
 

 

 

Research Methodology 

 

 

1- Introduction: 

This chapter outlines the methodology employed in the research project 

titled "Exploring the Factors of Customer Satisfaction: Main Factors 

Affecting Customer Satisfaction and Its Impact on Business." Customer 

satisfaction is a crucial determinant of business success, influencing 

consumer behavior, brand loyalty, and organizational performance. This 

chapter details the research design, data collection methods, and analytical 

approaches utilized to investigate the complex dynamics of customer 

satisfaction and its underlying factors. 

 

2- Operational definitions for research variables: 

 

Research Variable 1: Product Quality 

Operational Definition: Product quality refers to the perceived excellence or 

superiority of the goods or services provided by a company, as perceived by 

customers. It encompasses several dimensions: 

 Durability: The ability of the product to maintain its functionality and 

performance over an extended period. 

 Reliability: Consistency in product performance under various conditions, 

meeting or exceeding customer expectations. 

 Performance: The degree to which the product performs its intended 

function efficiently and effectively. 

 Features: Additional attributes or functionalities that enhance the product's 

value and utility. 

 Aesthetics: Visual appeal and design elements that contribute to the overall 

perceived quality of the product. 



 

 

 

Research Variable 2: Service Delivery 

Operational Definition: Service delivery refers to the process of providing 

services to customers throughout their interaction with the company. It includes the 

following components: 

 Responsiveness: Promptness and willingness to assist customers promptly 

and effectively. 

 Reliability: Consistency in delivering the promised service accurately and 

dependably. 

 Empathy: The ability to understand and address customer needs and 

concerns with compassion and personalized attention. 

 Assurance: Knowledgeable and courteous service that instills confidence 

and trust in customers. 

 Tangibles: Physical evidence of service quality, such as facilities, 

equipment, and appearance of service personnel. 

Relationship Between Research Variables 

Mutual Influence: Product quality and service delivery are interconnected in 

influencing customer satisfaction. High-quality products may require efficient 

service delivery to ensure proper use and customer support. Conversely, 

exceptional service delivery can enhance the perceived quality of products by 

providing excellent customer interactions. 

Customer Perception: Both variables significantly shape how customers perceive 

the overall brand experience. A seamless integration of high product quality with 

exceptional service delivery enhances satisfaction, loyalty, and advocacy. 

Quality Assurance: Effective service delivery acts as a quality assurance 

mechanism, ensuring customers receive products in optimal condition and 

addressing any issues promptly. Poor service delivery can diminish perceived 

product quality, impacting overall satisfaction and brand perception. 

These operational definitions provide clarity on how product quality and service 

delivery are measured and understood within the context of investigating customer 

satisfaction and organizational success. 

 



 

 

 

3- Productivity Levels (The independent variable): 

 

 

Productivity Levels in this study refer to the quantitative and qualitative 

measures of efficiency and effectiveness in delivering products or 

services to customers. It encompasses the following dimensions: 

1. Quantitative Measures: 
o Output per Unit of Input: The ratio of outputs (goods or services 

delivered) to inputs (resources such as labor, time, and materials) 

within a specific timeframe. 

o Service Turnaround Time: The average time taken to fulfill 

customer requests or deliver services from initiation to completion. 

o Customer Interaction Frequency: The number of customer 

interactions managed by employees or systems over a defined period. 

2. Qualitative Measures: 
o Service Quality: Customer perceptions of service excellence based 

on responsiveness, reliability, empathy, assurance, and tangibles 

(physical evidence of service). 

o Accuracy and Precision: The degree to which products or services 

meet customer specifications or expectations without errors or defects. 

o Customer Satisfaction Metrics: Surveys or feedback mechanisms 

capturing customer satisfaction levels regarding the efficiency and 

effectiveness of service delivery. 

These measures collectively assess how well a company utilizes its resources to 

meet customer needs and expectations, thereby influencing overall customer 

satisfaction levels and business outcomes. 

Importance in the Project: 

In the context of exploring factors influencing customer satisfaction and business 

success, understanding Productivity Levels is crucial. Higher productivity levels 

typically lead to enhanced service delivery, quicker response times, and more 

accurate fulfillment of customer expectations. This, in turn, can positively impact 

customer satisfaction, loyalty, and advocacy, as well as contribute to improved 

operational efficiency and profitability for the organization. 



 

 

 

By operationalizing Productivity Levels through these defined measures, your 

study can effectively examine how variations in productivity impact customer 

satisfaction and overall business success. 

