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CHAPTER III 

RESEARCH METHODOLOGY 

 

In this study, the writer examined customers’ perspective towards the 

use of English and customers’ preference of language in a website. To 

examine those research questions, she employed quantitative method. 

According to Babbie (1979),  the result of quantitative method is a set of 

numerical data and manipulation of observation to describe and define the 

event those observations reflect.  

Based on the objectives of this study, the writer decided to use 

descriptive statistic, which was to find out the customers’ perspective towards 

the use of English in a website. After distributing the questionnaires, the 

writer examined the data using SPPS and then presented the findings. The 

primary instrument, which becomes the object of the writer’s analysis, was 

the writer’s website, www.setkah.wixsite.com/setkah. 

   3.1.   Method of Data Collection 

 

3.1.1. Participants 

The participants of this study were thirty potential customers 

that are categorized in target market of the business, which are 

youngsters age 19 – 30 from Indonesia and other countries who are 

able to communicate in English. The reason the writer used the 
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potential customers is that the writer needs to know the opinion from 

the youngsters as a target segment of the business.  

3.1.2. Instrument 

The writer conducted the study using instruments to collect the 

information in order to achieve the objectives of this study. According 

to Fraenkel, Wallen and Hyun (1993), the process of gathering data is 

called instrumentation, and the instrument itself is the tools that the 

researcher uses to gather the data. In this study, the writer used a 

questionnaire.  

3.1.2.1. Questionnaire on the Website 

According to Boynton and Greenhalgh (2004), 

questionnaires provide objective result about people’s 

knowledge, beliefs, action and behavior. Questionnaires 

gather data by asking people statements or asking people to 

agree or disagree with the statements based on  their own 

perspective (Babbie E. R., 1979). Cohen, Manion & Morrison 

(2007, p. 321) state there are two types of questionnaire: 

1. Close-ended questionnaire. It provides the range of reaction 

from which respondent can select. 

2. Open-ended questionnaire. It can be applied in situation 

where there are so many potentials groups that a closed 
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question would contain too many options. 

The writer used close-ended questionnaire. The close-ended 

statements were used to know the customers’ perspective towards the 

use of English in the website. The questionnaire consists 23 close-

ended statements. In each statement, the writer provided 5 options 

namely Likert Scale. Those are: 

a. Strongly Agree 

b. Agree 

c. Neutral 

d. Disagree 

e. Strongly Agree 

There are two parts in the questionnaire to answer the research 

questions. The first part is asking about  the use of English in the 

website and the question numbers are 8, 9, 10, 11, 12, 13, 14, 15, 16, 

17, 18, 19, 20, 21, 22, 23. The second part is asking about  the 

language preference in the website and the question number are 1, 2, 3, 

4, 5, 6, 7. The statements that are used in the website construction are 

based on the theories by Craig and Douglas (2005), Lowrey (2002), 

Percy (1982), Friedrich (2002). The elaboration of each statement is in 

the table as follows. 
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B. Miscommunication and Creating Other Frustration 

9  

 

From the 

paragraph above, 

I know that 

Setkah is a social 

entrepreneurship. 

Company should 

avoid 3 issues arise 

in communication 

process of 

marketing: 

1. Incurring delays 

2. 

Miscommunication 

3. Creating other 

frustration (Craig & 

Douglas, 2005). 

 Strongly 

Agree = 8 

respondents 

 Agree = 14 

respondents 

 Neutral = 6 

respondents 

 Disagree = 2 

respondents 

 Strongly 

Disagree = 0 

respondents 

10 I understand 

Missing the 

Dead means I 

Miss 

Someone Who 

Already 

 Strongly 

Agree = 8 

respondents 

 Agree = 13 

respondents 

 Neutral = 3 

respondents 
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Passed Away.  Disagree = 3 

respondents 

 Strongly 

Disagree = 3 

respondents 

C. Word Advantage 

23  

 

I feel closer being 

called “Friends” 

by Setkah. 

There is an 

advantage on which 

type of word is 

selected (Lowrey, 

2002). 

 Strongly 

Agree = 9 

respondents 

 Agree = 15 

respondents 

 Neutral = 6 

respondents 

 Disagree = 0 

respondents 

 Strongly 

Disagree = 0 

respondents 
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D. Similar-Sounding Names 

14 I have ever heard 

a word having 

similar sounds 

with the name of 

the brand 

“SETKAH” . 

The companies 

should measure 

whether their brand 

name might be 

confused with 

similar sounding 

names (Lowrey, 

2002). 

