is shown in the table as follows:

Table 3.10
Summary of Validity Test on Assurance Items
	Items #
	Correlation
	Sig. (()
	Status

	1
	0.780
	0.000
	Valid

	2
	0.782
	0.000
	Valid

	3
	0.903
	0.000
	Valid


Source: primary data
The validity test on reliability variable items also gave valid result. The table showed the lowest coefficient of product moment correlation was 0.780 and the highest value was 0.903. All had a significance level lower than 0.05, which was 0.000. This means that all of these items were considered valid. So, there were no items found to be invalid and all items would be used in the next analysis.
k. Empathy
Three of the items are Empathy variable items. The result of the validity test regarding this variable is shown in the table as follows:

Table 3.11
Summary of Validity Test on Empathy Items
	Items #
	Correlation
	Sig. (()
	Status

	1
	0.812
	0.000
	Valid

	2
	0.914
	0.000
	Valid

	3
	0.837
	0.000
	Valid


Source: primary data
As the last independent variable, the validity test on reliability variable items of empathy also showed valid result. All the items had significance level of 0.000, lower than minimum required 0.05. Whereas the lowest coefficient of product moment correlation was 0.837 and the highest value was 0.914. So, there were no items found to be invalid and all items would be used in the next analysis.
l. Customer Satisfaction
Three of the items are Customer Satisfaction variable items. The result of the validity test of this variable is shown in the table as follows:

Table 3.12
Summary of Validity Test on Customer Satisfaction Items
	Items #
	Correlation
	Sig. (()
	Status

	1
	0.844
	0.000
	Valid

	2
	0.858
	0.000
	Valid

	3
	0.766
	0.000
	Valid


Source: primary data
As mediator variable, the validity test on reliability variable items of customer satisfaction showed that the lowest coefficient of product moment correlation was 0.766 and the highest value was 0.858. All had a significance level of 0.000, lower than 0.05, which means that all of these items were considered valid. So, there were no items found to be invalid and all items would be used in the next analysis.
2. Reliability Test

The reliability test was done using Cronbach’s Alpha Coefficient using SPSS. The steps to do the reliability test were as follows:

a. Determining the hypothesis

Ho : The item score has positive correlation to the composite factor 

Ha : The item score has no positive correlation to the composite factor

b. Calculating the Cronbach’s alpha

c. Making the decision

The bases of decision making are:

If the coefficient of alpha Cronbach is higher than 0.5, the factor is reliable

If the coefficient of alpha Cronbach is lower than 0.5, the factor is not reliable.
The reliability test was conducted using Cronbach’s Alpha Coefficient with SPSS.  The summary and description of every variable in the research according to the reliability test is as follows:
Table 3.13
Reliability Test Result

	Variable/Factor
	Alpha Cronbach
	Status

	Accuracy
	0.775
	Reliable

	Content
	0.633
	Reliable

	Format
	0.731
	Reliable

	Timeliness
	0.746
	Reliable

	Navigation
	0.719
	Reliable

	Ease of Use
	0.808
	Reliable

	Response Time
	0.730
	Reliable

	Security
	0.835
	Reliable

	Responsiveness
	0.781
	Reliable

	Assurance
	0.758
	Reliable

	Empathy
	0.804
	Reliable

	Customer Satisfaction
	0.737
	Reliable



Source : Primary Data

a. Accuracy

The results of the reliability test regarding this variable can be found in the appendix. Based on the reliability test, the coefficient of Alpha Cronbach was 0.775. If the coefficient of alpha Cronbach is lower than 0.5 it can be concluded that the factor (including the items) is not reliable. Using this criteria, it could be concluded that this variable was reliable because the coefficient of Alpha Cronbach was higher than 0.5 (0.775> 0.5).

b. Content

Based on the reliability test, the coefficient of Alpha Cronbach was 0.633. Thus, it could be concluded that this variable was reliable because the coefficient of Alpha Cronbach was higher than 0.5 (0.633> 0.5). The results of the reliability test regarding this variable can be found in the appendix.

c. Format

Format variable was also reliable because the coefficient of Alpha Cronbach was 0.731, higher than 0.5 (0.731> 0.5). The results of the reliability test regarding this variable can be found in the appendix.

