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Abstract: The purpose of this paper is to examine how the language of advertising (LA) influences customer
patronage intention (CPI) towards health insurance products in Malaysia. The research also considers the
moderating effects of race between LA and CPI. In order to test the hypothesized model, this study uses the
responses from a sample of 160 customers of different health insurance service providers in Malaysia. A
questionnaire was formed using the required measures from existing literature and the structural equation
modeling (SEM) was used to examine the proposed model. The results show that the moderating effects of race
were strong between languages of advertising and customer patronage intention. The result also displays a
significantly positive relation between advertising languages and customer patronage intention towards health
insurance products in Malaysia. The researchers suggest that a coherent and persuasive advertising language
be used by health insurance providers.
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INTRODUCTION advertising language and customers’ patronage intention

Advertising has a great impact on the modern marketing.
society. In order to arouse customers’ interest, various
strategies and skills in advertising language are employed Background of the Study: This study was conducted in
by advertisers. [1,2] classify four fundamental Malaysia, which is a multiracial and multilingual society.
psychological factors that affect customer’s response to Most Malaysians speak at least two languages or more
an advertising stimuli. These are motivation, perception, [8-10]. Bahasa Malaysia is the national and official
learning and memory [3]. note the relationship between language of the country. It is also the medium of
spoken communication and purchase intention. This is instruction in primary and secondary schools as well as in
particularly true in the areas of advertising. Apart from the most of the public universities. Other major languages are
visual content, the language used in an advertisement Mandarin and Tamil, which are taught in the vernacular
conveys specific messages with the intention of schools. English is a second language and is commonly
influencing consumers to purchase from or subscribe to used in a variety of functions in professional and social
a particular service provider [4]. The success of an settings. [11, 12] found that cultural differences in the
advertising campaign has a strong influence on the society affect language preference which ultimately
development of a brand [2, 5-7]. In a context where the influence the choice of language in advertising
consumers are multiracial and multilingual, the advertisers campaigns.
may need to be extra cautious about the language to be The Malaysian government has put much effort
used in advertising. This research contributes to the into improving the country’s health care system. It is
literature on service marketing, consumer demography encouraging the Malaysians to protect themselves
and advertising as it examines the link between against health related hazards by having insurance

in a multiracial context which is scarce in the literature of
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coverage, which has resulted in competitive product Many local and international firms would rather employ
offerings by numerous insurance companies operating the local language and include elements of the cultural
in Malaysia [13]. This calls for an effective way of norms in building their brand identity [25] in a particular
informing the Malaysians of the products available in region.
relation to insurance coverage. The use of the appropriate [26] show that the perceived usability increases when
language is essential to give an edge to the relevant the words used in an advertisement are conceived in the
service provider. Thus, it is important to study the native language of the client. In this regard, [27] studied
influence of language used in advertisement on advertisement contents and found that language and
customer patronage intention of health care insurance location are the major factor influencing customers'
products in Malaysia where race is the moderating patronage intention, while advertisement design was
variable. shown to be less statistically significant than other

In the country’s move to produce a high-tech system variables. Findings from [28]’s study also suggest that the
of health care service, there is a need to look into its use of indecent language has a positive effect on
customers’ patronage intention. This issue has been advertisement attitude, brand attitude and purchase
widely discussed in many other industries but not so intention. Consequently, emotion regulation propensities
much in healthcare insurance products. To obtain a of individuals may be triggered by strategically
deeper understanding of customers’ patronage intention incorporating language in marketing communications that
towards healthcare insurance products under the scope target the emotions of customers [29].
of advertising, it is crucial to investigate the influence of Language can serve as an attribute and medium of
language in advertising on a customer patronage experience [30-34]. It can also influence customers’
intention where race plays a moderating variable. affective response and their thoughts [35]. An

Consequently, this research will answer the following individual’s emotional reaction to an advertisement can
research questions: also affect customer's attitude towards the advertisement

RQ1: How does the language used in advertising alter behavioural intentions [36]. Thus, firms need to
influence customer patronage intention towards health consider the language used in their advertising campaigns
insurance products? [37, 38].

