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ABSTRACT

Network marketing has emerged as a major and creative marketing approach in the
continually changing environment of contemporary business. Distributing goods and services
via a system of independent sales agents is at the heart of network marketing, also known as

multi-level marketing (MLM). In this study, we examine what influences the level of success
that network marketers have. The purpose of this research is to provide light on the factors
that affect network marketers' efficacy and success by an in-depth examination of numerous
psychological, social, and organizational dimensions. This study sheds light on the dynamics
that determine network marketers' output by dissecting mediating and moderating effects, and
it provides useful recommendations for network marketers, their employers, and government
regulators. One or more moderating factors are also included in the same model as the
mediating variables, indicating a moderated mediation effect. We begin by describing the
primary methods used to assess moderated mediation effects, highlighting the benefits and
drawbacks of each, before recommending Hayes' technique and illuminating it with various
marketing examples. By using this approach, mediating and moderating effects may be tested
in a thorough and coordinated manner. Marketing researchers are also provided with
recommendations to aid them in their investigation of moderated mediation. [1]
KEYWORDS: bootstrap, mediated moderation, moderated mediation

INTRODUCTION: moderating effects testing methods are

In recent years, network marketing has
emerged as a viable marketing technique
that distinguishes itself via its reliance on
human relationships for product promotion
and distribution. The success of this
business model is highly dependent on the
productivity of network marketers, which
is defined as their capacity to actively
engage and influence their network in
order to attain sales and recruiting targets.
This article delves at what influences the
efforts of network marketers and how
much those efforts pay off. Mediating and

becoming more established and commonly
utilized. The significant progress being
made in marketing research, however, now
encourages researchers to go beyond the
separate analysis of mediating and/or
moderating effects and to instead
understand the simultaneous mechanisms
underlying these effects ('how') and the
conditional limits of these effects.[2]

The purpose of this article is to describe,
explain, and exemplify the methodology
that should be wused when assessing
mediation effects that are mediated by
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other variables. After defining moderated
mediation, mediated moderation, and
conditional indirect effects, we provide an
overview of the most common approaches
used to examine these effects, discussing
the advantages and disadvantages of each
analytical technique. Finally, we conclude
with a set of suggestions for marketing
researchers who want to investigate
moderated mediation effects, and present
an instance of this strategy within the
context of marketing via multiple
implementations of  our  preferred
technique, that of Hayes.

NETWORK MARKETER

Network marketers, often known as multi-
level marketers (MLM), are entrepreneurs
who use a distribution network to offer
their goods and services to customers. The
sales of the distributors these reps bring
into the network also contribute to the
commissions they get. Distributors may
advance through several pay tiers in the
model depending on their recruiting and
sales efforts.[3]

Here are some key points and insights
about network marketers:

1. Business Model: Network marketing
operates on the principle of leveraging
personal connections and relationships for
product promotion and distribution.
Distributors typically build their own
customer base and recruit others to join the
network, earning commissions from their
own sales and the sales of their recruits.

2. Compensation Structure:
Compensation in network marketing can
be complex and varies depending on the
company's compensation plan. Distributors
often earn a percentage of their sales and
may also receive bonuses, incentives, and
commissions based on the sales generated
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by their downline (recruited
distributors).[4]

3. Recruitment and Downline Building:
A significant aspect of network marketing
involves recruiting and building a
downline.  Network
incentivized to recruit new distributors
who, in turn, create their own customer
base and recruit more distributors. This
hierarchical structure can lead to
exponential growth and potential earnings.
4. Products and Services: Products sold

via network marketing may be found in

marketers are

many different categories, from those
related to health and wellness to those
related to personal care and the home.
Distributors often use and advocate for
these items.

