The Template for The Methodology
Chapter

This document provides a generic template for a typical methodology section within the
final project
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3. Ghapter 3: Research Methodology
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English:
This chapter explains 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.
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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
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Non Probability Sample Methods
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Convenience Sampling Snowball Sampling Quota Sampling Purposive or

Judgmental Sampling
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English:
A questionnaire was used as the primary data collection instrument. It included questions

related to marketing message credibility and purchase intention.

mer ntimen W Marketin,

Dear Respondent,

We are conducting a research on "G
minutes from your busy schedule and fill this smallquestionnaire.

g’. We request you to kindly take out a few

1. Gender: a. Male b. Femnale . Transgender
2. Age Group: a 15w 24 yrs b.25 1034 yrs c 351048 yrs d. 45 to 54 yrs e.55tw064 yrs
3. Monthly Expenditure: a. Up to Rs 5000 b. As S000 1o 10000 . Rs 10000 to 15000
d. Rs 15000 to Rs 20000 e. More than Rs 20000
4  Doyoulike shopping? a Yes b, No c Neutral

Rate the following statements on the basis of the options given:

N 1 r
Stroegy Partiaty oty Stromgly

Disagres Ouagree :'_:'.':' Agree Agree

1 Higherthe price of a product, better the guality

2. | buy impulsively if | find good discounts at a
store.

3. | switch brands if | find a better offer elsewhere

4. | preles brand image over price.

5. Visibilityof abrand influences my Sedsion to buy
its products.,

6. Celebrity endorsement encourages product
purchase.

7. Good products don’'t need advertising

& | perceive information in advertisements as true
and informative.

9. Advertisements influence my buyingof a
product

10. | often consider advertisements to make
purchase dedsions.

11 | generally feed misiead by advertisements,

12. Advertised products are more dependable than
non advertised ones.

13, Word of mouth influences my decision while
buyinga product

14, | repurchase a product even aftera change inits
mackeling strategy.

Thank you for your time. 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.
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English:
Data were analyzed using SPSS through:

Frequencies and percentages. o

Means and standard deviations.

Cronbach's Alpha reliability test. o

Correlation analysis.

Linear regression analysis.
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SPSS in Action:

Hypothesis Correlation ( ! Cox Regression | Cox Regression 3 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 technigues.
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