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Abstract 
This paper focuses on influencer marketing, namely influencer attractiveness, 

influencer trustworthiness and influencer expertise on consumer purchase intention with 
consumer trust as a mediating variable in the digital market of Pakistan. The research design 
used was quantitative, cross-sectional with data being gathered using 330 respondents through 
a structured questionnaire. Analysis was done using the Partial Least Squares Structural 
Equation Modeling (PLS-SEM). Findings have shown that the three characteristics of 
influencers have a strong impact on consumer trust which subsequently is a strong predictor 
of purchase intention. The mediation analysis substantiates that consumer trust completely 
mediates all three influencer-to-purchase intention mediating factors. The research has 
valuable theoretical and managerial implications to the burgeoning body of literature on 
influencer marketing in the new digital economies. 

 
Keywords: Influencer marketing, Consumer trust, Purchase intention, PLS-SEM, Digital 
market, Pakistan. 
Introduction 

The fast growth of social media platforms has radically changed the marketing 
communication environment and has brought about the field of influencer marketing as one of 
the most popular strategies by which brands hoping to capture digitally empowered consumers 
would consider. Influencer marketing is a marketing strategy that utilizes people with a large 
online following and perceived authority to market products and services, thus influencing 
consumer attitudes and behavioral intentions. In contrast to conventional advertising, the 
influencer marketing is based on perceived credibility, relatability, and parasocial interactions 
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between content creators and their audiences, which makes it especially useful to influence the 
purchasing choices of digitally engaged populations (Joshi et al., 2023). 

The digital economy of Pakistan has been growing rapidly within the last few years due 
to the growing influx of smartphone users, a rising number of people with access to the internet, 
and a skyrocketing number of social media users. Having more than 44 million social media 
users and a booming e-commerce market, Pakistan is a promising and untapped environment 
to study the digital marketing phenomena. Influencers have become a popular method of brands 
in the digital marketplace in Pakistan to reach and engage target audiences across different 
platforms, including Instagram, YouTube, and Tik Tok. Although this is a commercial 
momentum, little is known in the literature about how influencer marketing impacts consumer 
behavior in Pakistan (Riaz et al., 2025). 

A key concept in comprehending influencer marketing performance is the source 
credibility theory, which states that the persuasive effect of a communicator depends on three 
fundamental features, namely, attractiveness, trustworthiness, and expertise. Influencer 
attractiveness is a perceived physical and social appeal of the influencer; trustworthiness is the 
perceived honesty and reliability of the messages of the influencer; expertise is the perceived 
knowledge and competence of the influencer in a particular field. All these qualities influence 
consumer trust, one of the psychological conditions of confident dependency, and thus the 
mediation of converting the credibility of the influencer into the intention to purchase it in 
reality (Iqbal et al., 2023). 

This paper hypothesizes and empirically validates a theoretical construct where 
influencer attractiveness, trustworthiness and expertise affect the purchase intention using the 
mediating factor of consumer trust. By placing this question in the context of the digital market 
in Pakistan, the study addresses the call to research the context-specific issues in the emerging 
economies. 
Scope of the Study 

The research will be limited to the consumers who are part of the digital marketplace 
in Pakistan and have already been exposed to social media influencers. The variables of interest 
are the attractiveness of the influencer, the trustworthiness of the influencer, expertise of the 
influencer, the trust of the consumer and the intention to purchase. 
Research Objectives 
 To test the direct impacts of the influencer attractiveness, trustworthiness and expertise on 

consumer trust. 
 To determine the impact of consumer trust on purchase intention in the digital market in 

Pakistan. 
 To examine the mediating effect of consumer trust in the relationship between the 

influencer characteristics and purchase intention. 
 Obviously, to test the predictive validity and overall fit of the suggested PLS-SEM model. 
Research Questions 
 Are the influencer attractiveness, trustworthiness and expertise important in consumer trust 

in digital market in Pakistan? 
 Do consumer trust and consumer purchase intentions go together? 
 Do the relationships between the characteristics of influencers and purchase intention 

depend on consumer trust? 
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Literature Review 
Influencer marketing works based on theoretical foundations, most of which are based 

on the source credibility theory, which was initially theorized by Hovland and Weiss, and then 
used in marketing environments. Attractiveness of the influencers has been found to be a major 
cause of consumer involvement and formation of brand attitude. Beautiful influencers are seen 
as more inspirational and relatable and consumers internalize their recommendations and 
develop positive behavior intentions. In online space where visual information is a key 
component, physical and social beauty of influencers can be used as strong signals that can 
enhance interaction and credibility (Iqbal et al., 2023). 