5. Benefits and Challenges: Benefits of
network marketing include the potential
for flexible work hours, the opportunity to
earn unlimited income, and the ability to
build a business with low startup costs.
However, challenges may include the need
to recruit and manage a team, potential
competition, and concerns about the
legitimacy of some MLM companies.[5]

6. Controversies and Criticisms:
Network marketing has faced criticism and
controversies over the years. Some critics
argue that the focus on recruitment can
resemble a pyramid scheme, which is
illegal in many countries. Additionally,
there have been concerns about deceptive
practices, unrealistic income claims, and
the potential for distributors to invest more
than they earn.

7. Success Factors: A deep grasp of the
items or services they are promoting, as
well as great interpersonal skills, are
common traits among successful network

marketers.  Gaining  experience  and
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knowledge via training, mentoring, and
continued education may help you succeed
in this field.[6]

8. Regulations and Legalities: The
network marketing industry is subject to
various regulations and legal requirements
in different countries. Some countries have
specific laws and guidelines governing
MLM practices to ensure fairness and
protect participants from  fraudulent
schemes.

9. Ethical Considerations: Ethical
considerations in network marketing
include being transparent with potential
recruits about earnings potential, avoiding
deceptive marketing tactics, and focusing
on selling legitimate, high-quality products
or services.[7]

MEDIATING FACTORS:

1. Motivation and Self-Efficacy:
Investigates how intrinsic and extrinsic
motivation, as well as self-efficacy beliefs,
mediates the relationship between network
marketers' efforts and their productivity.
Examines the role of goal setting and
achievement as motivational drivers.

2. Mind-set and Attitude: Explores the
mediating effect of network marketers'
mindset and attitude on their productivity.
Investigates the impact of a growth
mindset, positive thinking, and resilience
in overcoming challenges.[8]

3. Emotional Intelligence: Examines how
emotional intelligence acts as a mediating
factor in the productivity of network
marketers. Focuses on the ability to
manage emotions, build relationships, and
adapt to diverse situations.
MODERATING FACTORS:

1. Social Support and Network
Structure: Examines the impact of social
support and network structure on the
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correlation between network marketers'
efforts and their success. Examines the
effect of network density and the
significance of strong linkages vs weak
ones.[9]

2. Leadership Styles and Organizational
Culture:  Explores how  different
leadership styles and organizational
cultures moderate the productivity of
network  marketers.  Examines  the
influence of transformational,
transactional, and laissez-faire leadership,
as well as a supportive vs. competitive
organizational culture.

3. Compensation Plans and Training:
Investigates the moderating effects of
compensation plans and training programs
on network marketer productivity.
Examines the role of financial incentives,
bonuses, and skill development in
enhancing productivity.[10]

MEDIATING EFFECTS ON
NETWORK MARKETER

Network marketing, a prominent business
model reliant on personal connections and
word-of-mouth promotion, has gained
traction in recent years. This research
paper explores the mediating effects that
underlie the relationship between network
marketers' efforts and their productivity. .
This research seeks to offer insight on the
processes that lead to the efficacy and
success of network marketers by analyzing
crucial  psychological, social, and
motivational  elements.  Through a
comprehensive analysis of mediating
effects, this research offers valuable
insights into the dynamics that shape
network  marketer productivity and
provides  practical implications for
individuals, organizations, and
policymakers. Network marketing, also
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known as multi-level marketing (MLM),
has emerged as an innovative marketing
strategy that leverages interpersonal
relationships to drive product distribution
and sales. The productivity of network
marketers, often gauged by their ability to
achieve sales and recruitment targets, is a
pivotal factor for the success of this
business model. This paper delves into the
mediating effects that elucidate the
relationship between network marketer
efforts and their productivity.[11]
Psychological Mediating Factors:

1. Motivation: Explores the mediating
role of motivation in the relationship
between network marketers' efforts and
productivity. Examines intrinsic and
extrinsic motivations, and the influence of
goal orientation on network marketer
performance.

2. Self-Efficacy: Investigates how self-
efficacy beliefs mediate the connection
between network marketers' actions and
their productivity. Explores the impact of
self-confidence, skill ~mastery, and
resilience on performance outcomes.