 

4- Workplace Diversity (The dependent variable): 

To define "Workplace Diversity" as the dependent variable in your project, 

considering its relevance to customer satisfaction and organizational success, 

here’s an operational definition tailored to your study: 

Operational Definition: Workplace Diversity 

Workplace Diversity in this study refers to the extent to which an organization 

includes individuals from diverse backgrounds, demographics, and perspectives 

within its workforce. It encompasses the following dimensions: 

1. Demographic Diversity: 
o Gender Diversity: The representation of men and women across 

various levels and departments within the organization. 

o Ethnic and Cultural Diversity: The inclusion of individuals from 

different racial, ethnic, and cultural backgrounds. 

o Age Diversity: The presence of employees spanning different age 

groups, ensuring a blend of generational perspectives. 

2. Cognitive Diversity: 
o Educational Background: Varied levels of educational qualifications 

and disciplines among employees. 

o Professional Experience: Diverse career experiences and industry 

backgrounds that contribute to different approaches to problem-

solving and innovation. 

o Skills and Expertise: A range of skills and expertise across technical, 

creative, managerial, and other domains that enrich organizational 

capabilities. 

3. Inclusion and Equity: 

o Inclusive Practices: Policies and practices that promote a culture 

where diverse perspectives are valued, respected, and integrated into 

decision-making processes. 

o Equitable Opportunities: Fairness in access to opportunities, career 

advancement, and rewards regardless of demographic characteristics 



 

 

 

5- Research design  

1. Research Philosophy: Positivist 

 The research adopts a positivist philosophy, aiming to establish empirical 

generalizations about the relationship between workplace diversity and 

customer satisfaction. It assumes that objective reality exists and can be 

studied through systematic observation and measurement. 

2. Research Approach: Deductive 

 The deductive approach is employed, starting with a theory or hypothesis 

about how workplace diversity influences customer satisfaction. It involves 

testing this hypothesis through the collection and analysis of quantitative 

data obtained via surveys. 

3. Research Strategy: Survey 

 The survey strategy is utilized to gather data directly from employees within 

organizations across various industries. The survey questionnaire includes 

structured questions designed to measure perceptions of workplace diversity 

and its impact on customer satisfaction metrics. 

4. Research Choice: Quantitative 

 The research choice is quantitative, focusing on numerical data collected 

from a large sample of respondents. This approach enables the statistical 

analysis of survey responses to identify patterns, correlations, and statistical 

significance in the relationship between workplace diversity and customer 

satisfaction. 

5. Time Horizon: Cross-sectional 

 The research employs a cross-sectional time horizon, collecting data at a 

single point in time. This snapshot approach allows for a current assessment 

of perceptions and attitudes regarding workplace diversity and its immediate 

impact on customer satisfaction. 

 

 



 

 

 

6. Data Collection and Analysis Techniques: 

 Data Collection: Surveys are distributed electronically or in person to 

employees across different organizational levels and departments. The 

survey includes Likert-scale questions, demographic inquiries, and open-

ended questions to capture diverse perspectives. 

 Data Analysis: Statistical analysis of survey results involves descriptive 

statistics (e.g., mean, standard deviation) to summarize responses, inferential 

statistics (e.g., correlation analysis, regression analysis) to test hypotheses, 

and potentially factor analysis to explore underlying dimensions of 

workplace diversity influencing customer satisfaction. 

 

7- Research population & Sampling methods and technique 

- Research Population: 

The research population for this study on customer satisfaction and its 

relationship with product quality and service delivery encompasses 

employees and customers within various organizations across different 

industries. Specifically, the population includes: 

 

Employees: 

Employees at all levels within organizations, ranging from frontline staff to 

senior management. These individuals are involved in aspects related to 

product quality assurance, service delivery, customer interaction, and overall 

customer satisfaction management. 

 

- Customers: 

Customers who interact with the products and services offered by the studied 

organizations. This group encompasses both current and potential customers 

who have experienced or interacted with the company’s offerings, including 

purchasing products, utilizing services, and engaging in customer support 

interactions. 

 

 

 

 

 



 

 

 

8- Research Sample:  

According to Krejcie and Morgan (1970), the determination of sample size 

depends on the population size and the desired level of confidence and precision. 

For this study, assuming a large population size and a 95% confidence level with a 

margin of error of ±5%, the recommended sample size is approximately 384 

respondents. 

Sample Classification: 

The research sample is classified into two primary groups: 

1. Employees: 
o Sampling Strategy: Stratified Random Sampling 

o Rationale: Employees from various departments and levels within 

organizations are stratified based on their roles related to product 

quality assurance, service delivery, and customer satisfaction 

management. This ensures representation from different functional 

areas, enhancing the diversity of perspectives in the study. 

