The Template for The Methodology
Chapter

This document provides a generic template for a typical methodology section within the
final project

el g 5 el o oad pail Tungial) anl Lele Lad pai il o328 i 53




4. Chapter 4 : Statistical Analysis

and Discussion of Findings.
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This chapter presents the statistical analysis of the data collected from
the research sample using SPSS software. The chapter aims to answer

the research questions and test the proposed hypotheses. It includes the

sample profile, validity and reliability tests, descriptive statistics of the

study variables, hypothesis testing, discussion of findings, and

.conclusion
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The results indicate that females represented the majority of
respondents (a2.8%). while participants aged 20-29 years constituted
.the largest age group
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Cronbach's Alpha values exceeded the acceptable threshold of 0.70,

indicating that the questionnaire has high internal consistency and
.reliability
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The questionnaire's validity was confirmed through expert review and

Pearson correlation coefficients between each item and the total score.
All correlations were statistically significant
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The findings indicate that respondents perceive marketing messages as
highly credible, with an overall mean score of 4.20

(Purchase Intention) ) &l 45

| ol sy | Jaws siall |

Al 3l a1 sl o) il A (5 gl gl ) il @ el
English

.The results reveal a high level of purchase intention among respondents
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There is a statistically significant effect of marketing message credibility
.0n purchase intention
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Since the significance level (Sig = 0.000) is less than 0.04, the first
hypothesis is accepted. Therefore, there is a strong positive relationship
.between marketing message credibility and purchase intention
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The regression results indicate that marketing message credibility

.explains approximately 06% of the variance in purchase intention
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The study findings demonstrate that higher marketing message
credibility enhances consumer trust, which positively influences
purchase intention. These findings are consistent with previous studies
reporting that honest, transparent, and accurate marketing messages
.positively affect consumer behavior
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The study concluded that marketing message credibility has a

positive and significant impact on purchase intention. Therefaore,
organizations should design marketing messages that are clear,
transparent, and accurate to strengthen consumer trust and encourage
.purchasing decisions
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