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Thas paper aimed. woexplone and veosap the functions end roles: of
mediaring and nwederating variables Trom vadous research papers and
thear use in marketing managemen! research, The litemture review
mithod used refors o using the thematic content analysis approach amd
qualitmive analysis. The research findings were 3 single medistion
msdel  with - full  mediation classification,  patial  eediacion,
womplementary meliton, and |.'\-:'|111|1|,'1ili1.'..-. medution, Baoth .:ingln:
mederation models with claesification homobogizer modemtion, quasi
wrsderatzon, and pure moderation, Finally, a combupation of medistion
aigl  ioderarionn models wali w]:ulnl:t'n:l itidiamon-mokeralnm
clussificntion and complementary  mediation-modernbion, With the
increusingd v cormplen nodeling that s progrosed and tested, the clagioy
of the stanstecal 1ools wged i VETY PP 1 disclose, &8 ane
codnpoient of the assemsment of qualtative macketing rescarch.

Rey words: Mediotlon, Moderanon, Medlodor-mioderaiion modeling. Markeslng

rexeareh .

Iniroddiaction

Publication of scisntific papers an national aml anermasonal joamals, & owell o theses and
dissertations, we are often confused wath vanows demvative teamnalogies of what afe called
variables. Variahles in & simple way can bie said oz 8 concept thad his 8 wanety of valees
iR stane & Agustine, 200 8L Whist exactly is the nderstanding of the concept iself? then
the seforence woticn by Thalauw becones interesting that the concept has pwo levels, nanely
the abstract and the empincal kevel (Thakinee, 20000, And actoally, the concepd itself cannot
bez separated from the parsdiprm as stated by Kohn (197600
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Dierpwatives of vadables are very nomerous and often exchasged with coch other, s
confusing beginner researchers. An example in stmbegic management is research from
Richard: Draihani; & Kristaung 42008) which proves the existence of the: mole of corporate
social mesponsibifity & @ moderstor varable but s more sppropeisie with  medingion
terminoiory, nemely between stratepic orentation and  dynamic  capability  with the
performance banking industry in Indonesy,

Likewise with the rescorch from Tayler. Halsteod & Haynes (201000 which interscts beiween
independent vanabbes amd medintion in testing the mediation tunction which @5 more
conceprually and mathematically more precisely categoeized as o moderatng variahle. Not
only that, for mathematical modeling that is nob very different between varisbles clled
independent, cxogenoes, predictor, amtecedent. intervening. suppresser and controd, Similardy
for senindependent or dependent variables wath mathematcal nxeleling for endogenous
variahbes, criterion of nuteome variables (Sharma, Durand & Coe-Are, 1951 Baron &
Kenny . 19868; Hair, Anderson, Tatham & Bhock 2008 Salkind, 2012

The we of mathematical polation B often exchanged between exopenous variables and
EM:_H;EIIM varmbles s n the wril:'m.!_x o Chneler, Chen, W, & Ehang (2001 3) wher aire
pepulacly refared oo deteininang the cnterm For imedeating variabldes . In the weiting, the
visual mesdel oses the LISREL standand notaton which is mot quite nght, dearis; the gumnma
coeflicient i3 visualized o affect fellow endogenous varables: Simdlady, beta coefficien
ngateon s inaporopriate. 3o o eliminge this confusion o this paper vse the LISREL
notatson standard develaped by Joreskore and Sorborn (Foreskog, Clsson, & Wallentin, 2016,
ardd Hair etal, 2009, The min s as stofed by Bagoez: & Yo (2012) "A need exists o consider
the art and practice of specification, evalustion, and interpretation without sacrficing too
miany technbcal considermtions, "

In its development, the terminology of mediation. moderator. intervening and  gontriol
varigbbes thint appear visually or disgrammatically mises confusion and debate reparding the
actual robes and fupctions of the four variables mentioned. However, when looking ai the
derivatives of mathematics equations in meltivarete smalysis, they are actunlly bosed on
multiple comelntion analysis (MCA} snd multiple. represcion annlysis (MEAY and path
aFmlysis (Wrght, 1934; Gujara, 2004; Jreskog ef al., 2006} o explain or predics effects o
the influence of one dependent variable on the wther dependent variable, OF cowrse
mathematical modeling changes compared 1o the mathematical model developed ot first, ns
foor MBA using path amalysis with decomposicion rechniques asd MEA with. mathematcal
misleds of reduced Torm as stated by O jarnd (R4, From the strociurl eqestions o can
solve for the endogencus variahles ond the reduced form equations and the psocinted
reduced form cocfficients. A reduced-Form equntion ks one thet expresses sn endogenoas
vartable sodely in terms of the predeermined vaclalles snd the stochastie disurbances.”
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This paper isell pims o explore wnd semap the fumctions and mles of mediating amd
misderating variables from vacions experts snd their vse in various studies. which are more
specialized in the field of marketing monagement. Baron & Keony (19565 themselves have
asserted thig the mwst imporant moke of the two varsihles is 4o be the thind vamatle wsed an
testing the modeal, The first varigble is. of course, the independent. varable and the secomd
warihke i the dependent varighle,

Mediating, Mederating and Mediating-Moderating Modeling in Marketing Hescarch
Fuaction ard Role of Mediation Variables