RQ2: Does race moderate the relationship between society is challenging since the reaction to a particular
language in advertisement and customers’ patronage language may vary from one person to another. Previous
intention towards health insurance products? researchers have already identified the relationship

Construct Development: Patronage intention is an campaign with customers purchase intention of products
individual’s intention to purchase a particular brand [14]. or services from a service provider [39, 40] especially if the
His/her decision to purchase is normally based on his/her product’s target market is a community of a specific race
perceived quality of the product. The consumers’ [6]. Hence it is necessary to examine the impact of
normative beliefs and motivations were also found to languages in advertisement used by service providers to
have an influence over their purchasing behaviour the patronage intention where race is taken as a
[15, 16]. According to [17], purchase intention can be moderation role. Furthermore, different races may have
defined as consumers’ willingness to consider different behaviours, which can significantly affect
purchasing. While, [18, 19] use the term repurchase in customers’ patronage decisions. The native of a country
describing purchase intention. may be more patriotic towards the local brands compared

The language used in advertisement and consumers’ to the descendent of immigrants [41, 42]. In order to
preference have received considerable attention in the specify the antecedents of the customer patronage
area of management and communication [20-22]. decision concerning health insurance products, this
Language expressions embodies and symbolizes cultural research proposes a conceptual framework where race
reality [23]. Research has discovered that language serves to moderate in between advertising language and
differences among customers affect their decision making customer patronage intention as shown in the proposed
process where product selection is concerned [24]. model (Figure1).

itself. Attitude towards the advertisement can therefore

Preparing an advertising campaign for a multilingual

between a selection of local languages in an advertising
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Fig. 1: Conceptual Framework for Language in advertisement (LA) (four items) and customer patronage
Advertisement (LA) and Customers' Patronage intention (four items) All points were measured using 7-
Intention (CPI) point rating scale with the scale poles ranging from

Based on this conceptual framework, the first disagree, 2-strongly disagree, 3-disagree, 4-somewhat
hypothesis proposes that the language used in agree, 5- agree, 6- strongly agree and 7-strongly agree).
advertisement is likely to lead to a stronger predictor of The original questionnaire was split into two
patronage intention towards a health insurance service sections. Part one included respondents’ demographic
provider: information and the length of period they subscribe to a

H1: The greater the concern for language in the two includes the items concerning this research (language
advertisement (as perceived by the health insurance
customers), the greater the customer patronage intention
towards the company.

When health insurance service providers use an
appropriate language register and genre in their
advertisement, customers’ may relate to the message more
if their words are used. Grounded on this reasoning, we
advise:

H2: Race moderates the relationship between language
in advertisement and customers’ patronage intention.

MATERIALS AND METHODS

This research is cross sectional in nature and the
convenience sampling technique was used in selecting
the sample for this study. Participants from Klang Valley,
particularly from Kuala Lumpur and Cyberjaya, were
randomly selected using mall intercept procedure.
They consisted of those who had a health care insurance

policy from any service providers in Malaysia. Out of
200 participants, 160 of the responses were valid for
further data analysis, which represent 80% of respondents
rate.

A questionnaire designed by [43] was adapted for
this study. The questionnaire measured language used in

strongly disagree to strongly agree (1-very strongly

particular healthcare insurance company. While section

used in advertisement and customer patronage intention).
Out of 160 respondents, 60% were males and 40% were
females. Aside from that, most of the respondents have
their own insurance policy for more than 15 years. With
regard to racial distribution, most of the respondents were
Malays (60%) followed by Chinese (30%) and Indians
(10%). Majority of the respondents were married (60%)
and 40% of them were bachelors.

This research applied confirmatory factor analysis
(CFA) to evaluate the robustness and reliability of the
constructs of the measurement scales. As the proposed
model has multiple indicator variables for unobserved
(or latent) variables, this research applied Structural
equation modeling (SEM) to try out the moderation effect
based on maximum likelihood estimation [29, 44-47].
Furthermore, moderating consequence is naturally
articulated as an interaction between predictor (CPI) and
moderator variable (Race) [48, 49]. For instance, this
research hypothesises that customer patronage intention
(CPI) in the health insurance industry is predicted by
language used in advertisement (LA). When the CPI is

Table 1: Measurement Items
Dimensions Items Source
Language of advertisements I prefer to listen to my own cultural music. (LA1) [4]

I prefer to watch a commercial which confirms my culture and norms. (LA2)
I prefer to read newspapers and magazines in my own language. (LA3)
I prefer that the service providers give Multilanguage's options on their website. (LA4)

