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3. Chapter 3: Research Methodology
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English:

This chapter explaim the research methodology used
to examine the impact of marketing message
credibility on consumer behavior and purchasing
intentions. It includes research variables, design,
population and sampling, data collection methods, and
statistical analysis procedures
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English:

Independent Variable: Marketing Message Credibility

The extent to which consumers perceive the marketing
message as truthful, accurate and

trustworthy

Dependent Variable Purchase Intention

The consumer's willingness and likelihood to purchase a
product or service after exposure to

the marketing message
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English:

The study adopts a descriptive-analytical research design to
describe the phenomenon and analyze the relationship
between marketing message credibility and consumers'
purchase intentions

Identifying the Research Problem

Research Design Process '/ \
i :
e =
ing

Reveiwing the Literature

|

Formulating a Research Question or Hypothesis

I

Research Design

|

Data Collection

|

Data Analysis & Hypothesis Testing

S/

Interpretation, Generalisation & Reporting

ACADEMIC CONCEPTUAL FRAMEWORK DIAGRAM

INDEPENDENT
VARIABLES

CONTRIBUTING
FACTORS

MODERATING =
VARIABLES METHO

DEPENDENT
VARIABLES

OUTCOME

RESEARCH MEASURES

QUESTION??

IMPACT
ASSESSMENT
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English

Population: Consumers exposed to marketing messages through social media and digital
platforms

Sampling Method: Simple Random Sampling.

Sample Size: Approximately 200-300 respondents.

Probability Sample Methods

RN BN ] L BN |

e I B R B B S R S e e
- s & @ & yuy S P
TN, N - - 2 . .
e g e o - ¥ - e 23 S RN BN | “‘.“,‘."“
Simple Random Sampling Stratified Random Sampling Cluster Sampling Systematic Sampling

Non Probability Sample Methods

2 4 . 4 .
Y R I I . a4 .y ) .
I 3 @& Jj T = 4, N\ j*j-""'
4 R A e AN P sty e ol 1752 4
e = P N P e ;j‘\j/'/_J
Convenience Sampling Snowball Sampling Quota Sampling Purposive or

Judgmental Sampling

Al g Al pal) pdina (Y2 ¥) S

Fiban g 50 Ay gual) i & 920 2y (il CypSlgrional) cro Al 3181 ) RS

S LaiaY) Jual gil)




)Data Calinction Method( 3.5 <) aaa 48 5k

Al alddlul a3 (Durtamaire) z\sém Gulawal dua (Gl 2aald Ay B1AS

£ puad) A g A8 guditl) A ) 480 suaay Ablaiial) ALicY) (1a

Englind

A questionnaire was uard as the primary data collection instrument.

It included questions related to marketing message credibility and

purchase intention

mer ntimen wards Marketing

Owar Respondant,

We are coONBucting & research on "Consume r Sentirme nts towards Marketing”. We reqQuest you to kindly take out & fow

minutes from your Dusy schedule and fill this smaliguestionnaire

1. Gender: o AMale b. Female c. Transgender
2. Age Group: & 15 1o 23 yrs b.25 10 34 yrs c. 35 to 48 yrs d. 45 to 53 yrs .55 0 63 yrs
3. AMonthily Expenditure a. Up to Rs SO0O0 B Fs SO00 1o 10000 c. Rs 10000 to 15000

o Rs 1S000 1o Rs 20000 . More than Rs 20000
4 Do youlike shopping? - Yes . No c Newutral

Rate the following staterments on the Lasis of the options given:

Scrocey Pactimvy T Ty SOty
Crcagres e v Ageee
b 1 Highers the price Of & product, Detter the guality
2 1 Duy Impulsively if | find good Giscounts at &
store
3 I switch rands if I find & hetter offer elsewhere
= lprefer brand IMmage Over price.

= VisiDilityof abrand influences rmy Cedsion to Dury
its products

L= Ceolebrity endorserment e Ncourages product
purchase .

GOOd products don Tt e ed Mivertising

7.
= | perceive information in advertisements as true
and informative.

S Advertisements inf luencoe vy buying of a
product

10. 1 often consider adverlisements (o make
purchase dedsions.

11 | generally feed masiead by adhvertisements,

312, Advertised progucts ane more dependable than
o adve rtised ones.