The discussion of mediation variahles. including moderation. of course, is imseparable from
the famous nome Borom & Kepny (1936) which reviews concepiuol and strategic medintion
apd moderation variables, including statistical considerations. Both explain that a third
variahbe bias g mediting Function of the relatonsbp erween independent variahles and fon-
independent vamables. In essence. being tneated a5 a0 mediating variable can provide
predictions and explambions of how and why the (indifect} effect occurs. An example inthe
field of marketing that can be referred po s pésearch conducted by Chen, (2002} who wanits to
prove the mediating function of sk invodvement variebles, perceived  valee and
cormmitment betwieen custnst satisfaction and custoner loyalty, Wisach findings eamch the
thizary of selationship marketing. namely "the stedy sugoess that perceived value provies
e complete medivors of sarlstactson and lovaly, while commurmeant, wrust, and involvement
culn prove e be partial medisoes of satisfection and loyalty. These findings indicawe another
male of commatmnent, twust, involvensent. and perccived walue in the Tormation of customer
lowvalty (Chen, 2012,

Pertiaps an exsmplke or illusmation that i owore general and sasy o digest il we look st the
explanntion put forward by Quineler ctal (20030 wiieh deseribes the path dungiam Tor the
causal relstionship of the three vorisbles namely preventive progam (X}, social mom (Z),
and number of smokers (¥, In this exomple, all vanables that ane influenced by oaber
variabkes - social nomms and pember of smoking - e endogenous  vaEnables, whersas
vanobizs that only affect other voriables without being intluenced by othor vamables -
prevention progroms - are exopenous variables, Logically simple what Gunzler o ol (2013,
Mhial rey drailer hosw EI_HH_I A ciganelle jare veilsnn g am 1w carred il by the poveriment, for
cxample. it will be something movain if it is oo lnked (mediation) by plostiog or changing
values of the norm of socicty. The more pemmissive the communily 15 towsrds smakers, the
ke certain the program wall certamly be ineffective. Anather example refemed to by Zhan,
Lynch, & Chen (20000, "For example, o esearcher mmght posic thar condam svallabaliny (X0
has & positive risk of sex with multiple partners Y5 M), that marketing producs o5 remedics
creats "ged-out-of - juil-fres cords.”
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Mediaion Varlalle Criterfa

A vartabde that functions as a medistor when fulfiliing the follbwing conditioms:  (3)
exopenous vanahbe (5 sigmificontly influences the vanable () which i assumed o bave a
medioting function {path yu %k 481 Madistion vanable {nd has & significant effect on the
variable dependent (n:) denoted by line b, and (c) when the pads coefficients 3o and P are
contralled., the previous significant relatonship berwesn the mdependeat dand dependent
variahles is no longer sigaificant, with a stroag mediating fusction, This eccors whean the path
cocfTicient yz 05 2ere (Figure ). Concerning he last condition, we might imaging a
cuminoum. When Path v ois redoced we zem, Baron & Kenny {1986) st o beé soong

cvidence [or the dominam single meditor, 15 the line mesidee v is not e, this indicates i
medintion function.

Filgnre 1, Mediziion Varable Maodel with LISREL Nogaton

The mediating effect occurs when a third wariable intervenss in the relstionship between two
yamiabibes. Ome of the Basic requiremens of & fupcisoning variable as s mediating vanahle s
the existence of 0 significant correlation bebween the three vannbles, Bud o reseorcher cun test
medipting vorubles in severs wavs,

Becanse the relationship or function of medistion is noi easily determined, i addition to the
theoretical basis statistically several wiys that have been commonly used ather thun SEM. or
the GLM (General Linear Model) approach, includimg multiple regression anal vsis of course
{Hair et al. 2009, Using ilestration 1, the steps that can be taken:

a. Significant cormelinion nelatiopshig:
ap bthe melatrons hipdcomelaton of X (5, ) with Z {5 ) sagnificant?
i I the coore lalsma'cor ne | slion X (Sep with ¥ 2l a.igniﬁr.'un['.’
o Is thewelatonshipicomelation of 2 (o) with Y {nz) significan?
b. If the coerelation coefficieat ¢ between X and Y (1) is significant, it doos not
experience changes, wocluding the addition of Z ()] a5 a peadictor variablz o the
imardel, thien the mediating fusction varishle Z () s nol supporisd,

||
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. Il the path coefficient ¥ is omitied, while the resulis of predictor variables X 055 and Z
i io Y [mz) are =sgnibicant, the medisting function varible £ (0] is supported.,

d. If the encfficient © is omitted because it is nof sagnificant, but saeabls £ remsans as the
comstret of mediation, then full mediation is supporied,

Huir ot al, {ZHF) explains the fellowing sbout the medistion funcion of a vumable Z {qi)
hypothesized o have a medatiog function between vamables X (50 and Y. Similardy, the
vimiahle £ {15 hypothesiced tohave o medistmg unchon between X S0 and & 0ol 1F dhe
fit madel s accopted, them © os the medinting varinble is accepted. Indeed, we can test the
direct effect of X (£;) o0 ¥ (n:}. Each direct relansonship between X 05110 ¥ | is an indication
al he Tunciwn & {rppasa ||.'|E|.I|:|1|||5 viriahle not '-.uFFnrH:d. However, when the estimation of
the path coefficient X (£ 0 Y {rh is not signifcant, while the estimation of other path
cocfficionts i3 significant, the mediztson function variable Z (1) 15 suppored.