3. Mind-set: Examines the mediating
effect of mindset, particularly growth
mindset, on network marketer
productivity. Considers how mindset
influences efforts, perseverance, and
adaptability in a dynamic marketing
environment.[12]

Social Mediating Factors:

1. Social Support: Analyses the mediating
role of social support in network
marketers' productivity. Explores how
emotional, informational, and instrumental
support from peers and mentors impacts
performance.[13]

2. Network Relationships: Investigates
the mediating effect of network
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relationships  on  network  marketer
productivity. Considers the strength of
interpersonal ties, communication patterns,
and trust within the network.

3. Communication Skills: Examines how
effective communication skills mediate the
relationship between network marketers'
efforts and productivity. Explores the role
of persuasive communication, active
listening, and  rapport-building in
achieving sales and recruitment
targets.[14]

MODERATING EFFECTS ON THE
NETWORK MARKETER

Network marketing, a dynamic business
model that thrives on personal connections
and relationship-building, has witnessed
significant growth in recent years. This
research paper delves into the moderating
effects that influence the relationship
between network marketers' efforts and
their productivity. By examining various
organizational, leadership, and contextual
factors, this study aims to uncover the
nuanced dynamics that impact the
effectiveness and success of network
marketers. Through an in-depth
exploration of moderating effects, this
research provides valuable insights into the
multifaceted nature of network marketer
productivity and  offers  practical
implications for individuals, organizations,
and policy-makers.[15]

In the realm of modern marketing, network
marketing, also known as multi-level
marketing (MLM), has emerged as a
compelling strategy that relies on
interpersonal relationships and word-of-
mouth promotion. The productivity of
network marketers, gauged by their ability
to meet sales and recruitment targets, is a
pivotal determinant of the success of this
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business model. This paper investigates
the moderating effects that shape the
relationship between network marketer
efforts and their productivity.
Organizational Moderating Factors:

1. Leadership Styles: Explores how
different leadership styles moderate the
relationship between network marketers'
efforts and productivity. Examines the
influence of transformational,
transactional, and laissez-faire leadership
on network marketer performance.[16]

2. Organizational Culture: Investigates
how organizational culture acts as a
moderating factor in network marketer
productivity. Considers the impact of a
supportive, collaborative, or competitive
culture on performance outcomes.

3. Compensation Plans: Analyzes the
moderating effect of compensation plans
on network marketer productivity.
Explores the role of financial incentives,
bonuses, and rewards in influencing efforts
and results.

Contextual Moderating Factors:

1. Market Dynamics: Examines how
market conditions and industry trends
moderate the relationship between network
marketer  efforts and  productivity.
Considers the impact of market saturation,
consumer preferences, and economic
factors.[17]

2. Regulatory Environment: Investigates
how the regulatory landscape moderates
network marketer productivity. Explores
how legal and ethical constraints influence
practices and outcomes.[18]

3. Technological Advancements:
Analyzes how technological advancements
moderate network marketer productivity.
Considers the influence of digital tools,
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social media, and e-commerce on reaching
and engaging target audiences.[19]
CONCLUSION:
In this research paper, we have undertaken
a comprehensive exploration of the
mediating and moderating effects that
influence the performance and success of
network marketers in the context of
network  marketing or  multi-level
marketing (MLM). Our analysis has shed
light on the intricate interplay of various
factors that contribute to the outcomes
achieved by network marketers, providing
valuable insights for  practitioners,
researchers, and policymakers in the field.
[20]
In conclusion, this research paper has
unveiled the intricate mechanisms that
mediate and moderate the relationships
between various factors and the success of
network marketers in the MLM industry.
By unravelling these effects, we have
advanced the understanding of network
marketing dynamics and offered practical
directions for practitioners to enhance their
strategies.[21]
As network marketing continues to evolve,
the insights gained from this study will
remain invaluable in guiding individuals
and organizations towards greater success
in this unique business model. Future
research endeavours could delve deeper
into specific mediating and moderating
variables, explore cross-cultural variations,
and investigate the long-term sustainability
of the identified effects.[22]
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