313 Word of mouth influsnces My e ciSion while
Duying » product

14, | repurchase 3 product even aftera change inits
mackeling strategy

Thank you for your tirme. Your response would be of great importance for us and will be kept confidential
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English:

Primary Data: Collected directly from
respondents through questionnaires

Secondary Data: Obtained from books, journals,
previous studies, and academic publications,




3.7 (Aaaly) Judadl) Cig) ) (Statistical Analysis Procedures)

7ali_ 2845 a3 SPSS A (pa ciliLyl Judasy

z\iﬂ.d\ ) g ) ) s,

Ay jlaal) ) Ay g dubuad) Silda glall,

Wlj L g S clill Jalaa JWIA) (Cronbach's Abha

English:

)Correlation Analysis( dabsi ¥ Jalas

)Linear Regression( s Jlaady) Judas

Data were analyzed using SPSS through

Frequencies and percentages

Means and standard deviations

Cronbach's Alpha reliability test

Correlation analysis

Linear regression analysis.

A Cwpmer mophus | Vwoder  Unities

Rl | R | || s o | 1B | R A ull | T

SPSS in Action:

H;e - (Ga =?‘.‘| | ;f"

-

Hypothesis Correlation Multiple Cox Regression Cox Regression ! Survival
Testing Analysis Regression Analysis
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English:

This chapter presented the research
methodology used to investigate the
impact of marketing message credibility
on consumers' purchase intentions,
including research design, population,
sampling methods, data collection
procedures, and statistical analysis
techniques.




4. Chapter 4 : Statistical Analysis and
Discussion of Findings.
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4.1 4adis (Introduction)
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English

This chapter presents and analyzes the
collected data using SPSS to answer the
research questions and test the hypotheses
regarding the impact of marketing message
credibility on consumers' purchase
intentions.
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4.3 <lilly Gaall L33 (Validity and Reliability)

Likert-Scale Questionnaire Statistical Output (Reliability Analysis) - 3
Survey Items ! Cronbach’s Alpha | =
Mo ‘ Eeatamant Resporze scale Construct Cronbach’s Alpha (a) | Interpretation
| 3 Strongly Disagree — Strongly Agree Usability o =0.87 v Reliable
Q1 | find this system easy to use. r
» 2 '3 4@ Helpfulness o =0.92 /| Highly Reliable
Q2 The system is helpful for my studies. 263 4 & * Satisfaction a =0.89 /| Reliable
Q3 The information provided is reliable. 1 2 3 4 5 Overall Scale o =0.91 EEEEEE v Excellent Reliability
Q4 | am satisfied with the system performance. D 2 & @ @& Reliability Thresholds: o = 0.70 = Acceptable o = 0.80 = Good
Qs | would recommend this system to others. B 2 @ 4 & H R 10 = Excellent
i
3 i Item-Total Correlations
Scale Legend i
Strongly Serey : Item | Mean Std.Dev. | Corrected item-Total Correlation Status
€D pisagree Disagree (g Neutral @3 Asree B pgree i Q1 432 o0.68 0.76 (¥ Good
H
+ Q2 | 4.45 0.55 0.82 V) Good
: N=200 Respondents e Q3 4.18 0.72 0.71 " Acceptable
Q4 4.50 0.60 0.85 (& Good
2 Vi Q5 4.25 0.65 0.79 (V) Good
/ : -
e Threshold: = 0.30 — Acceptable

[+ Cronbach’s Alpha = 0.91 — High Reliability
v All items = 0.70 — Questionnaire Is Reliable p

W) #Lig S Jalaa aladind o (Cronbach's Alpha)
ALy il L,

| ouadiall | Cronbach's Alpha
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clua dll WA (Hypothesis Testing) 4.5

Correlation Between Sales and Price

120 =} Correlation: 0.94
— == Trendline

100 A

80 -

60 -

Price ($)

40

20

T T T T T T T
(o] 20 40 60 80 100 120
Sales (#)

Ao l) A i)

H1: s &8 4 e Al guatl) Al ) Adlauaal duilaa) A3 93 i) aa g,

| daddl) | JEAY) |

I I I
| Bl ¥ Jalaa (R) [ 0.72 |
| waail) Jalaa (R2) [ 0.52 |
| ANl (s s (Sig.) [ 0.000 |
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5.1 Introduction

This chapter presents the main conclusions of the study
based on the theoretical framework and proposed research
model. It also discusses the major limitations of the study
and provides recommendations for organizations and
brands seeking to improve the credibility of their marketing
messages.