The influencer trustworthiness is a measure of how an audience views an influencer as 
truthful, genuine and free of bias in their content. Especially in influencer marketing, where 
the lines between paid and organic content are unclear, trustworthiness becomes a particular 
issue because authenticity becomes a concern among the consumers (Alalwan et al., 2021). 
Those influencers who are perceived to be credible and transparent are likely to produce more 
consumer trust and hence the purchase intentions. The empirical data in the context of social 
media in Pakistan confirm that trustworthiness is one of the strongest forecasts of the outcomes 
of consumer behavior (Sarwar et al., 2025). 

Influencer expertise the perceived degree of knowledge and competence that an 
influencer displays in his or her niche also adds to the persuasiveness of the communications 
that the influencer makes. Influencers are considered experts and their product 
recommendations are more cognitively weight, which decreases the uncertainty of consumers 
and generates confidence in buying products. The mediating construct of consumer trust 
combines these credibility perceptions into an attitudinal state that is coherent and mediates the 
influencer characteristics and purchase intention. Trust is a psychological process in which 
credibility of the perceived influencer is translated into consumer behavior (Abdullah et al., 
2024). 
Hypotheses Development 
 H1: There is a strong positive implication for Consumer Purchase Intention of Influencer 

Attractiveness. 
 H2: Trustworthiness of the Influencers positively impacts Consumer Purchase Intention 

significantly. 
 H3: Consumer Purchase Intention is greatly positively influenced by Influencer Expertise. 
 H 4: There is a significant positive influence on Consumer Trust. 
 H5: Consumer Trust is positively impacted significantly by Influencer Trustworthiness. 
 H6: Consumer Trust has a considerable positive impact on influencer Expertise. 
 H 7: Consumer Trust positively influences Consumer Purchase Intention. 
 H8: There is a mediating role of Consumer Trust in the relationship between Influencer 

Attractiveness and Purchase Intention. 
 H9: Influencer Trustworthiness mediates through Consumer Trust in mediating between 

Purchase Intention and Influencer Trustworthiness. 
 H10: Influencer Expertise mediated through Consumer Trust does not have a Purchase 

Intention relationship. 
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Figure 1: Conceptual Framework 

 
Methodology 

It was a quantitative, cross-sectional research design with the aim of empirically 
investigating the relationships between the characteristics of influencer marketing, consumer 
trust, and purchase intention in the context of the digital market in Pakistan. The target market 
was social media users in Pakistan who had personal experience with influencer-promotions. 
Convenience sampling was used, as the sample of 330 respondents is quite common in the 
digital behavior of consumers research due to the limitations of access to online populations 
(Hair et al., 2021). 

The structured questionnaire was conducted via Google Forms through which a 
structured questionnaire was designed, and data were collected through this method. The five 
constructs were measured with the help of a five-point Likert scale (where 1 = Strongly 
Disagree; 5 = Strongly Agree), which comprised Influencer Attractiveness (IA), Influencer 
Trustworthiness (IT), Influencer Expertise (IE), Consumer Trust (CT), and Purchase Intention 
(PI). Scale items were modified based on validated measures in existing influencer marketing 
literature to be able to guarantee content validity and relevance. 

As the main method of analysis, PLS-SEM (partial least squares Structural Equation 
Modeling) has been used and implemented using SmartPLS 4.0. PLS-SEM is especially 
suitable in this research as it is better suited to predictive modeling, can easily work with non-
normal data, and can simultaneously evaluate measurement and structural model items (Hair 
et al., 2022). The analytical process involved descriptive statistics, Pearson correlation, 
construct reliability measure based on Cronbach alpha and Average Variance Extracted (AVE), 
discriminant validity measure based on Heterotrait-Monomethod (HTMT) ratio, direct path 
coefficient estimation and mediation analysis using bootstrapping with 5,000 subsamples. The 
Standardized Root Mean Square Residual (SRMR) was used to measure the model fit with 
results less than 0.08 being acceptable. Ethical issues such as anonymity of the respondents 
and voluntary participation were well taken care of. 
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Data Analysis and Results 
Descriptive Statistics 

