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Abstract. The importance of product knowledge and product quality in influenc-

ing consumer purchasing interest in MSMEs has become a major concern. This 

research aims to analyze the influence of Product Knowledge and Product Qual-

ity on Buying Interest, with the Product Advertising variable as a mediator. The 

method used in this research is a cross-sectional survey, involving 120 MSMEs 

in South Sumatra as respondents. Data analysis was carried out using Structural 

Equation Modeling with the Partial Least Squares method. The findings from this 

research show that Product Knowledge and Product Quality have a significant 

influence on Buying Interest. Apart from that, Product Advertising is proven to 

be a significant mediator in the relationship between Product Knowledge and 

Product Quality and Buying Interest. These results provide an in-depth under-

standing of the important role of Product Advertising in connecting product 

knowledge and product quality with the purchasing interest of MSMEs in South 

Sumatra. 
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1 Introduction  

Micro, Small and Medium Enterprises (MSMEs) play an important role in the Indone-

sian economy, including in Palembang, as a driver of local economic growth. MSMEs 

are not only the backbone of the community's economy, but also contribute signifi-

cantly to employment and sustainable development [1]. Its main role is not only limited 

to its function as the backbone of the community's economy, but also in its contribution 

to employment (Darma et al., 2020). MSMEs have consistently been a major source of 

employment, providing economic opportunities to many individuals, and creating a 

positive impact on unemployment rates at both local and national levels [3]. In addition,  

  
© The Author(s) 2024
K. B. Abiprayu and A. B. Setiawan (eds.), Proceedings of the International conference of Economics Business and
Economics Education Science (ICE-BEES-24), Advances in Economics, Business and Management Research 298,
https://doi.org/10.2991/978-94-6463-522-5_67

https://doi.org/10.2991/978-94-6463-522-5_67
http://crossmark.crossref.org/dialog/?doi=10.2991/978-94-6463-522-5_67&domain=pdf


MSMEs also play a role in building a sustainable economic ecosystem [4]. By mobi-

lizing small and medium sectors, MSMEs can diversify local economies, create a vari-

ety of products and services, and contribute significantly to the development of local 

communities [5]. The sustainability of these businesses also impacts income redistribu-

tion, strengthens people's purchasing power, and stimulates inclusive economic growth. 

In the context of sustainable economic development, the role of MSMEs is crucial [6]. 

They not only drive local growth, but also stimulate innovation, create entrepreneurial 

opportunities, and build economic resilience in the face of challenges [7]. By under-

standing and supporting the development of MSMEs, a community or region can har-

ness its full potential to realize sustainable and inclusive economic growth [8]. Under-

standing the condition of MSMEs, especially in Palembang, is essential to identify fac-

tors that can improve their competitiveness and contribution to economic development. 

The importance of Product Knowledge and Product Quality in the context of Micro, 

Small and Medium Enterprises (MSMEs) cannot be ignored. These two factors are the 

main pillars of MSME marketing success, given that in-depth knowledge of products 

and superior quality can significantly influence consumers' Buying Interest [9,10]. 

Comprehensive knowledge of products helps create better understanding among con-

sumers, while high product quality increases customer satisfaction [11]. However, the 

relationship between Product Knowledge, Product Quality, and Buying Interest is not 

independent. An important role is mediated by an effective Product Advertising strat-

egy [12]. A good advertisement can be a bridge that connects product knowledge and 

product quality with consumer buying interest. A well-designed advertisement is able 

to convey adequate product information and emphasize its quality, build positive per-

ceptions among consumers, and directly increase buying interest [13]. Thus, effective 

integration of product knowledge, product quality and product advertising is a key 

foundation in MSME marketing efforts [14,15]. Combining the strengths of each of 

these variables can create a holistic marketing strategy, ensure product appeal, and in-

crease the likelihood of MSME business success in a competitive market. 

Although many studies have reviewed the factors that influence consumer purchase 

intention, there is still a void both empirically and theoretically regarding the relation-

ship between product knowledge, product quality, purchase intention, and product ad-

vertising, especially in the context of MSMEs in Palembang. This condition creates a 

knowledge gap which is the basis for the motivation of this research. This research not 

only seeks to fill the empirical void by presenting new findings that can be applied 

practically, but also aims to bridge the existing theoretical gap. The identification of 

this gap is not only a challenge to be conquered, but also an opportunity to bring sig-

nificant contributions to the scientific literature and marketing practice of MSMEs [16]. 