Customer’s patronage intention (CPI) I intend to continue to purchase, at least the same health care insurance policy over
the next 12 months. (CP1) [43]
I intend to continue to purchase, at least the same amount, to personal healthcare from my
present financial services company over the next 12 months (CPI2)
Everything considered, I would likely purchase, at least the same health care insurance policy
in the next 12 months (CPI3)
If I had the chance I will continue to purchase from a Healthcare insurance company that
promotes my language (CPI4)
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regressed on “language used in advertisement” (LA), it is
assumed that there is either a week or strong relationship
between “LA” and “CPI”. Thus a new hypothesis was
formulated whereby race (X2) moderates the effect of
“language used in advertisement” (LA) on customer
patronage intention (CPI) in the health insurance industry
(Figure 1).

RESULTS AND DISCUSSION

This research included all 160 respondents’ Model
responses for testing H1 and H2. The instrument was
firstly validated using confirmatory factor analysis (CFA)
and the hypotheses were tested using structural equation
modeling (SEM) analysis. Both were done using Amos
20.0.0 [50]. Table I provides a summary of the measure
validation results obtained through CFA. This research
applied confirmatory factor analysis (CFA) to explain the
issues of unidimensionality, convergent and construct
validity. Table 1 presents the effects of the model that
demonstrates a sensible fit of the two factor model to the Fig. 2: Race: The Output of the Unconstrained Model
data on the basis of a number of fit statistics (X = 16.239;2

X /DF =1. 621; GFI (good-fit-index) = 0.977; AGFI The reliability of all the estimates is greater than 0.702

(adjusted good-fit-index) = 0.954; RMR (root mean square (Table 1) which confirms the rules of Nunnally (1978). The
residual) = 0.054; NFI (normed-fit-index) = 0.967; CFI measurement of construct reliability (CR) is achieved
(comparative-fit-index) = 1.00; IFI (incremental-fit-index) = using the following calculation: ( K) / [( K) + ( 1-K )].
1.00; RMSEA (root mean square error of approximation) = A value of CR=0.5 is required in order to ensure construct
0.00. The magnitudes of standardized loadings ranged reliability (Table 1).
from 0.56 to 0.80 that confirms unidimensionality. The Structural equation modeling (SEM) was applied to
value of the average variance extracted (AVE = k2/n; examine the theoretical model described in Figure 1. The
K=factor loading of every item and n= number of items in maximum likelihood method was utilized in model
the model) confirms the convergent validity. In fact, estimation. The model in Table 2 fits the data well, as
construct validity achieved through the Fitness index demonstrated by the goodness-of-fit measures: X2=
from the result of GFI, AGFI, CFI, NFI and RMSEA or the 15.239, X2/df= 1.521, p<. 001, GFI (good-fit-Index) =0.
ratio of X2/DF is less than 5.0 (Table 1). 967, AGFI (adjusted good-fit-index) =0. 942; RMR

Fig. 1.1: CFA for Assessing the Pooled Measurement

2 2 2

Table1: The Confirmatory Factor analysis (CFA) Reports Summary for All Constructs
Scale Items/ question no Standardized Loading Cronbach Alpha (Above 0.7) AVE (Above 0.5) CR (Above 0.5)
Languages in Advertisement (LA) 0.782 0.50 0.50
LA1 0.59
LA2 0.58
LA3 0.93
LA4 0.69
Customers’ Patronage Intention (CPI) 0.821 0.56 0.50
CPI1 0.77
CPI2 0.75
CPI3 0.80
CPI4 0.69
Overall GOF Indices X 16.239 , X /df= 1.621, p<.0012= 2

GFI (good-fit-Index)=0.977, AGFI (adjusted good-fit-index)=0.954;
RMR( Root mean square residual)=0.054, NFI (Normed-fit-index)=0.967,
CFI(Comparative-fit-index)=1.00, IFI (incremental-fit-index)=1.00;
RMSEA (root mean square error of approximation)=0.00
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Table 2: The Chi-Square Value and DF for the Constrained Model

Model NPAR CMIN DF P CMIN/DF

Default Model 78 70.597 54 .064 1.307

Saturated Model 132 0.000 0

Independence Model 48 567.592 84 0.000 6.864

Notes: NPAR= number of distinct parameters (q); CMIN= Chi : Discrepancy between Sigma (theta) and the unrestricted S.2