 Strongly 

Agree = 1 

respondents 

 Agree = 3 

respondents 

 Neutral = 3 

respondents 

 Disagree = 18 

respondents 

 Strongly 

Disagree = 5 

respondents 
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E. Concrete and Abstract Words 

11 I prefer Missing 

the Dead to I 

Miss Someone 

Who Already 

Passed Away. 

 

Concrete words are 

more effective, 

better remembered, 

and tend to be 

meaningful. 

Furthermore, the 

use of concrete 

words on the 

headline is more 

attractive (Percy, 

1982).  

 Strongly 

Agree = 6 

respondents 

 Agree = 11 

respondents 

 Neutral = 7 

respondents 

 Disagree = 5 

respondents 

 Strongly 

Disagree = 1 

respondents 

F. Imagery Value 

13  

 

The sentence 

“You know it’s 

more than just 

The imagery values 

have proven to 

enhance 

communication 

(Percy, 1982). 

 

 Strongly 

Agree = 12 

respondents 

 Agree = 14 

respondents 

 Neutral = 8 
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 Strongly 

Disagree = 1 

respondents 

H. Negation 

15  

 

I prefer the 

underlined 

sentence to be 

changed to 

“Please be 

confident to 

contact us”.  

Percy (1982) 

suggests to avoid 

negatives sentences 

to 

communicate with 

customers. 

However, 

sometimes negative 

sentence is proven 

to be useful. 

 Strongly 

Agree = 3 

respondents 

 Agree = 7 

respondents 

 Neutral = 5 

respondents 

 Disagree = 10 

respondents 

 Strongly 

Disagree = 5 

respondents 

I. Implied Quantifiers 

22 I like “Single 

action for tons of 

“An interesting 

communication 

 Strongly 

Agree = 3 
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inspiration” 

rather than 

“Action for 

inspiration”. 

 

problem is 

associated with the 

use of manifest vs. 

subjective verbs in 

simple unmodified 

sentences.” 

Furthermore, 

transitive verbs 

most likely transfer 

quantitative 

definition to the 

logical object by 

connecting the 

proportion of the 

object class to 

which part the verb 

is used (Percy, 

1982).  

respondents 

 Agree = 13 

respondents 

 Neutral = 3 

respondents 

 Disagree = 9 

respondents 

 Strongly 

Disagree = 2 

respondents 

J. Active and Passive Sentences 

21  Passive sentence is 

still not 

 Strongly 

Agree = 3 
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I prefer “YOU 

WONT BE 

SPAMMED BY 

US” to the 

underlined 

sentence.  

suggested to be used 

to 

communicate with 

customers (Percy, 

1982). 

respondents 

 Agree = 7 

respondents 

 Neutral = 3 

respondents 

 Disagree = 10 

respondents 

 Strongly 

Disagree = 7 

respondents 

K. Headline Length 

16 I think the slogan 

“Giving by 

Selling” is easy to 

remember.  

The effects of the 

length of a 

sentence and the 

complexity 

suggest that the 

shorter the 

sentence, the easier 

 Strongly 

Agree = 8 

respondents 

 Agree = 11 

respondents 

 Neutral = 6 

respondents 

 Disagree = 5 

respondents 
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it is to 

remember (Percy, 

1982). 

 Strongly 

Disagree = 0 

respondents 

17 I think the slogan 

“Read The Story 

Before You Buy” 

is easy to 

remember.  

 Strongly 

Agree = 7 

respondents 

 Agree = 8 

respondents 

 Neutral = 10 

respondents 

 Disagree = 4 

respondents 

 Strongly 

Disagree = 1 

respondents 

20  

 

I prefer “We Are 

Giving Most of 

the Money That 

 Strongly 

Agree = 1 

respondents 

 Agree = 9 

respondents 
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Table 2. Statements in the Questionnaire and the Theories 

of Customers’ Language Preference 

We Made from 

Selling” to the 

underlined 

sentence “Giving 

by Selling”.  

 Neutral = 6 

respondents 

 Disagree = 10 

respondents 

 Strongly 

Disagree = 4 

respondents 

Item Statement Theory Respondent’s 

Agreement 

1 I prefer buying 

products from 

websites using 

English to 

websites using 

Indonesian. 

Language that is 

used for 

advertising and 

marketing to 

bilingual customers 

should confirm 

which language is 

 Strongly 

Agree = 3 

respondents 

 Agree = 5 

respondents) 

 Neutral = 18 

respondents 
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more recently 25 

acquired (Lowrey, 

2002). 