The study focuses on the relationship between Marketing
Message Credibility, Consumer Trust, and Purchase
Intention, with particular attention to four dimensions of
marketing message credibility: message clarity,
transparency. information accuracy, and source credibility.
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Marketing message credibility is an important factor
influencing consumers' perceptions of a brand. When
consumers perceive a marketing message as honest,
realistic, and trustworthy, they are more likely to
develop positive attitudes toward the brand.

3
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3l iiall pailad agd Jo dllgioal) Ak guddl) Ala ) 7 gud g Lo
) ddaalad) Jilo I8 A el dadlad) Lgaalls ) adlial) g deadld)
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Clear marketing messages help consumers understand
product characteristics, benefits, and value. Simple,
direct, and well-organized communication can
therefore improve consumers' perceptions of message
credibility.

5.2.3 Ay guall) Jiua 1 (6 48
dagall cila glaall A8 ) prida o5 Ladind ALY o U dulad)) jualind) aaf A8lAY Jid
QS ld llgianall B Jo g B Al Gl gad) (ARS Y9 daadd) i peiially Alletal)

Aol Aadlal) o Aol ST B g (oS Ao S0l

Aaadl) o giiall ladl) o015 cllgtinal) cilad g ¢y 8 sadl) pa JIES ABLEY) o LS

Transparency is an important foundation for consumer trust.
Providing relevant information and avoiding the concealment of
important conditions can reduce the gap between consumer
expectations and actual product or service performance.
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Adlaaal dligtiaal) anli b Lega 1) g0 A8 gudl) cila glaal) 433 g3
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Accurate information contributes significantly to
marketing message credibility. Exaggerated or
inaccurate information may reduce consumer trust,
particularly when consumers discover a difference
between promotional claims and their actual
experience.
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Marketing message credibility is influenced not only
by the content of the message but also by its source.
Consumers are generally more likely to trust
information provided by sources perceived as
knowledgeable, reliable, and reputable.

5.2.6 cligiaal) 485 4
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Consumer trust represents an important mechanism connecting
marketing message credibility with purchase intention. When
consumers perceive marketing information as reliable and honest,
their confidence in the brand is likely to increase.




5.2.7 s &) 44

bl s pedl) Juaidd dAldiaal) ziliil) ad cpa o) pdd) A jias
Jdaa Lgadd g ‘ﬁM3MJ3M\3QUJM@A§3éJ\:\JMJS@
3&\&5&@3&@@\ Lgﬁ@#\p&épdﬂil&&g ‘&5353"
e pdd) 18,

i) i) Jiay A pauil) Jibea ) Al oS (1B celld o Ly
(A5 Addlaal) g o ) A Gpead )l Al S Al daga
e Slaxll,

Credible marketing communication can reduce
consumer uncertainty and support purchasing
decisions. Therefore, improving marketing message
credibility can contribute to stronger purchase
intentions.

4
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# Abstract

This study aims to examine the impact of **marketing message credibility**
on consumer behavior, particularly its role in enhancing consumer trust and
increasing purchase intention. The importance of this study arises from the
growing role of marketing messages in influencing consumers' decisions,
especially with the rapid development of digital marketing, social media, and
the increasing number of information sources available to consumers.

The study focuses on four main dimensions of marketing message credibility:
**message clarity, transparency, information accuracy, and source
credibility**. It also examines the role of **consumer trust** as a potential
mediating variable that may explain the relationship between marketing
message credibility and **purchase intention**.

The study adopts a descriptive-analytical approach to examine the
relationships among the research variables and to explain how credible
marketing messages influence consumers' attitudes and purchasing decisions.
A questionnaire is used as the main data collection instrument, with a Likert
scale employed to measure respondents' perceptions and attitudes.

The study expects that higher levels of marketing message credibility will
positively influence consumer trust in the brand, which in turn will contribute
to higher purchase intention. The study also emphasizes the importance of
providing clear, transparent, and accurate marketing information and
avoiding exaggerated or unsupported promotional claims, as these practices
can contribute to building long-term relationships between consumers and
brands.

**Keywords:** Marketing Message Credibility, Message Clarity,
Transparency, Information Accuracy., Source Credibility, Consumer Trust,
Purchase Intention.
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