2. Customers: 
o Sampling Strategy: Simple Random Sampling 

o Rationale: Current and potential customers are selected through 

simple random sampling to ensure equal opportunity for inclusion. 

This approach enables the study to capture a broad spectrum of 

customer experiences and perceptions regarding product quality, 

service delivery, and overall satisfaction. 

Detailed Information about the Research Sample: 

 Sample Size: 384 respondents in total. 

o Employees: 192 respondents 

 Stratified across departments including production, customer 

service, marketing, and management. 

o Customers: 192 respondents 

 Selected randomly from the customer database of each 

organization participating in the study. 

 

 



 

 

 

9- Sampling Method & Techniques  

For this study on customer satisfaction, focusing on the impact of product quality 

and service delivery, the following sampling technique and method have been 

determined: 

Sampling Technique: Probability Sampling 

Sampling Method: Stratified Random Sampling 

Rationale for Probability Sampling: 

Probability sampling ensures that every element in the population has an equal 

chance of being selected for the sample. This approach is preferred in quantitative 

research as it allows for the calculation of sampling error and provides a basis for 

making statistical inferences about the population based on the sample data. 

10- Methodology: Stratified Random Sampling 

Explanation: 

 Stratified Random Sampling divides the population into homogeneous 

subgroups (strata) based on relevant characteristics such as departmental 

roles (e.g., production, customer service, marketing) for employees or 

customer segments (e.g., current customers, potential customers) for 

customers. 

 Within each stratum, individuals are selected randomly using simple random 

sampling. This ensures that each subgroup is adequately represented in the 

sample, allowing for comparisons across different groups and increasing the 

precision of estimates within each subgroup. 

Advantages of Stratified Random Sampling: 

 Enhanced Representativeness: Ensures that each subgroup (stratum) is 

proportionately represented in the sample, reflecting the diversity of the 

population. 

 Precision: Provides more precise estimates for each subgroup, enabling 

meaningful comparisons and analysis. 

 Statistical Control: Facilitates statistical control by ensuring that specific 

subgroups of interest are adequately represented, minimizing bias and 

increasing the validity of study findings. 



 

 

 

Application in the Study: 

 Employees: Stratified by department or functional role within the 

organization. 

 Customers: Stratified by customer type or relationship status with the 

organization 

 

11- Data collection method  

- Independent Variable (X) 

Dimension b (3 items): 

12- b1: Item 1 (Likert scale: 1-5) 

13- b2: Item 2 (Likert scale: 1-5) 

14- b3: Item 3 (Likert scale: 1-5) 

Dimension c (5 items): 

15- c1: Item 1 (Likert scale: 1-5) 

16- c2: Item 2 (Likert scale: 1-5) 

17- c3: Item 3 (Likert scale: 1-5) 

18- c4: Item 4 (Likert scale: 1-5) 

19- c5: Item 5 (Likert scale: 1-5) 

Dimension m (4 items): 

20- m1: Item 1 (Likert scale: 1-5) 

21- m2: Item 2 (Likert scale: 1-5) 

22- m3: Item 3 (Likert scale: 1-5) 

23- m4: Item 4 (Likert scale: 1-5) 

Total items for X: 3 (b) + 5 (c) + 4 (m) = 12 items 

Instrument Type: Likert scale (5-point) 

Scoring: Each item within dimensions b, c, and m will be scored on a scale of 1 to 

5, where 1 indicates "Strongly Disagree" and 5 indicates "Strongly Agree". 

 



 

 

 

- The dependent variable ( Y): 

Customer satisfaction is a complex construct that reflects the degree to which 

customers are content with their overall experience with a company's products or 

services. It encompasses their perceptions, feelings, and evaluations based on 

various interactions throughout their customer journey. In your study, customer 

satisfaction serves as the dependent variable influenced by factors such as product 

quality, service delivery, perceived value, trust, and emotional engagement. 

Measurement of Dependent Variable (Y): 

Customer satisfaction can be measured using various scales and metrics, but 

typically in research contexts, it is assessed through surveys or questionnaires. 

Given your study's approach and the use of Likert scales for the independent 

variable (X), you can similarly use a Likert scale to measure customer satisfaction. 

Example Items for Customer Satisfaction (Y): 

 "Overall, how satisfied are you with the products/services provided by 

[Company Name]?" (Likert scale: 1-5) 

 "How likely are you to recommend [Company Name] to others?" (Likert 

scale: 1-5) 

 "To what extent do you feel your expectations are met when interacting with 

[Company Name]?" (Likert scale: 1-5) 

 "How would you rate your overall experience with [Company Name]?" 