By investigating the relationship between these variables, this research seeks to provide 

deeper insights into how MSMEs in Palembang can optimize their marketing strategies. 

Overall, this research is geared towards filling knowledge gaps and providing relevant 

new understanding, providing a foundation for the development of more effective and 

sustainable marketing practices for MSMEs in the Palembang context. 

This research creates a difference or novelty by assembling the concepts of product 

knowledge, product quality, purchase intention, and product advertising as an integral 

unit in the reality of MSMEs in Palembang. Its contribution lies in developing deeper 
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insights, providing a new view of the dynamics of effective marketing for MSMEs. 

Uniquely, this research not only explores these variables separately, but also integrates 

them to develop a holistic and relevant framework in the context of Palembang 

MSMEs. 

The aim of this research goes beyond simply identifying the influence of each factor, 

but also seeks an understanding of the complex interactions among product knowledge, 

product quality, purchase intention and product advertising. By analyzing these rela-

tionships, this research aims to provide practical guidance for the development of future 

marketing strategies for MSMEs. The results of the study are expected to make a sig-

nificant contribution in directing Palembang MSMEs to design more effective market-

ing campaigns, strengthen their competitiveness, and achieve success in an increasingly 

competitive market 

2 Hypothesis Development 

In exploring the factors that influence consumer purchase intention, this research is 

based on a carefully designed Research Framework and Hypotheses [17]. This research 

framework provides a theoretical foundation for understanding the relationship be-

tween key variables, while the hypotheses created provide guidance for testing theoret-

ical sustainability and contributing to a practical understanding of the factors that influ-

ence purchase intention [18]. By combining marketing theory and elements of eco-

nomic theory, this research aims to provide holistic and in-depth insights into consumer 

behavior in the context of specific products. The framework of this research is presented 

in Figure 1. 

 
Figure 1. Research Framework 

(Source: own elaboration by Author, 2024) 

Based on the previous research framework, the hypothesis formulation in this study are:  

H1: There is a significant influence between Product Advertising and Buying Interest. 

H2: There is a significant influence between Product Knowledge and Buying Interest 

H3: There is a significant influence between Product Knowledge and Product Adver-

tising. 
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H4: There is a significant influence between Product Quality, Buying Interest, and 

Product Advertising. 

H5: Product Knowledge has an indirect influence through Product Advertising on Buy-

ing Interest. 

H6: Product Quality has an indirect influence through Product Advertising on Buying 

Interest 

3 Method 

This study uses a cross-sectional survey method to analyze the effect of product 

knowledge and product quality on consumer buying interest in Micro, Small and Me-

dium Enterprises (MSMEs) (Creswell & Clark, 2011). Product Advertising variables 

are integrated as mediators in the relationship between product knowledge and product 

quality with consumer buying interest. The research respondents consisted of 120 

MSME players in South Sumatra who were selected purposively. 

Data collection was carried out through a questionnaire that had been prepared with 

consideration of the research concepts and framework. This questionnaire is designed 

to measure the level of product knowledge, perceptions of product quality, consumer 

buying interest, and product advertising effectiveness. The collected data will be ana-

lyzed using the Structural Equation Modeling (SEM) technique with the Partial Least 

Squares (PLS) approach, which allows proper evaluation of complex relationships be-

tween variables (AM et al., 2022). 

The data analysis steps involve testing the validity and reliability of the research 

instruments, building a structural model to test the hypotheses, and measuring the me-

diating effect of Product Advertising on the relationship between product knowledge, 

product quality, and consumer purchase intention. 

4 Result and Analysis 

4.1 Outer Model  

4.1.1 Convergent Validity 

The convergent validity analysis results in Table 1 show a number of factor values 

for each item ranging from 0.750 to 0.936. These values reflect the level of fit between 

the constructs measured in this study. In particular, the values for Buying Interest (A1-

A3), Product Advertising (B1-B6), Product Knowledge (Y1-Y4), and Product Quality 

(Z1-Z6) show high positive correlations, with figures ranging from 0.820 to 0.936. This 

indicates that the measurement instruments used in this study can be considered valid 

for measuring these constructs. 