Mediation Variable Mauthematicol Maodel

Building the best theoretical model is a mathematical equation because diagrammatic visual
mirdels make iteasier for resders todipgest but at the operationsl level, it must be explained in
mizthentatical musleling whether o test of mediation funciias & stated as ull mediation or

prarisal meedsation.

The equation for lincar regression anplysis in LISREL notstion is as folloows:

yl= gt + Ko+ + g+, il

WHERE (L, § 1. ¥ 200§ g dFE pAEmesr eslimates, ¢ s the lerm ertor of residual with an average
of 0wl the varant o2, Erors are assumed nod fo be related o independent varables
;!'i ..:":_'..-n-.:“:lp

Bireat & Reenny ( [YEA] sugoest thal to 1081 whether of mol & variable had o mediation foncing
1|:.|_'||.|i'rﬂ spveral 1esirng Sl S-I.IHHJ'-H: wi Tefer o I"|E_;un“-_. 1, then foir :qu:l[inu.\ are necded To
be tested, namely the direct effect of path coefficient ¢, The path coefficients o, b and ¢ gre
tested and estinated by the following equations 2. 3, 4 and 3,

e =1+ Clpice + {2
o=+ Oluk + LE)]
He=ury + Ly # 0 am + 0 14)
Iai's O DI O i Tl (5%
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S the firdt slep is tootest first whether the medisting variable has & direct effect on the
dependent vaminhle (qa). The second step regresses the independent vamable (S0 on the
dependent variable inz whether i has o dirset effect, Only the ihind, simultancowsly (esiing
indepandant variables £} smd medingson (1)) bo nz. Until on this side, we do not understand
the thoughts set forth by Berry and Kenny (1986) regarding the indirect effects. of the
sl laminies, As oposolison o fed ool whethes the mediamg variable () Tas o significin
medintion function or not, both of them bormow the testing done by the famous Sobel with
Sobel £-Test by multiplying the indirgct effect of the path cocflicesnt o with b gs follows:

r=— ik

= o 13)
',,hﬁl.' £, ¥ g,

Thus, Berry and Kemay ( 19863 acwadly fgnone the contibution of testing the divect effects .
indirect effects and ol effects developed by Wiight (1934 whose testing of significance
can be done by t-iest (lest of foant significerce) oo only on thereoefficsent direct paths but
afsg indirect coeffickents can be dene. taking inbe occount the comelation bepween the
independent vanabke (£1) and the medating vamable (nly 10 calcukate the indirect path
cocfficient and whether the t-test 15 significant o not.

Thao ot all (2000) provide g critical note on Baron & Kenny (1986) '= thinking about the
function of medisting vanables that fal w0 understand when agsociated with building theory,
They give three eritical notes. First, the mediation function is strongest when there is on
indirect effect but thers i€ mo direct 2ffect inegquation 3. Second, there = nooneed for 5
sgnificant "meliation effea” i aquarion 2, 11ix ensigh o specify the mediaion lmction,
that the imdireet offcct o # b becomies significant, Third, the Sobel test has Jow power
compared (¢ the bootstrap test popularized by Preacher & Hoyes (2000},

Hur, Kim, & Woo (2004) whi condocied empmesd testisg of the mediatmg varistdes of
caorporate brand credibility (CBCY and comporste reputation (CH) between comporste social
responsibality (OB wnd corpornse brand equality (CBE provided interesting results nsing
Preacher procedures and Hayves. The resulis of a companson between twao indirect effects,
namely (CSH = CRC = CRE w CSE - CRC = CR) show that indireet effect 1, namely
C5R to CBE wia CBC 1: much greater than oxdirect effect 2, CSR o CR wvia CBC. Even
thougels the coefficeent for the contrast between sadimect effoct | and divect effedt 1 s mot
sagnilicine. Mennwhile the contrast coeflicient berween bdireer effecr 1 and direcr elfec |
also did et have a slgnafican differcnce from the value of O493% CL - 2080 32}, Thus . the
direct effiect of TSR on CR is greater than the ditect effect of CSR o CRE. For the recond. in
previcis. teis, Hore et al. (2014, successlully peoved that corporae beand credibility: and
]
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corporale brasd feputatim have o sigmificant mediating function between CSR and eorporate
bamnd repistation,

Fhao et al, (2010} also expanded the medition «lassification of Baron & Kenny (19861 over
theee typologees.coamely full medistion varighles, partial medsation, and o medintion into
five typodogies namely complementary mediation, competitive mediation, inditect-only
mediition: direc-only non-medition, and ne -effect non-fnediation. Shae e al. (HOTO)
recommend festing significont mediofing varabbes using the bootstrap test for indirest offects
i % Pz, Based on the classification of medintion types from the cocfficient paromelers i,
Fiz. and  yx. These coefficienns can be obtamed dmulianeswsly by Structunel Equation
Modeling (SEM) or by using regresswon equations 2oand 4. The firsesiep thar must be
congihened s whetser the direct effect b sigrifocinn This becomes the basis for Loowing
whether the teawed variable has a funcisoo of mediatzon oo vot {poa-mediaion ), ey