Table 1: Descriptive Statistics 
Variable N Range Minimum Maximum Mean Std. Deviation Variance Kurtosis 
IA 330 3.80 1.20 5.00 3.4358 0.81375 0.662 −0.238 
IT 330 3.67 1.33 5.00 3.3919 0.88475 0.783 −0.806 
IE 330 4.00 1.00 5.00 3.4848 0.80101 0.642 −0.168 
CT 330 3.86 1.14 5.00 3.3260 0.82824 0.686 −0.493 
PI 330 3.75 1.25 5.00 3.3833 0.87975 0.774 −0.644 

Note: IA = Influencer Attractiveness; IT = Influencer Trustworthiness; IE = Influencer 
Expertise; CT = Consumer Trust; PI = Purchase Intention. 

Table 1 gives the descriptive statistics of all the five study constructs. The mean values 
are 3.33 to 3.48, which shows that the perceptions of all the variables are moderately positive 
among the respondents sampled. Standard deviations are between 0.80 and 0.88, indicating a 
moderate variability of responses. The values of kurtosis lie within acceptable ranges indicating 
that there is an approximation normality in the data distribution. The descriptive statistics report 
that the mean scores of all constructs are greater than 3.30, which means that the perceptions 
of the influencer characteristics, trust, and purchase intention of consumers are moderately 
positive. The fact that the Kurtosis values are low supports the fact that there are no extreme 
response patterns and that the data can be used to analyze it using SEM (Shehzadi et al., 2026). 
Correlation Analysis 

Table 2: Correlation Matrix 
 IA IT IE CT PI 
IA 1 0.029 −0.034 0.464** 0.489** 
IT 0.029 1 −0.051 0.435** 0.429** 
IE −0.034 −0.051 1 0.297** 0.334** 
CT 0.464** 0.435** 0.297** 1 0.718** 
PI 0.489** 0.429** 0.334** 0.718** 1 

** Correlation is significant at the 0.01 level (2-tailed). 
The Pearson correlation matrix is given in Table 2. The Purchase Intention has the most 

significant correlation with Consumer Trust (r = 0.718, p < 0.01). Influencer Attractiveness is 
the most correlated influencer trait with Consumer Trust (r = 0.464) and Purchase Intention (r 
= 0.489). The inter-correlations between the independent variables are low and this implies that 
there is little multicollinearity issue. The variables of all the influencer characteristics are 
statistically significant positively related to both consumer trust and purchase intention, which 
preliminarily support the proposed hypotheses. The high relation between the two (CT and PI) 
of 0.718 supports the pivotal role of consumer trust in the model (Sarwar et al., 2025). 
Construct Reliability 

Table 3: Construct Reliability and Convergent Validity 
Construct Cronbach's Alpha AVE 
IA 0.750 0.498 
IT 0.750 0.444 
IE 0.750 0.442 
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CT 0.750 0.400 
PI 0.749 0.571 

Table 3 gives the values of Cronbach’s alpha and Average Variance Extracted (AVE) of 
each construct. The alpha values are always 0.750, which is higher than the suggested alpha 
value of 0.70. PI (0.571), IA (0.498), IT (0.444), and IE (0.442) have values of AVE that are 
either near or equal to the 0.50 threshold; the AVE of CT is 0.400 which is slightly less than 
the threshold but is also within a reasonable range in exploratory situations. The alpha values 
of all five constructs are always greater than the 0.70 mark, and there is sufficient internal 
consistency. Although the vast majority of AVE values are close to the 0.50 value, the minor 
decrease in the value of CT is observed and interpreted with caution, but reliability evidence 
overall proves the sufficiency of the measurement model (Naeem et al., 2026). 
HTMT Test (Discriminant Validity) 

Table 4: HTMT Discriminant Validity 
Constructs 1 2 3 4 5 

1. CT —     

2. IA 0.616 —    

3. IE 0.397 0.153 —   

4. IT 0.580 0.097 0.115 —  

5. PI 0.956 0.650 0.448 0.572 — 

Table 4 gives the Heterotrait-Monotrait (HTMT) ratios and 95% bootstrap confidence 
intervals. The vast majority of HTMT values are lower than the conservative value of 0.90, 
which is in favor of a discriminant validity. The high value of PI / CT (0.956) indicates the high 
levels of theoretical and empirical overlap in line with the proposed mediation relationship in 
the framework. The HTMT ratios of most construct pairs are substantially less than 0.90, which 
ascertains that there is adequate discriminant validity all over the measurement model. The 
marginally higher ratio of PI/CT is also theoretical as consumer trust is a close and strong 
predictor of purchase intention and in line with other studies on the same topic of influencer 
marketing (Mahmood et al., 2026). 
Direct Effects 