In addition, special attention needs to be paid to some items that have values below 

0.8, such as B4 (0.820) and Z6 (0.750). Although these values are still above the gen-

erally accepted minimum limit for convergent validity, further monitoring of the relia-

bility and validity of these items is needed. Thus, the results of the convergent validity 
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analysis show that the measurement instrument has a good ability to measure the de-

sired construct, but requires further attention to several items to ensure its reliability 

and validity. 

Table 1. Convergent Validity 

Item Buying Interest Product Ad-

vertising 

Product 

Knowledge 

Product 

Quality 

A1   0.885  

A2   0.897  

A3   0.895  

B1    0.831 

B2    0.922 

B3    0.930 

B4    0.820 

B5    0.935 

B6    0.829 

Y1 0.920    

Y2 0.936    

Y3 0.871    

Y4 0.910    

Z1  0.865   

Z2  0.884   

Z3  0.896   

Z4  0.928   

Z5  0.839   

Z6  0.750   

Source: own elaboration in SmartPLS (2024). 

 

4.1.2 Discriminant Validity 

Table 2. Discriminant Validity 

Variable Buying Inter-

est 

Product Ad-

vertising 

Product 

Knowledge 

Product Advertising 0.890   

Product Knowledge 0.787 0.899  

Product Quality 0.937 0.849 0.764 

Source: own elaboration in SmartPLS (2024). 

Based on the generally accepted discriminant validity criteria, namely the hetero-

trait-monotrait ratio (HTMT) value of less than 0.90, the analysis results in Table 2 

show that all HTMT values between constructs are below this limit. For example, the 

HTMT value between Buying Interest and Product Advertising is 0.890, between Prod-

uct Knowledge and Product Advertising is 0.899, and between Product Quality and the 

other two constructs are 0.937, 0.849, and 0.764 respectively. All these values are 

clearly below the 0.90 cutoff used as an indicator of discriminant validity. 
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This indicates that the constructs measured by the variables Buying Interest, Product 

Advertising, Product Knowledge, and Product Quality have a fairly high level of dif-

ference from each other, in line with expectations in measuring discriminant validity. 

Therefore, these results provide strong support for the ability of the measurement in-

strument to differentiate between these constructs, confirming its validity in measuring 

the variables in question in the context of this research. 

4.1.3 Reliability Test 

Table 3. Reliability Estimate 

Variable Cronbach's Alpha CR AVE 

Buying Interest 0.930 0.950 0.827 

Product Advertising 0.930 0.945 0.743 

Product Knowledge 0.873 0.922 0.797 

Product Quality 0.941 0.953 0.773 

Source: own elaboration in SmartPLS (2024). 

The results of the reliability analysis in Table 3 show that all construct variables, 

namely Buying Interest, Product Advertising, Product Knowledge, and Product Qual-

ity, meet generally accepted reliability criteria. According to the Cronbach's Alpha 

value, all construct variables have a number above 0.70, which indicates that the meas-

urement instrument has an adequate level of internal consistency. Specifically, Buying 

Interest has a Cronbach's Alpha value of 0.930, Product Advertising is 0.930, Product 

Knowledge is 0.873, and Product Quality is 0.941. In addition, the analysis results also 

show that the Composite Reliability (rho_c) value for all construct variables is above 

0.70. Buying Interest has a value of 0.950, Product Advertising has a value of 0.945, 

Product Knowledge has a value of 0.922, and Product Quality has a value of 0.953. 

This Composite Reliability reliability criterion is also well accepted, indicating that the 

measurement instrument has a high level of reliability in measuring these constructs. It 

is important to note that all construct variables also met the Average Variance Extracted 

(AVE) criteria, with values above 0.50, indicating that the measurement instruments 

have a good ability to explain the variance of the constructs. Overall, the reliability 

analysis results confirm that the measurement instruments in this study are reliable and 

provide consistent results in measuring the variables in question. 
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4.1 4.2 Inner Model 

 
Figure 2. Final Model 

(Source: Analysis with Smart PLS) 

 

4.2.1 Multicollinearity Test 

Table 4. Collinearity Statistics (VIF) 

Item VIF 

A1 2.403 

A2 2.174 

A3 2.482 

B1 2.816 

B2 4.751 

B3 6.572 

B4 2.830 

B5 6.645 

B6 2.827 

Y1 4.663 

Y2 5.287 

Y3 2.773 

Y4 3.427 

Z1 3.489 

Z2 3.951 

Z3 4.260 

Z4 5.178 

Z5 2.678 

Z6 1.890 

Source: own elaboration in SmartPLS (2024). 