. EEyip x B i5 sipnificant but ¢ i5 nod significand, it means that the tested moded has
indireet medintiom,

2000 v & Pz s notsignilcant bur ¢ is significant, i means (hal the micde] nesmed
does pot have o mediating fomction, but @ dired effect on the dependent variabe
[Yh

30y & Pz and yx aee 0ol significant, & means that the teged model has o
redzation Tunctian atall, only the aormal mulnpe regresion egquanon models,

410y x oz oand gz are significint, then specify i % iz % g2 by moliplying the
three coelficiems, or multiplying the coeflcient ¥y with an average valoe of vy 1
P from the bootsoap oulput {eg using SP55 or LISRELYL IT v & fee & oy s
pusitive, the tested model prodeces complementary mediation varmables, bot af )
% e ops s ne gative the tested model prodaces competitive mediation.

Thus, froes the description descrited, we can draw o red thread that mesing mediaang
variahles o serocneral egestion mockels bas two sects oe schoal-of deaizhe, namely the first
detfer Bedavior. MRA {Muluple Regeesion Analysia) which was popul amsed by Baron amd
Kenny {1986 }, which was then reflined using & sampling techiique with the Monte Carlo
approach. Second, human befavior, based on path anolysis, wis later developed by Wrigh
(193 and Joreskog {Jivcskog et al. 30160, The oxdiaton clssification prodeced 15 full
mediation and partial medation with two vanants samely coonplementary mediation and
cornpelityve mediation.

Funetions and Boles of Moderating Varlables

Barom amd Kenny { 1986 explain that in general & moderating variabbe can be qualitative data

such as sex, rce or spcial class aend quanditative dats such gs the kevel of difference in eédward
13
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that derectly affects or las g stroag relatipnship bepween vanables independent of or with
wvanahles dependent, more specifically in the framework of comelntion annlysis, modgeration
is a vorinhle whose influence or relationship is a zero-order comelation between the other fwn
variabkes, But the opimion of Baren and Kenny (19861 has been broken by Sharma et ol
{19E1) which suppesied the exislence of three bypologies of modersting variables namely
homalagizer, qoasi and pure moderation which will be expliuned in o seporobe section, Back
T dhe wiew thar moderation 10 sariable wlose inflizence or Tﬁlﬂru,'ul-hip is i Fer=npder
correlotion hetween twe other variables, For exomple, in morketing, research conducted by
Homburg & Ciering (2001} that veriety secking, age, and income is un important medermtion
hetween cusiomer satisfactsom relationships with cusiomer loyalty, The madlerating fusciion
oof the three varisbles is done by multiple groop o lysis

In more popular vanance analysis (ANOV A, the moderating effect s represented as-the
inferaction Berween the independent vaciahle and the Independent varishle which = a facior
in determinimg the ocoumencs of moderation, For example, ressarch conducted by (Campbel
e Goodstein, 2004} which tests the perceived function of moderation sk, which has always
been an independent varable in marketing. The background of this rest i imseparable from
various  previods siklies on product csepory schemes that hesve congruent anoderation
fuisctions. Ohe of them s the perceived risk vamable as a situntiosa factor et noderstes
corsmer product chosess by mesderating the preferences foe the socm vanable. The point is
that A7 & consumes buys 4 prodect, 11 is cenain that ke will buy a peoduct that is consisient
with his perception (for exsmple. milk thar & o dented or defectived. IU the product
purchased is not (ieconeruent productah, Qeen if he will continue w by, whether the reason
there 15 no chosce or horry, then eonsimers need what 15 called preferences for the norm.
However, if the product is =utable, the mosdemting preferences for the norm funeton will not
appear. The point &5 the seller or manufacturer must take this aspect into account.

Modermte Variabie Unteria

Sharma et al (191 b argoee that e moderating variabde cun be Tormmulsted as o modification
of systematic ferm of the strength ol the relationship betoesn independent variables and nom-
independent warinbes . Even though the conception of modemting varinbles has been widely
.:1|.1.:u;:|:||¢|_1. liE the validsann of the mislel that has tlhl-."p{:l:u_lmr warmabdes clssified &
mderating varables still has net vet had a complae wnderstending, The cateponzation of
moderation varmbles in generd inovarioons stadies refers o the views of Barmon and Kenny
{ 19RA). First. the moderating vanahle is the ineracrion berweed e independent viriable amd
the other independent variobles lesied having o moderating Dumetion. Second, the independent
varinhles ure fully tested as modentien varinbles (Fall moderation), And the third mos
popular iz the modenting varisble thot does not intermnet with other independent vanobles, by

il
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testing 065 siguificance employing difforences  between groups {mwltigroup) on the
relationship betwoen independent varigbles and the dependent vanabile,

Shurma et al. (FE1) state that the mimal dessification of mederaton varisbles is only two,
namely moderstion which tesls the strength of the inflesnce of relstions between independem
wvarmhbzs em non-independent varishles, and second, only modification of the first tvpe,
Which was then clambead by Sharma e al, (1981 in the Tomm of & maeis thar Gacelianes the
understonsding of researchers whe ore interested 10 testing the rele of moderating varisbles, as
shown in Figare 2,