 Disagree = 3 

respondents 

 Strongly 

Disagree = 1 

respondents 

2 English is a sign 

of modernity 

There are 5 

advantages of 

English: 

 Sign of 

modernity 

 Sufficient to 

be accessible. 

 Having 

linguistic 

resources (for 

instance, size 

of words), 

 Strongly 

Agree = 8 

respondents 

 Agree = 16 

respondents 

 Neutral = 3 

respondents 

 Disagree = 2 

respondents 

 Strongly 

Disagree = 1 

respondents 
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3 I think the 

website is more 

accessible using 

English rather 

than Indonesian. 

therefore 

more 

attractive. 

 Related to 

westernizatio

n. 

Providing plenty 

linguistic material to 

fulfil the need of 

creativity of 

advertising and 

business workers all 

over the world 

(Friedrich, 2002). 

 Strongly 

Agree = 8 

respondents 

 Agree = 11 

respondents 

 Neutral = 8 

respondents 

 Disagree = 2 

respondents 

 Strongly 

Disagree = 1 

respondents 

4 I think English is 

more attractive 

than Indonesian. 

 Strongly 

Agree = 8 

respondents 

 Agree = 10 

respondents 

 Neutral = 9 

respondents 

 Disagree = 2 
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respondents 

 Strongly 

Disagree = 1 

respondents 

5 I think using 

English in the 

website shows 

westernization. 

 Strongly 

Agree = 6 

respondents 

 Agree = 10 

respondents 

 Neutral = 5 

respondents 

 Disagree = 7 

respondents 

 Strongly 

Disagree = 2 

respondents 

6 I think English 

advertisement is 

more attractive 

than Indonesian 

 Strongly 

Agree = 3 

respondents 

 Agree = 9 
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advertisement. respondents) 

 Neutral = 13 

respondents 

 Disagree = 4 

respondents 

 Strongly 

Disagree = 1 

respondents 

7 I think using 

English in the 

website is more 

concise. 

 Strongly 

Agree = 5 

respondents 

 Agree = 14 

respondents 

 Neutral = 9 

respondents 

 Disagree = 1 

respondents 

 Strongly 

Disagree = 1 

respondents 
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3.1.3. Research Procedure 

To answer the problem formulation, the writer held a systematic 

procedure. The writer ran the research in the following steps: 

1.  Firstly, the writer created the product to be sold. The product is Batik as a 

social entrepreneurship. The writer involved kids from poor family or kids 

from the street to participate as a model of the product. The products 

include bag and pouch.  

2. Secondly, in order to sell internationally the writer made a website to sell 

the product. Therefore, the writer chose Wix.com as the website maker. 

The writer customized the website as good as she can by putting many 

good contents in the website, such as picture, video. The picture, video 

and other contents are produced by the writer and her friends. The website 

has a function as an online store too where the writer shows the products 

and the customers buy the products directly by using the website. 

3. Third, the writer designed the questionnaire, close-ended questions based 

on theories by Craig & Douglas (2005), Lowrey (2002), Percy (1982) and 

Friedrich (2002) about standards of language and English used for 

marketing. 

4. Then, the writer did a pilot study to validate the questionnaire. 

5. After that the writer selected the respondents randomly. The writer 

distributed the questionnaire to the respondents. The population of the 

study is 25 potential customers from Indonesia and 5 potential customers 
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from other country that visit the website. The writer distributed 30 

questionnaires directly to the Indonesian customers or by e-mail to the 

international customers. 

6. Next, the results of the questionnaire were put into the percentage based 

on the respondents’ answer by using Statistical Package for the Social 

Sciences (SPSS 13). The percentages achieved were turned into tables and 

graphics to give clear illustrations about the perception of the respondents. 

To analyze the data, the writer arranged, classified, and processed the data. 

7. The last step was interpreting the data. 

 

3.2.  Method of Data Analysis 

After collecting all data required, the researcher analyzed the data 

using descriptive statistics. Descriptive statistics usually used for summarizing 

frequency of data or count central tendency, such as mean, median and mode 

(Cal State LA, 2016). Based on the data obtained from the questionnaires, the 

writer analyzed the data by identifying, interpreting, and making the 

conclusion about the customers’ perspective towards the use of English in the 

website. To answer the first problem formulation, the researcher used 

descriptive analysis that is deep and specific. The analysis focused on the 

respondents’ perspective towards the use of English in the website. Analyzing 

the report of respondents’ perspective, the researcher was able to conclude 

whether Bahasa Indonesia or English is the most favorite according to the 
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customers. This analysis will lead the researcher to answer the second 

research question. 

  