The multicollinearity test analysis results in Table 4 show that all Variance Inflation 

Factor (VIF) values are below the threshold limit of 10, which, according to the multi-

The influence of Product Knowledge and Product Quality             885



collinearity criteria in the inner model, indicates the absence of significant multicollin-

earity problems in the dataset. The variables measured by items A1 to Z1 have their 

respective VIF values, which range from 2,174 to 6,645. In particular, VIF values that 

are below 10 indicate that there is no strong linear relationship between the independent 

variables in the model. This strengthens the reliability of the results of regression anal-

ysis or statistical models involving these variables, as there is no indication of a strong 

correlation or linear relationship that could affect the stability and interpretation of the 

results. Thus, it can be concluded that based on the inner model multicollinearity crite-

rion, this dataset meets the requirements and can be relied upon for further analysis 

without the risk of significant multicollinearity issues. 

4.2.2 Fit Model 

Table 5. Test Model Fit 

Model Criteria Estimated Model 

SRMR 0.061 

d_ULS 0.713 

d_G 0.748 

Chi-Square 407.659 

Source: own elaboration in SmartPLS (2024). 

The model fit test results in Table 5 show a number of criteria used to assess the 

extent to which the estimated model fits the observational data. In this case, the Stand-

ardized Root Mean Residual (SRMR) value of 0.061, which is smaller than the thresh-

old limit of 0.10, indicates that the model has a good level of fit with the data. SRMR 

provides a measure of how well the model approximates the theoretical covariance ma-

trix to the sample covariance matrix, and values below 0.10 are considered an indicator 

of adequate fit. In addition, the values of repeat deviation squared (d_ULS) and geo-

magnetic deviation (d_G) were 0.713 and 0.748, respectively. These two values provide 

a measure of how well the model approximates the observational covariance matrix. 

While there are no fixed rules for the limits of d_ULS and d_G, lower values tend to 

indicate a better fit. 

However, it should be noted that the Chi-Square value of 407.659, which is com-

monly used as a test statistic to measure the difference between the estimated model 

and a perfect fit model, may vary depending on the sample size. Therefore, in this con-

text, the Chi-Square value needs to be evaluated along with other fit indicators. 

Considering that the SRMR value is smaller than 0.10, the model fit test results in-

dicate that the estimated model has a good level of fit with the observational data. How-

ever, it is recommended to also consider the other values holistically to gain a more 

complete understanding of the quality of the model fit. 

4.2.3 Coefficient of Determination 

Table 6. R Square 

Variable R Square R Square Adjusted 

Buying Interest 0.817 0.812 
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The results of the coefficient of determination analysis in Table 6 provide insight 

into how well the variability in the dependent variable can be explained by the inde-

pendent variables in the model. R Square, which is the proportion of variance in the 

dependent variable that can be explained by the independent variables, indicates how 

strong the relationship between the variables is. For the Buying Interest variable, the R 

Square is 0.817, while the Adjusted R Square is 0.812. This indicates that about 81.7% 

of the variability in Buying Interest can be explained by the independent variables in 

the model. R Square Adjusted takes into account the number of independent variables 

in the model, and a value close to R Square indicates that the explanation of this varia-

bility is consistent. Furthermore, for the Product Advertising variable, the R Square is 

0.763, with an Adjusted R Square of 0.758. This indicates that about 76.3% of the var-

iability in Product Advertising can be explained by the independent variables in the 

model. 

Based on general criteria, the model can be categorized as weak if the R Square is 

less than 0.25, moderate if between 0.25 to 0.50, and strong if more than 0.75. In this 

context, both Buying Interest and Product Advertising variables can be considered as 

strong models, considering that their R Square far exceeds the 0.75 threshold. Overall, 

the results of the coefficient of determination analysis indicate that the estimated model 

is able to explain most of the variability in the dependent variable, providing a strong 

basis for confidence in the accuracy of the predictions generated by the model. 

4.2.4 Effect Size 

Table 7. F Square 

Variable Buying Interest Product Advertising 

Product Advertising 0.145  

Product Knowledge 0.002 0.562 

Product Quality 0.682 0.408 

Source: own elaboration in SmartPLS (2024). 