Figure 2, Typodogy of Moderntion Varishle Specifications

Perlgind is ed Belud el
Ve @l a1l
Freali bow ared e v
1 1
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e ]
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Bource; Sharma et al. (195])

Figure 2 is o two-dimens ional matris, The first dmmension 15 the classification of independent
varishies thal imerpet with these thot do nol interact., The secomd dimension is interaction or
not with independent varishles and non-independent variobles, which vltimately form four
gpuaxirants, where three qmu_lr;lnlx il inio the classification af the |n|1|||.'r.'|li:1;=_'r varishle, As
seen i guadram 1. bodh the independent and non-free variobles do not imtermat at all, s they
are gnlked warious names which hove been widely. known g5 intervening, exepenous,
arfecalent, supgwessar, or additional independent viriables thar depend on the clsiracteristics
of the variahle. Moderation m quadrnt 2 15 o mexlification of the sirength of the relationship
colled homologizer moderition, while modermtion in verobles 2 and 4 §5 o form of
influercing tee relationship between independent variables and nen-independent varfables,
wach of wivich 1s wallad fppicTel mriderstion an i wlieEriiso,
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Matliematical Model of Moderating Variables

T determine which model has 8 modersting function, Sharma et al (198 b sugpest doing
finar stages, The firsd i3 0 determine Che significan oermctions: between hypothesiced
variahles that heve a moderating funstion (w), by tresting them as imsdependent voriables
ipredictors with MBA procedures a5 in equations £, T snd 8 IF the intersction results are
signficant, progeed i rhe Second sep, I ao0 signilicann, go sieaighn e siep thres,

Te=ua+ Onk + 16
A = # [lajcy L)+ {r
= * Oas+ lnam # J:'I:-:_.'.:!l'||:l+ (W)

The second step, determines whethes the oy variabbe i refated wo the critesion vornable. IF s

related, then 1y is a quasi moderation variable {quadeant 3. in Figure 2), 1f pot related, then ny
i & pare minderating varishle . two forms of this. modersior by Shiorma et al, (19815 s called
the classic mederation validation model. The equations Tor peeudo moderation funciions are
as fodlows:

=~ Dnl+ (o Cnlenu+
Far pure moderation eguations are as follows:
=+ LG+ Hagimi+ U

The third step determanes whether the moderatmg variable {£) 15 related to other independent
warighks or non-independent varabées. W relsted, then the modemting varoble () oot a
miwlerating varahkle, bur it §s more gocuraiely  called exogenous. predicior, Drervening
antecadent, of suppressor viriable. I the: varlable that s assuoeed o have o moderating
function {n) iz oot relnted, both with the independent variable:and the non-independent
wvarighkz, then pooceed o the fourth stage.

The fourh step, fir samples in the sample seb-grosp s o basis for hypothesizing the
modersting variable, Group division can be done by median, quartile or other division
imerlionds. Aler the x:‘unpi:_: 1= dhvaded pstde o o e, o i wigqlil'n:_;‘uu.‘:t-. Tesl Based on il
predictive values between sub-groups, I there are significant di ferences between groaps, 1l
15 the typeof homolomzer vannbiz that is determined hosed om the sample error rats, I there
i% nev sigmificant difference, q means tar 1) can baconcludisd pal 1o ave a madersting
Nenction. For mathermarical equations homlogizer moderation is as follows:

M=o+ D G+l
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Ohine wenkpess us e amalysis of Sharma et al. (1981) 15 the dllestearion given B nol consistent
with the sisement that 1o determine whether 8 mademting variable is bpsed on differences in
proup sample cmors. Bot the explanation emphisizes the volee of the coefficient of
determination and the value of F. 5o thit should be given additional ilhustrations o betier
understangd the opemtionnl level, Resesrch conducted by Hombuorg & Cienng (20011 might
help our understanding of homaologizer mederation variablzs

owmidieitivnt of Medianion and Woderaiion da Teating Straciural Moeleds

We often find morketing rescorch thot tests empirical models that combine mediotion and
sueleration vanables smultaneowsdy. As an example of research conduected by Bodet ( 2008)
whi ned o prove empidcally the overall sansfaction varisble whether o bas a mediation
function or moderation between  masaciion-specific satisfaction and attinedinal loyalty
iRz 3 A result, for the fumction of mediation, overall saisfaction plays o signaficant role
in the serviee idustey o siides, To srengthen the previous theoey that overall satsfaction
has o mnediarion Tonction . While for the function af rederation ., overall ssisfacion does ool
prove o be o signafecant cole. Howeyer, some critical mues can be given o the tests carrisd
out by Bodet (208, first m temms of measurement theory that soppocts the three tested
varables which are mol represeniative. Second, o is unclesr whsch mathematical model =
s, bocunse it uses the MBA requiremens with normudity tests and ol assic sssumpions and
ampee strineent meaiurcmenl scale vequircments. Actually, the model developed is nwaee a
bolsavairal approach by wsang a more appropoote applcaton, SEM. S0 Bodet's amnion
(MR that the significance of the mediation role of overnll satisfaction is not significam
becase of the differcaces in the industries studied.