d. Timeliness 

With the coefficient of Alpha Cronbach was 0.746, this variable was also reliable because the coefficient of Alpha Cronbach was higher than 0.5 (0.746 > 0.5). The results of the reliability test regarding this variable can be found in the appendix.

e. Navigation

By having a coefficient of Alpha Cronbach by 0.719, this variable was also reliable because the coefficient of Alpha Cronbach was higher than 0.5 (0.719 > 0.5). The results of the reliability test regarding this variable can be found in the appendix.

f. Ease of Use

Ease of use variable was also reliable because the coefficient of Alpha Cronbach was 0.808, higher than 0.5 (0.808 > 0.5). The results of the reliability test regarding this variable can be found in the appendix.

g. Response Time

Response time variable had the coefficient of Alpha Cronbach 0.730, means that this variable was also reliable because the coefficient of Alpha Cronbach was higher than 0.5 (0.730 > 0.5). The results of the reliability test regarding this variable can be found in the appendix.

h. Security

Security variable had reliable conclusion since it had the coefficient of Alpha Cronbach 0.835 which was higher than 0.5 (0.835 > 0.5). The results of the reliability test regarding this variable can be found in the appendix.

i. Responsiveness 

The coefficient of Alpha Cronbach from responsiveness variable was 0.781. Thus, as conclusion, this variable was also reliable because the coefficient of Alpha Cronbach was higher than 0.5 (0.781 > 0.5). The results of the reliability test regarding this variable can be found in the appendix.

j. Assurance

The results of the reliability test regarding assurance variable also found that this variable was reliable. Based on the reliability test, the coefficient of Alpha Cronbach was 0.758, higher than 0.5 (0.758 > 0.5). The results of the reliability test regarding this variable can be found in the appendix.

k. Empathy

With the coefficient of Alpha Cronbach of 0.804, this variable was also reliable since the coefficient of Alpha Cronbach was higher than 0.5 (0.804 > 0.5). The results of the reliability test regarding this variable can be found in the appendix.

l. Customer Satisfaction

The mediator variable was also reliable because it had the coefficient of Alpha Cronbach by 0.757 which was higher than 0.5 (0.757 > 0.5). The results of the reliability test regarding this variable can be found in the appendix.

3.7 Research Variable

3.7.1 Dependent Variable

The dependent variable is the factor which is observed and measured to determine the effect of the independent variables. It is the variable that will change as a result of variations in the independent variable. It is considered dependent because its value depends upon the value of the independent variable (Gay and Diehl 1999). In the research, the dependent variable is customer satisfaction.
Previous studies have found that service provider perceptions of customer satisfaction was a function of perceived service quality of technological services (Martensen et al., 2000 in Jun et al., 2004). The theory of reasoned action proposes that behavior can be predicted from intentions that correspond directly (in terms of action, target and context) to that behavior (Ajzen and Fishbein, 1980 in Lee & Lin, 2005, p. 166). 

This study thus postulates that consumer purchase intentions provide an acceptable proxy for actual online purchase behavior. In addition, previous studies have suggested that customer perceptions of service quality and satisfaction positively influence purchasing intentions. Llusar et al., (2001) considered customer satisfaction as mediator of the relationship between firm perceived quality and customer purchase intentions.

3.7.2 Independent Variable

The independent variable in the research is consists of:

1. Accuracy (AC)

Accuracy is the accuracy of information on the website. The reliability of the information affects consumer evaluation of the website and purchasing decision. The reliability of the information affects consumer evaluation of the website and purchasing decision.

2. Content (CO)

Content is the relevance and completeness of information on the website. Providing relevant information can help dispelling concerns or fears about Internet shopping. Also, complete information will allow consumers to make competent and informed decisions about a product, service, or purchase. 

3. Format (FO)

Format is the way the information presented on the website. The media richness of the Web facilitates the provision of graphics, text, sound, and video, making information attractive as well as useful.

4. Timeliness (TL)

Timeliness is the timelines of the information on the website. If the website is not frequently updated, the information becomes outdated and therefore cannot deliver the expected performance.

5. Navigation (NV)

Navigation is the sequencing of pages, well organized layout, and consistency of navigation protocols. Keeping the navigation simple make it easier for consumers to find the product information and place an order.