 

The results of the effect size analysis in Table 7, as measured by F Square, provide 

information on how much the independent variables in the model contribute to the de-

pendent variable. F Square describes the proportion of variability in the dependent var-

iable that can be explained by the independent variables, and the results are interpreted 

based on the effect size used. 

For the Buying Interest variable, the effect size (F Square) is 0.145, which can be 

categorized as a small or low effect size. This indicates that about 14.5% of the varia-

bility in Buying Interest can be explained by the Product Advertising variable. In con-

trast, for the Product Advertising variable, the effect size (F Square) is 0.562, which 

falls into the medium or medium effect size category. This indicates that about 56.2% 

of the variability in Product Advertising can be explained by the Product Knowledge 

variable. Furthermore, for the Product Quality variable, the effect size (F Square) is 

0.682, which can be considered a large or strong effect size. This indicates that approx-

imately 68.2% of the variability in Product Quality can be explained by the Buying 

Interest variable. 
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Based on general criteria, an effect size of 0.02 is considered small/low, 0.15 as me-

dium/medium, and 0.35 as large/strong. Therefore, the results of the effect size analysis 

show that the contribution of the independent variables to the dependent variable varies, 

with some variables such as Product Quality making a very large contribution. Overall, 

the results of the effect size analysis provide an overview of how much influence the 

independent variables have in the model, providing valuable insights regarding the 

strength of the relationship between variables in the context of this study. 

4.2.5 Hypothesis Proving (Direct Effect) 

Table 8. Path Coefficient Direct Effect 

Hypothesis T Statis-

tics  

P Val-

ues 

Description 

Product Advertising -> Buying Interest 3.381 0.001 Significant 

impact 

Product Knowledge -> Buying Interest 0.430 0.667 Not Signifi-

cant impact 

Product Knowledge -> Product Advertising 5.125 0.000 Significant 

impact 

Product Quality -> Buying Interest 5.669 0.000 Significant 

impact 

Product Quality -> Product Advertising 4.292 0.000 Significant 

impact 

Source: own elaboration in SmartPLS (2024). 

The results of the hypothesis proving analysis related to direct effects in Table 8 

provide a clear picture of the significance and direction of the relationship between the 

variables in the model. In this context, some hypotheses are acceptable, while others 

are not. 

First, the hypothesis stating that Product Advertising has a significant influence on 

Buying Interest is accepted, with a T Statistics value of 3.381 and a p-value of 0.001. 

This shows that there is a significant relationship between Product Advertising and 

Buying Interest variables. That is, the higher the level of Product Advertising, the 

greater the Buying Interest. 

Meanwhile, the hypothesis stating that Product Knowledge has a significant influ-

ence on Buying Interest is rejected, because the p-value of 0.667 does not reach the 

desired level of significance. Therefore, it can be concluded that there is no significant 

influence between the Product Knowledge variable and Buying Interest in this model. 

Then, the hypothesis stating that Product Knowledge has a significant influence on 

Product Advertising is accepted with a T Statistics value of 5.125 and a p-value of 

0.000. This shows that an increase in Product Knowledge contributes significantly to 

an increase in Product Advertising. 

Finally, the hypothesis which states that Product Quality has a significant influence 

on Buying Interest and Product Advertising is also accepted, with a T Statistics value 

of 5,669 and 4,292 respectively, and a p-value of less than 0.001. This confirms that the 

Product Quality variable has a significant influence on the other two variables, namely 

Buying Interest and Product Advertising. 
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Thus, the results of this hypothesis verification analysis provide empirical support 

for some relationships in the model, while clarifying the insignificance of others, 

providing a valuable contribution to the understanding of the factors influencing the 

variables in the context of this research. 

4.2.6 Indirect Influence (Mediation Effect) 

Table 8. Path Coefficient of Indirect Influence 

Hypothesis T Statistics  P Values Description 

Product Knowledge 

-> Product Advertis-

ing -> Buying Inter-

est 

3.695 0.000 Full Mediation 

Product Quality -> 

Product Advertising 

-> Buying Interest 

2.073 0.039 Partial Mediation 

Source: own elaboration in SmartPLS (2024). 

The results of the indirect influence analysis (mediation effect) in Table 9 provide 

significant insight regarding the mediator role of the Product Advertising variable in 

the relationship between Product Knowledge and Product Quality and the Buying In-

terest variable. Two mediation hypotheses were evaluated in this context. 