Figure 3. Purtial Mediation Model and Moderation Chverall Satisfaction
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Research from Zmali, MNaspeiti, Jarssen, & Haoman (2015) @5 & better reference becinee the

miathemstical model and scale of measurement varables wsed are ot debatabbe. They tested
x7
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the medistion and moderation model of food-choice based on consumer st oo the loga of
the product purchised, Consumers see the |loge ns g source of trest (willingness 1o pav],
While fora significant moderating role is the type of store compared to the becation of the
store in the relacsanship between price, koo, amd willingness o pay,

Research by Zanoli et ol (20057 strengthens the propogitien of & combinntion of medintion-
okl arion maslebs el can b dine sim ulraneausly ax p,n_lpuml,l 11-:,.' fl-l;:rr:..' el H;-E'III:IJ 1S8R,
Testing this model has the first stoge, the monipubation effect of the independent variable and
moderation on the fimal vanable {outcome), second is the effect of the medinting varinble on
the final varsable (oacome and the three medsting-moderating effects on the Final varizhle
fomeomie ), Thus there e three hypotheses tested, especially the first and. second by podheses
the results are significant so that the third hypothesiz with the role of medintion-moderation
can also ke wesed. Thos; the combination: model of medsation and moderation bas two
vamriations, ui'llt'lﬂ".' .'u."|:|:'|r‘:|1En|l meciation-moderanon (Sanol er sl 2005 and mmplmm-.ry
mediation-mndetion (Bodeyr, 2K,

Methodolagy for Classification Mediation and Moderation Models §n Marleting
Hesearch

I lime with the purpese of this swdy, the medwsd used 5= the litesonere review. The literature
review method wsed refers o Bharu, Agrawal, & Shaross (2015) and Mishra & Kumar
(H0LEY. Darn sourees gre hased on scientilic papers in tee fomi of joomeds pebdished fom
data sowrces such as Emerold, 8pringer. Proquest. Elsevier. Gale. and others: Joarnals takien
in the category of research papers or onginal papers from 20088 to 20 18 are Tull e ond speak
English, Informaticn tskemn is limited to marketing management stosdies and marketing
research, The keywords wsed o the search are marketing, marketing resesrch, medition,
itwrderaticn. wnd mediation-moderation modelbg.

Frowm the search oboained 235 journals, which were then scanned for titles. abstracts, and keys
wn sort eul relevant articles. The sl were obtined 157 articles which were considersl
relevant ko the purpose of this stedy for further study with the following details: Emerald, 50
{A1.85% ) Sprimnger, 32 {20038%); Progoest, 30 (19.00% ) Elssvier, 30 (190 %) Gale, #
% 105 and ofhers, 7033050 a5 ween i Table |

Table 1= Doty Source Seorch Reswlts {300 -20015)

No. | Sourve® | Searching Result| Review Reault |
| Tosal L Toaad Lo

I. Emerald | 6 .08 |50 JEIFLE

%: Springer | 43 TEEEE 03§ |

3. |Proguest |65 ErC T EY 19,11 |

]
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4. | Eevier |41 TE (3 |1o41

5 Ciqle 112 315 i S0

6. Chhers -1 472 K] d dh
Total 333 | 187 1

After the sorfing process b5 dome, it §s continued by using o thematic content onalysis
approach that refers to the resenrch procedure used by Gildberg & Hounsgoard {20103, Bharti
atal, (2005} ond Mishra & Kumar (2016), The thematic content analysis appeoach prodeces 3
chussifications - with & sub-classifications for mediating  varabks (Table 2), 3 sub-
clissifications for modemting variebles (Toble 3) and 3 sub-clpssifications for mediaton-
mideration madeling (Toble 43 in morketing ressanch.

Table 2: Medinion Classification m Marketing Research: 20059 - 2018

Mo | Avtlod Medeation
Mult | Ful | Portia | Compelitiy | Complements | Comple
S—— S = 1 -I -I E f - I
(D ia=Sramek , Dimope,
Mentzer, &  Mwers,
1 ek v
2 {Taylor, 20133 v
1'E‘s|nm"r:1. a &
3. | Ylachopoelou, 200 1) W
{Ramendr Singh,
Bakesh Kumar Smgh,
4. 20FLH ) v
{BoshuT, 145
{Kwoa, Pyun & Choi,
5. | 2014) v
6 [(fm&Sos 20t | | | ™
iKokniers, Ders, &
7 Pelsmsicker, 20000 L4
{Kndac-Maglajlic,
Arslnnnme-Kalapdine,
Micevski, Michaelidou,
8 e Memkova, 2007) ¥
o {Moore & Lee, 2012) v
(Picon,  Castea, &
RN Beaoslididn, 2014, v
11 [ {Clark, Toms, & Green_ |V
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Mo |Asther | Mediation
Mult | Ful | Portia | Competitiv. | Complemente | Comple
i | | [ T X
2014 (Loumnis.
2016
{Dumitvesca, Show, &
Shubte, 201K (Raman,
12 Kim, & Crack, 201K} v
13 [ (Moore & Lee, 2012 Y
14 | {Malimoud etal.. 20164 ¥
15 [ (McClure, 20181 v
{Darke. Ashworth, &
16 | Main, 2004 i
i Téiim.unis.
Acthamnsapow o, .3
17 | Tepukatos, Mi13) ¥