Table 3: The Chi-Square Value and DF for the Unconstrained Model

Model NPAR CMIN DF P CMIN/DF

Default Model 64 86.114 55 .068 1.266

Saturated Model 132 .000 0

Independence Model 48 576.592 84 .000 6.864

Notes: NPAR= number of distinct parameters (q); CMIN= Chi : Discrepancy between Sigma (theta) and the unrestricted S2

Table 4: The moderation test Using Race Group data

Constrained Model Unconstrained Model Chi-Square Differences Result of Moderation Result on Hypothesis

Chi-Square 70.597 86.114 15.52 Significant Supported

DF 54 55 1

GFI 0.943 0.930

AGFI 0.921 0.920

CFI 0.961 0.971

RMSEA 0.001 0.005

Chisq/df 1.307 1.565

H2. Race moderates the relationship between language used in advertisement and customer patronage intention. Supported

(Root mean square residual) =0. 043, NFI (Normed-fit- 2 as constrained model. The output from constrained
index) =0. 957, CFI (Comparative-fit-index) =1. 00, IFI model is described in Tables 2 and 3 as well as Figure 3 for
(incremental-fit-index) =1. 00; RMSEA (root mean square the unconstrained model.
error of approximation) =0. 00. However, to determine whether race is significant in

The results indicate that the language used in relation to the language used in advertisement and
advertisement has direct and positive effects on customer customers’ patronage intention as a moderating role, this
patronage intention of health insurance products with research used the Chi-Square difference test between the
the company (H1; =.314, CR= 2.304, P=.021). The effects constrained and unconstrained models. The role of race
of using SEM were balanced with regression analysis. as a moderating variable is only significant if the
The equation associated to this regression, using difference of chi-square is greater than 3.84. The chi-
standardized coefficients (t values), is Customers’ square value with 1 degree of freedom is 3.84.
Patronage Intention (CPI) = 0.314 (2.304) *language in By referring to table 4, this research affirms that all
advertisement + . As regression analysis does not fitness indexes for the constrained and unconstrained
control for measurement error, coefficients are smaller models easily fit in their respective model. The results
than those obtained with SEM. However, the coefficient show a strong support for the hypothesis that racial
mentioned above is positive and significant (p=0. 05). background moderates the relationship between language
As a result, this research accepts hypothesis 1. used in advertisement (latent exogenous construct-LA)
The influence of race as a moderating variable was and customer patronage intention (corresponding latent
analysed using multi-group analysis through AMOS. The endogenous constructs CPI). Above all, the SEM analysis
data were split into an equal number and save into two revealed that customers of the health insurance industry
separate data files. Researchers in this research developed have a certain preference with regard to the language
an unconstrained and constraint model to determine the used in an advertisement. The study also indicates that
relationship between constructs of interest. The racial background moderates the effects of both language
researchers called model 1 as unconstrained and model selection in advertisement and customer patronage
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intention. This finding shows the need for health 11. Hashim, A., 2008. Language policies and language
insurance service providers to consider how the
message on their services is to be conveyed to a
particular group of customers.

CONCLUSIONANDMANAGERIALIMPLICATION

Based on the above discussion, it is concluded that
the language used in advertising is important in shaping
customers' patronage decision, particularly when the
service is targeted towards a specific population. The
study shows that the language used in advertisement has
a positive influence on customers’ overall patronage
intention where race plays a strong moderating role. Thus,
it is crucial for advertisers to focus on the language used
in conveying their message.

REFERENCES

1. Liu, Fang, 2012. A Study of Principle of Conversation
in Advertising Language. Theory and Practice in
Language Studies, 2(12): 2619-2623.

2. Kotler, P. and G. Armstrong, 1997. Marketing: An
introduction (4th ed.). Englewood Cliffs, NJ:
Prentice- Hall.

3. Hansotia, B.J. and P. Wang, 1997. Analytical
Challenges in Customer Acquisition. Journal of
Direct Marketing, 11(2).

4. Krishsna, A. and Rohini Ahluwalia, 2008. Language
Choice in Advertising to Bilinguals: Asymmetric
Effects for Multinationals versus Local Firms. Journal
of Counsumers Research. doi:: 10.1086/592130

5. Chan, A.K.K. and Y.Y. Huang, 2001. Principle for
brand name in Chinese: the case of drinks. Marketing
Intelligence and Planning, 19(5): 309-318.

6. De Run, E.C. and S.F. Chin, 2006. Language use in
packaging: The reaction of Malay and Chinese
consumers in Malaysia. Sunway Academic Journal,
3: 133-145.