First, the hypothesis that Product Knowledge has an indirect influence through Prod-

uct Advertising on Buying Interest is accepted with a T Statistics of 3.695 and a p-value 

of 0.000. This indicates full mediation, which means that the effect of Product 

Knowledge on Buying Interest is fully explained by the mediator role of Product Ad-

vertising. In other words, increasing Product Knowledge increases Product Advertis-

ing, which in turn increases Buying Interest. 

Second, the hypothesis that Product Quality has an indirect influence through Prod-

uct Advertising on Buying Interest is also accepted, but with nuances of partial media-

tion. The T Statistics value of 2.073 and p-value of 0.039 indicate that there is a signif-

icant mediation effect, but not completely. This means that part of the influence of 

Product Quality on Buying Interest is explained by the mediator role of Product Adver-

tising. 

These results provide a deeper understanding of the causal pathways in the model, 

identifying the extent to which and through which pathways certain variables influence 

other variables. Full and partial mediation in this context helps detail the process of 

how product knowledge and product quality can influence buying interest through the 

influence of product advertising. Thus, the results of the mediation effect analysis pro-

vide a significant contribution to an in-depth understanding of the causal mechanisms 

in the relationships between variables in the context of this research. 

4.3 Discussion 

Hypothesis analysis in this research provides a significant contribution in the context 

of economic theory regarding direct and indirect influences on consumer purchasing 

interest. The finding that Product Advertising has a significant influence on Buying 
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Interest supports marketing theory, where emphasis on product advertising strategies is 

considered an effective stimulus to influence consumer behavior and encourage buying 

interest. In contrast, the lack of support for the hypothesis regarding the influence of 

Product Knowledge on Buying Interest provides the insight that, from an economic 

perspective, product knowledge may not be the main factor in shaping buying interest, 

highlighting the importance of other variables such as price or utility in consumer de-

cision making [19,20]. 

Increased Product Knowledge which is proven to influence the increase in Product 

Advertising is in line with the economic principle that better information can increase 

market efficiency. In this case, better knowledge of the product increases the effective-

ness of advertising campaigns, optimizes the allocation of marketing resources and in-

creases the effectiveness of advertising investments [11]. 

The findings regarding the influence of Product Quality on Buying Interest and Prod-

uct Advertising are in accordance with economic theory which emphasizes the im-

portance of product quality in forming consumer preferences. Product quality is con-

sidered the main determining factor in consumer decision making, strengthening theo-

retical considerations that consumers tend to choose quality products that provide added 

value [21,22]. 

Analysis of mediation effects adds an economic dimension by showing that product 

knowledge is fully mediated by Product Advertising on Buying Interest. From an eco-

nomic perspective, this can be interpreted as a mechanism by which product infor-

mation is translated into market value through advertising strategies, which in turn in-

fluences consumer purchasing interest [23,24]. The partial mediating effect of Product 

Quality shows that part of the impact of product quality on purchase intention is ex-

plained by the mediating role of Product Advertising, highlighting the importance of 

marketing strategy in exploiting product value in a competitive market [25,26]. As 

such, these findings make a substantial contribution to the economic understanding of 

consumer behavior, providing a strong foundation for the development of smarter and 

more focused marketing strategies. 

5 Conclusion 

This research makes an important contribution to understanding the factors that influ-

ence the buying interest of MSMEs in South Sumatra. The findings show that product 

knowledge and product quality have a positive and significant influence on buying in-

terest, with product advertising acting as an effective mediator in connecting these two 

variables. These results provide a basis for MSME players in designing marketing strat-

egies that utilize knowledge and product quality to increase consumer buying interest. 

Although these findings provide valuable insight, the study has several limitations. 

The cross-sectional survey method used can have limitations in capturing changes over 

time. Apart from that, the focus of the research is only on MSMEs in South Sumatra, 

so generalization of the results needs to be done with caution. Aspects such as external 

environmental factors and consumer characteristics are also not fully covered in this 

research. 
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For future research, it is recommended to expand the geographic coverage and in-

dustrial sectors so that the research results can be applied more generally. The use of 

longer research methods, such as longitudinal studies, can provide deeper insight into 

the changing dynamics of relationships between variables. Further research can also 

enrich understanding by including external factors and more detailed consumer charac-

teristics. Identifying additional mediating variables can also be a focus for uncovering 

specific factors in the process of influence between these variables. 
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