Tahlke 2 presents thal there ane guite 3 pumber of meliating variables used, bt the mos i
mediagtion. This medans that these sz types of vamables ae considered to provide benefins i
bullding theory and solving marketing problems over the past ten years. Bven if it only
appears aice, medistion testing using contral variahles w alsn carmwed o, especially sosdies
that ek at the relatbonshap with financial performance (Tan & Sousa. 215},

Table 3= Moderation Classification in Ha:ketislﬁ Researchy 2008 - 2018

Mo

Authow

Suderation

Hmﬁ:@jm’

(huash

Pure

iMiyazaki, Stanakasd & Lwin, 2009

L

3

| (Pavne & Wansmk, 2017}

v

Lad

| Badrinarayanon, Becermri, Kim, &
Madhavarnm. 2012,

[Fhow, Thagersen, Boan, & Husng, 013)

(Pons, Girous, Movrali, & #ins, 20055

i Swoboda, Puchert, & Mocachets, 2006); Kim

| en) e

(Waorm, Blaradway. Ulaga, & Remartz, 20177,

o | | |

Alrom & Napy, Mooanok et al: Abcdntor-

[ Adcintara-pilar, Bormiosgarcia, & Rodripaes-

lopez, 2018)

i Ahearne, Hanmann, Kroas, & Wieseke, 2013}

]

(Cioetz, M4}
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No | Authoe Moderation
Homobogizer | Quasi | Pure
11 (Che, Kewm, & Shah, 3015). |¥
12 (Mo, Yu, Ruyter, & Chen, 2017) Y
13| (Narteh, 2018), iCheng, Chan, & Leung, 2018). v
14 (Cwi & Wo, J016). | L

Table 3. For the classification of mwsderation variables in three 1ypes, namely bomobogizer,
spugest il pore, the domsinant (vpe i3 the homolegizer moderation, This is easy e ondersiand
becuse for the quasi (ype demands mere stringent measurement. requirements ; beciuse it is
an interaction between the independent varioble and the varisble that = thought to bave a
miklerating Tunctson, Add of cowrse ol separated from the skde of The moderatbon proposiuog
kvt s T

Table 4: Medistion-Moderston Classihcation in Madketing Research: 2008 - 2018

Mo

Author

Medigtion-Moderation

CiPich, Cerhard, Fernie, &  Anwdd,

2009 {Colwell, Heogath-seott, &
Jiang, 2009y (O°Sullvan, Abela, &
| Hinchinson, 20000 | MNijssen & Herk,
200

Sepammed | Complementer |

Compdes |

[Tangnri, Gurretson, Burten, & Kees,
SLEC

E"l.'_,b:u-'-Iir: & Rodland;

(Piercy, Cravens, & Lame, X123
(Taylor, 2002 (Kmoiwrod ., Grinstein, &
Wathsews, 2012 . B

i I:-‘.n:.altnmi'diff';-'icmﬁin. 013y, [W'a'iﬁ'qrin.
Moo, & Bukar-Rmney, 200 3)

'\r

(Chang, Wong, & Fang, 2l
(Halkins & Kokkinoki. 2014

Celuch et al: Mason & Moretis:
Civeveemont & Cirolimann: Holffoan &

Keither:  (Roschae-Fischer, Huber
imfe Stefan). & Hoyer, 2006): (X,
Bagorzi, & Grodhaug, 2003);  (Chen,
Yen, Pommpriphet. & Widjaja, 315
| (Hung & Lin. 2015 (Wymer & |

3l




'Drollinger, 2015), (Martia, Raj. &
Javalgi. 20151; (Poos et ul 2015):
| (Farooq & Vij, 2017); {Lee, O'Cass, &
S0k, JOETE (Yoo, 200 T (Y e, L, &
Wei, 2007k (Hilken, de Ruoyter,
| Chyvlinski, Muohr, & Keeling, 20174
i Femeir, Brandio, & Bz, X017
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H [ Akroat & Magy. A11H) ¥
iDos, Aporwnl,  Malhotra, &
! 8 Varshmeya, 2018 ¥ | |
9 (Casmaeda, 3011 v ¥ 1
11 {Mrudrews & Allen, 301 5) LY | % |
12| [Wenkatesh & Goyal, 20100 v |
13 (Cheng, 2011} v i
(CmE- Lees, Harris, & Maolana, 201 3;
| Voola, Cesimir, Carlson. & Agnihoin,
14 HIZ) Y
i(Fu & Elliot,. 2003 (Wang, Li. Ross,
15 | & Craigheod, 20F3), v
iMishea, Dash, & Cyr. 2003} (Taal,
16 ) v
(Veloatson, JR5) {Paic Lal, Chioe, &
17 | ¥ong, 2013) v
iSheikh, Shehzad, & Ehak, 2006);
I8 Kam2mey v
(Rahmam, ARaity, & Wal, X070
iDadzic, Ampensab, Dadeie, &
Winston, M1 T (Badger & Wood,
19201 v
DiAuljed,  Moble, &  Noble, Z0):
Mariadoss,  Echambadi, Armold, &
2y Bindroo, 26000 Y [ ¥
| Blocker, Flint, Myers. & Slater,
rLU . i 1) 1R L) v
iEmst, Hoyer, Kmffi. & Kricger,
M v | ¥
| |Giesppi, Romani, & Bagoeei, H013): | '
120 Wong & Dioka, A013) v W
CE] iMemery,  Angell,  Megicks., & |V S W
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Lindgreen, 215) ' T i
24 (e & Wo, X6 ¥ [ ¥
A5 [Krush, Sohs; & Saim, 2015) ¥ : W

| Swaoboda et al. X0168): (Cho et ab, '