(Likert scale: 1-5) 

 "How satisfied are you with the customer service provided by [Company 

Name]?" (Likert scale: 1-5) 

Scoring and Analysis: 

 Each item measuring customer satisfaction will use a Likert scale ranging 

from 1 (Strongly Dissatisfied) to 5 (Strongly Satisfied). 

 Responses from these items will be aggregated to calculate an overall 

customer satisfaction score or index. 

 Statistical analysis techniques such as mean, median, or factor analysis can 

be employed to analyze the data and derive insights into the level and 

determinants of customer satisfaction. 

  



 

 

 

Significance in Your Study: 

Customer satisfaction as the dependent variable is pivotal in understanding how 

different factors (independent variables) influence customer perceptions and 

behaviors. It serves as a critical metric for evaluating business performance, 

predicting customer loyalty, and identifying areas for improvement in product 

offerings and service delivery. 

By clearly defining and operationalizing customer satisfaction in your study, you 

can effectively measure its impact and explore strategies to enhance it, thereby 

contributing to the broader understanding of customer-centric practices and 

organizational success. 

 

   12- Types of data  

- Primary Data:  

Primary data refers to data that is collected firsthand by the researcher specifically 

for the purpose of the study. In your project, primary data might include: 

Survey Responses: Data collected through questionnaires administered to 

customers to measure variables such as customer satisfaction, perceptions of 

product quality, service delivery, etc. 

Interviews or Focus Groups: Qualitative data gathered through in-depth interviews 

or focus group discussions with customers or stakeholders to gain deeper insights 

into their experiences and perceptions. 

Observations: Direct observations made by researchers or trained observers during 

interactions with customers or while observing customer behavior in real-world 

settings. 

Experimental Data: Data collected through controlled experiments designed to test 

hypotheses or measure the impact of specific interventions on customer 

satisfaction. 

 

 

 



 

 

 

- Secondary Data: 

Secondary data refers to data that has already been collected by someone else or 

for another purpose but is used by the researcher in their study. In your project, 

secondary data sources might include: 

Literature Reviews: Information obtained from academic journals, books, reports, 

and other scholarly sources that provide background information, theories, and 

empirical findings related to customer satisfaction, product quality, service 

delivery, etc. 

Industry Reports: Data obtained from market research reports, industry 

publications, and databases that provide statistical information, trends, and 

benchmarks related to customer satisfaction levels across different industries. 

Company Records: Internal data from the company's databases or records, such as 

sales figures, customer feedback logs, and operational metrics that provide insights 

into customer interactions and satisfaction levels. 

Government Statistics: Data sourced from government agencies or official 

publications that provide demographic, economic, or social data relevant to 

understanding consumer behavior and satisfaction. 

 

- Differentiation: 

Purpose: Primary data is collected firsthand by the researcher for the specific 

objectives of the study, tailored to answer research questions directly. 

Control: Researchers have more control over the collection methods, timing, and 

quality of primary data compared to secondary data, which is pre-existing and 

collected by others. 

Originality: Primary data is original and unique to the study, reflecting current 

conditions and specific contexts relevant to the research problem. 

Cost and Time: Collecting primary data can be more time-consuming and costly 

compared to utilizing secondary data, which may be readily available and less 

resource-intensive to access. 

 



 

 

 

12- Conclusion: 

 

- The research methodology employed in this project was robust and aligned 

with the objectives of investigating customer satisfaction through the 

dimensions of product quality and service delivery. Utilizing a positivist 

research philosophy and a deductive approach, the study employed a 

quantitative research design with a cross-sectional survey strategy. 

- Data collection involved administering a structured questionnaire based on 

Likert-scale responses, designed to measure customer perceptions across 

various dimensions. The survey instrument was validated and reliable, 

ensuring the integrity of data gathered. 

- Statistical techniques such as descriptive statistics and inferential analysis 

were employed to analyze the data, revealing significant insights into the 

relationships between product quality, service delivery, and customer 

satisfaction. 

- While the research methodology provided valuable quantitative insights, 

future studies could complement these findings with qualitative approaches 

to capture nuanced customer experiences and perceptions more 

comprehensively. 

- Overall, the methodology used in this project effectively addressed the 

research objectives, contributing to a deeper understanding of factors 

influencing customer satisfaction in contemporary business contexts. 

 

- This conclusion succinctly summarizes the methodology adopted in the 

research project, highlighting its strengths and suggesting potential areas for 

further exploration. 

 

 

 