7. Keller, K.L., 1993. Conceptualizing, measuring and
managing customer-based brand equity. Journal of
Marketing,57:1-22.http://dx.doi.org/10.2307/1252054

8. Department of Statistics Malaysia, 2007, 2007. year
book of statistics: Malaysia 2007. Putra Jaya:
Department of Statistics Malaysia.

9. Omar, A.H., 1982. Language and society in Malaysia.
Kuala Lumpur: Dewan Bahasa Dan Pustaka.

10. Rahman, M., A. Rashed, S. Chan and A. Abdullah,
2007. Patterns of language choice in the education
domain: The Malaysian Context, pp: 1-15.

education issues in Malaysia. In J. Lindsay and
Y. Y. Tan (Ed.), Babel or behemoth: Language trends
in Asia (Vol. 1 of Asia Trends, pp. 93). Singapore:
Asia Research Institute, National University of
Singapore.

12. Doole, I. and R. Lowe, 1999. International marketing
strategy. Singapore: International Thomson Business
Press.

13. Malaysia National Health Accounts, 2012. National
health accounts out-of-pocket (oop) sub-account
(1997 - 2009) pp: 44. Putrajaya.

14. Laroche, M., M. Kalamas and M. Cleveland, 2005. “I”
versus “we”: How individualists and collectivists use
information sources to formulate their service
expectations. International Marketing Review, 22(3):
279-308. doi:10.1108/02651330510602213

15. Burnkrant, R.E. and J.T.J. Page, 1982. An examination
of the convergent, discriminant and predictive
validity of Fishbein?behavioral intention model.
Journal of Marketing Research, 19(4): 550-561.

16. Fishbein, M. and I. Ajzen, 1975. Belief, attitude,
intention and behavior: An introduction to theory
and research. MA: Addison-Wesley.

17. McQuitty, S., A. Finn and J. Wiley, 2000.
Systematically varying consumer satisfaction and its
implications for product choice. Academy of
Marketing Science Review, 2000(10).

18. Hellier, P.K., G.M. Geursen, R.A. Carr and
J.A. Rickard, 2003. Customer repurchase intention: A
general structural equation model. European
Journal of Marketing, 37(11/12): 1762-1800.
doi:10.1108/03090560310495456

19. Blackwell, R.D., P.W. Miniard and J.F. Engel, 2006.
Consumer behavior (pp: 774). Thomson/South-
Western.

20. Brown, I.C., 1963. Understanding other culture.
Englewood Cliffs, N.J: Prentice Hall. NJ: Prentice Hall.

21. Mandal, S.K., 2000. Reconsidering cultural
globalization: The English language in Malaysia.
Third World Quarterly, 21(6), 1001-1012. doi:10.1080/
01436590020012007

22. Swift, J.S., 1991. Foreign Language Ability and
International Marketing. European Journal of
Marketing, 25(12): 36-49. doi:10.1108/ EUM
0000000000634

23. Kramsch, C., 1998. Language and culture. Oxford:
Oxford University Press.



Middle-East J. Sci. Res., 20(Language for Communication and Learning): 67-74, 2014

73

24. Schmitt, B.H., Y. Pan and N.T. Tavassoli, 1994. 36. Ajzen, I., 1991. The theory of planned behavior.
Language and consumer memory: The impact of
linguistic differences between Chinese and English.
Journal of Consumer Research, 21: 419-431. <http://
dx.doi.org/10.1086/209408>.

25. Usunier, J.C. and J. Shaner, 2002. Using linguistics for
creating better international brand names. Journal of
Marketing Communications, 8(4): 211-228.
doi:10.1080/13527260210146000

26. Nantel, J. and E. Glaser, 2008. The impact of language
and culture on perceived website usability. Journal
of Engineering and Technology Management,
25(1-2):112-122.doi:10.1016/j.jengtecman.2008.01.005

27. Mohammed, A. and M. Alkubise, 2012. How do
online advertisements affects consumer purchasing
intention: Empirical evidence from a developing
country. European Journal of Business and
Management, 4(7): 208-219.

28. Ilicic, Jasmina, J.B., 2012. Effectiveness of Indecent
Language in Advertising on Young Adult Consumer
Attitudes and Purchase Intent. Ournal of Promotion
Management.