2 MILAY [y

{Auh, Mengoe, Spyroposleu, & Wang,

206 {Bubera, Chandrasekanm, &
27, pordomal200) |V |¥
M Werm et gl 2017 | ¥ [

[Angule-ruiz, Domhu, Prior, & Risdp, i I
% | MIE). ¥ ¥
Ay (Cheng etal., 2018), ¥

The medision-moderation  classification  produces  dhree  types, namely - separaced,
complementer and comples. The type ol scparated mediacion -mode racon wests the Tunction of
mediating variables with somulianeous homodogizer moderstion. Simlar to complesnentary
mediation is festing the mediation model with guast modemtion simabaneomsly, Complex
medistion-mnderation in geestien i i addition e using sepamnted or complemeiver foms
alse adding other vuriables such ss comtrol varisbles, so that maothematicnl modeling and
hypothesis testing are no longer linear,

Dizcussion and Managerial Implication

For mediation, the choice of multi, full snd partial mediation is more widely vsed m vanons
marketing resenrch, There is an additonal classilication proposed by Zhiso et al, (20001 about
complementory  medintion ond compefitive mediation,  apparently  limited wse,  For
mixderation, the results show that for the marketing sector that remains widely nccepted are
Mawreulanmizter il guas ypes (Table 3.
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The results of the literaturg review with TUA (Thematie Conteni Anakysis) are dominant
testing, especially separated, a combigation of partal mediation and homolegizer moderation.
While for medBtkm-moderation complementary s @ combeation ol partzl mediaton with
quasy o0 pure moderation. [ both of these nodeling combimations, it wms out thal many
auarketing researchers are mberested in adding coatrol virsibles, even with coment analyses
combinglions . S0 thal disgrapsmaically the reclacification of modeling medations
mwarketing reseanch popreented i Figure 3,

{araph 1. Trends in Structucal Models in Market Bedearche 2009-201 5

In Graph 1 we can state that the interest of marketing researchers is 0 do combination testing
medistion = moderation. A popubar second choice is medintion testing. Even though the
moderation best @5 singolarly pumumbenzd, the msearch design vsed is more impressive,
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Because i geperal, the modesation 1est uses more data collection techniques in e form of
CXperments,

For data analysis, marketing research is more dominant in behoaoral stdics, especinlly
about perceptions that on & messurement scale incheding ordinad scakas that use statistics that
rely mostly on non-parnmetric statistics, While in Tabbe 5, we soe o lod of annlveis of the duta
vsed e numeriad scales such as MRA, OLS. Anova / Ancova, and MarovaMarcovi,
While date onudysis secommodates more non-mefric scales i 5EM and PLS. Indecd MEA
con be used in medical stodics but requires thit i be done vEng decomposition technigues
W eight, 19325,

Table 5 Medigtion and Moderation Clossificotion in Maorketing Feseorch; 2068 - HIIE

Classiticiation | Sub-clpssifucation Totul Mention
| MEAOLSARNDVA i3
CSEMICEA e
Data Analysis ANCOVAMANCOYA/MANOVA | 22
| Bootstrapping 7
[PLE -
| LISREL 15
| SPSS/PROCESS Macro 13
Application | SmartPLE Mher 6
E0S 2
| Amos )
Z"ivn_nl _rnr:rlinn F:E
| Consumer/Durnble Goods i
Scope of Marketing | Service 30
| Tnglusrral 24
| Dvigital 17
| Experiment 42
Rescarch Design ! hunl:}.' 11
| Dhaty sekipnder =

This "carclessness® can be wacked by identifying the assised programs used, sech as
LISREL peoviding the wansformation process for ondisal data inte amereals, oo Soma PLS
which does nol requre siricl sssumptions cepanding some besic ssnmpions such as n the
MEA or Ancva 5 Manova. The carelessniess was seen by not mentioning the snalysis tonks
used with the swnber reaching 82 aticles. This should be taken into consideration with the
increasangly complex nodeling that i built and ested. of course ., the clasity of the teols wsad
is very important o be one component of the quality sssessment of markefing research
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Conclusion

With conceptual exposure abow funciions, the mode of medistion and moderation vanables
cen be spid o have three pottems, First, 8 single mediation moded with the clissification of
milti-mediation, full mediation, partial medistion, complementary madiation, compeditive
mediation, comp; ex mediaiiom, Secomd, hath hillj_"l_' mderaiion madisls wirth classsfciiaon
homaolegizer modemmtion, quies modesation, snd pure modemtion, Third, the combination
mixded of medition snd modemfion with sepamted medigtion-moderation classidcation,
complementary mediation-modeation. and complex aeediabion-moderation modeling

I
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