6. Ease of Use (EoU)

Ease of use is the extents to which the website is easy to be used and helps consumers to accomplish their tasks. A website that is easy to be used will enhance consumer shopping experience.
7. Response Time (RT)

It refers to the speed of access and download information and the availability of the website at all times. The website needs to have consistently download speed. Consumers will abandon the transaction simply because of slow download.

8. Security (SC)

Security is the website ability in protecting consumer personal information collected from its electronic transactions from unauthorized use or disclosure. Privacy and security of online transaction are important to build trust and long-term relationship.
9. Responsiveness (RS)

Responsiveness is the willingness to prompt service, helpful guidance when problems occur, and accurate information about the products or service.

10. Assurance (AS)

Assurance is knowledge and courtesy of service providers and their ability to provide trust and confidence. Assurance that the online store is knowledgeable and courteous can be shown through the system’s ability to guide the customer through the process, and to supply additional beneficial services. In addition, courteous help-screens, and appropriate error messages and guidance boxes, among other means, can help customers in a manner comparable to guidance signs and instructions in a regular store.
11. Empathy (EP)

Empathy is the cares and individualized attention. It creates a personalized service through customized contents, personal greetings, and individualized e-mail.

3.8 Technique of Data Analysis

Based on the goal of the research, the researcher uses regression analysis. Gujarati (1998:123) explained that regression analysis is concerned with the study of the relative relationship between one variable called the explained or dependent variable and one or more other variables called independent or explanatory variables. Further, he explained that the objective of regression analysis may be either :

a. To estimate the mean or average value of the dependent variable, given the values of the independent variables

b. To test hypothesis about the nature of dependence—hypothesis suggested by the underlying economic theory. 

c. To predict or forecast the mean value of the dependent variable, given the value of independent variables.

d. One or more of the preceding objectives combined.

This research used regression analysis to test the hypothesis in this research.

3.9  Hypothesis Formulation

Based on the problem statement and the review of the related literature, the alternative hypotheses (Ha) and the null hypotheses (Ho) proposed in the research are: 

Ho 1 : β1 ≤ 0
=
Accuracy in an online store does not positively influence customer satisfaction.

Ha 1 : β1 > 0
=
Accuracy in an online store positively influences customer satisfaction.

Ho 2 : β2 ≤ 0
= 
Content in an online store does not positively influence customer satisfaction.

Ha 2 : β2 > 0
=
Content in an online store positively influences customer satisfaction.

Ho 3 : β3 ≤ 0 
=
Format in an online store does not positively influence customer satisfaction.

Ha 3 : β3 > 0 
=
Format in an online store positively influences customer satisfaction.

Ho 4 : β4 ≤ 0 
=
Timeliness in an online store does not positively influence customer satisfaction.

Ha 4 : β4 > 0 
=
Timeliness in an online store positively influences customer satisfaction

Ho5 : β5 ≤ 0 
=
Navigation in an online store does not positively influence customer satisfaction.

Ha5 : β5 > 0 
=
Navigation in an online store positively influences customer satisfaction.

Ho 6 :  β6 ≤ 0 
=
Ease of use in an online store does not positively influence customer satisfaction.

Ha 6 : β6 > 0 
=
Ease of use in an online store positively influences customer satisfaction.

Ho 7 :  β7 ≤ 0 
= 
Response time in an online store does not positively influence customer satisfaction.

Ha 7 :  β7 > 0 
=
Response time in an online store positively influences customer satisfaction.

Ho 8 :  β8 ≤ 0 
= 
Security in an online store does not positively influence customer satisfaction.

Ha 8 :  β8 > 0 
=
Security in an online store positively influences customer satisfaction.

Ho 9 :  β9 ≤ 0 
= 
Responsiveness in an online store does not positively influence customer satisfaction.

Ha 9 :  β9 > 0 
=
Responsiveness in an online store positively influences customer satisfaction.

Ho 10 :  β10 ≤ 0 
= 
Assurance in an online store does not positively influence customer satisfaction.

Ha 10 :  β10 > 0 
=
Assurance satisfaction in an online store positively influences customer satisfaction.

Ho 11 :  β11 ≤ 0 
= 
Empathy in an online store does not positively influence customer satisfaction.

Ha 11 :  β11 > 0 
=
Empathy in an online store positively influences customer satisfaction.