29. Kemp, E. and S.W. Kopp, 2011. Emotion regulation
consumption: When feeling better is the aim. Journal
ofConsumerBehaviour,10(1):1-7.doi:10.1002/cb.341

30. Berthon, P., L. Pitt and J. Ford, 2005. The paradox of
advertising. International Journal of Advertising,
24(4): 539-541.

31. Chang, C. and Y. Lee, 2010. Effects of message
framing, vividness congruency and statistical framing
on responses to charity advertising. Journal of
Advertising.

32. Faseur, T. and M. Geuens, 2006. Different Positive
Feelings Leading to Different Ad Evaluations: The
Case of Coziness, Excitement and Romance. Journal
of Advertising, 35(4): 129-142. doi:10.2753/JOA0091-
3367350409

33. Micu, C.C. and T.G. Chowdhury, 2010. The effect of
aging and time horizon perspective on consumers’
response to promotion versus prevention focus
advertisements. International Journal of Advertising,
29(4): 621. doi:10.2501/s0265048710201373

34. Terence A. Shimp and Elnora W. Stuart, 2004.
The Role of Disgust as an Emotional Mediator of
Advertising Effects. Journal of Advertising, 33(1).

35. Luna, D. and L.A. Peracchio, 2002. Where there is a
will: Motivation as a moderator of language
processing by bilingual consumers. Psychology and
Marketing, 19(7-8): 573-593. doi:10.1002/mar.10026

Organizational Behavior and Human Decision
Processes, 50(2): 179-211.

37. De Run, E.C., T.C. Yee and M. Khalique,
2012. It’s not just a brand name: The impact of
language on consumer attitude and behavior.
International Journal of Research Studies in
Management, 1(2): 47-56. doi:10. 5861/ijrsm.
2012.v1i2.58

38. Giles, H., D.M. Taylor and R. Bourhis, 2008. Towards
a theory of interpersonal accommodation through
language: some Canadian data. Language in Society,
2(02): 177. doi:10.1017/S0047404500000701

39. Ajzen, I., 2002. Perceived Behavioral Control,
Self-Efficacy, Locus of Control and the Theory of
Planned Behavior1. Journal of Applied Social
Psychology, 32(4): 665-683. doi:10.1111/j.1559-
1816.2002.tb00236.x

40. Dyer, G., 1982. Advertising as communication
(Studies in communication). London: Routledge.

41. Ong, F.S., J.P. Kitchen and A.T. Jama, 2008.
Consumption patterns and silver marketing: an
analysis of older consumers in Malaysia. Marketing
Intelligence and Planning, 26(7), 682-698. doi:10.
1108/02634500810916663

42. Casalo, L.V., C. Flavián and M. Guinalíu, 2007. The
Influence of Satisfaction, Perceived Reputation and
Trust on a Consumer’s Commitment to a Website.
Journal of Marketing Communications, 13(1): 1-17.
doi:10.1080/13527260600951633

43. Sharma, N. and P.G. Patterson, 2000. Switching costs,
alternative attractiveness and experience as
moderators of relationship commitment in
professional, consumer services. International
Journal of Service Industry Management,
11(5), 470-490. doi:10.1108/09564230010360182

44. Biddle, B.J. and M.M. Marlin, 1987. Causality,
confirmation, credulity and structural equation
modeling. Child Development, 58: 4-17.

45. Mason-Hawkes, J. and K. Holm, 1989. Causal
modeling: A comparison of path analysis and
LISREL. Nursing Research, 38: 312 - 314.

46. Pedhazur, E.J., 1982. Multiple regression in behavioral
research (2nd ed.). New Y ork:ý Holt, Rinehart and
Winston.

47. Peyrot, M., 1996. Causal analysis: Theory and
application. Journal of Pediatric Psychology,
21: 3 -24.



Middle-East J. Sci. Res., 20(Language for Communication and Learning): 67-74, 2014

74

48. Aldwin, C.M., 1994. Stress, coping and development: 50. Kim, J., J. Kaye and L. Wright, 2001. Moderating and
An integrative perspective.ý New Y k: G Guilford. media ting effects in causal models," Issues in Mental

49. Holmbeck, G.N., 1997. T oward terminological, Health Nursing, 22: 63-75.
conceptual and statistical clarity in the study of
mediators and moderators: Examples from the child-
clinical and pediatric psychology ýliteratures. Journal
of Consulting and Clinical Psychology, 4, 599 -610.ý