Table 5: Direct Effects (Path Coefficients) 
Path β (O) Mean (M) STDEV T-Statistics p-Value 
IA → CT 0.460 0.460 0.040 11.390 0.000 
IT → CT 0.437 0.439 0.035 12.634 0.000 
IE → CT 0.338 0.340 0.037 9.089 0.000 
CT → PI 0.719 0.722 0.025 28.999 0.000 

The structural path coefficients are reported in Table 5 and were estimated using PLS-
SEM bootstrapping. There is also statistically significant (p < 0.001) evidence of all direct 
relationships among influencer characteristics and consumer trust. The greatest influence on 
the Consumer Trust is exerted by Influencer Attractiveness (= 0.460), then Influencer 
Trustworthiness (= 0.437) and Influencer Expertise (= 0.338). Purchase Intention is highly and 
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significantly predicted by Consumer Trust (= 0.719, p < 0.001). All the direct paths are 
statistically significant at p < 0.001 and t-statistics are significantly higher than the critical 
value of 1.96. Consumer Trust becomes a strong direct predictor of Purchase Intention (= 
0.719), whereas Influencer Attractiveness proves to be the strongest attribute of influencer that 
has an impact on Consumer Trust (Khalid et al., 2026). 
Mediation Analysis 

Table 6: Mediation Analysis (Specific Indirect Effects) 
Mediated Path β (O) Mean (M) STDEV T-Statistics p-Value 
IA → CT → PI 0.331 0.332 0.032 10.334 0.000 

IT → CT → PI 0.314 0.317 0.027 11.536 0.000 

IE → CT → PI 0.243 0.246 0.028 8.588 0.000 

Table 6 will show the specific indirect impact and will reflect the mediating factor of 
consumer trust in the relationship between the characteristics of influencers and purchase 
intention. All of the indirect effects are statistically significant (p < 0.001), which proves the 
full mediation of consumer trust in all the three influencer characteristic pathways. The certain 
indirect effects prove the fact that consumer trust completely mediates the relationships 
between all three influencer characteristics and purchase intention. Influencer Attractiveness 
has the greatest indirect effect (0.331) then Influencer Trustworthiness (0.314) then Influencer 
Expertise (0.243) with all of the paths being practically and statistically significant (Kamran et 
al., 2026). 
Moderation Effect 

Table 7: R-Square and Effect Size (f²) 
Construct / Path R² R² Adjusted f² 
CT 0.513 0.508 — 
PI 0.517 0.515 — 
IA → CT — — 0.434 
IT → CT — — 0.391 
IE → CT — — 0.233 
CT → PI — — 1.070 

A moderation variable is not included in the conceptual framework. Table 7 however 
provides the R-square and f-square values that support the power of explanation and size of 
effects in the structural model. The model describes 51.3% variance of Consumer Trust and 
51.7% variance of Purchase Intention, which is a good predictive value. The R2 of 0.513 and 
0.517 of CT and PI respectively indicate that the model has good explanatory power. The f 2 
value of CT PI (1.070) represents a large effect, the f 2 value of IA CT (0.434) and IT CT 
(0.391) also represent large effect sizes and the f 2 value of IE CT (0.233) represents a medium 
effect size, all of which substantiate the substantive significance of all structural relationships 
(Fahad et al., 2026). 
Summary of Hypothesis Testing 

Table 8: Summary of Hypothesis Testing 
Hypothesis Path Β T-Stat p-Value Decision 
H1 IA → PI 0.331 10.334 0.000 Supported 
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H2 IT → PI 0.314 11.536 0.000 Supported 
H3 IE → PI 0.243 8.588 0.000 Supported 
H4 IA → CT 0.460 11.390 0.000 Supported 
H5 IT → CT 0.437 12.634 0.000 Supported 
H6 IE → CT 0.338 9.089 0.000 Supported 
H7 CT → PI 0.719 28.999 0.000 Supported 
H8 IA → CT → PI 0.331 10.334 0.000 Supported 
H9 IT → CT → PI 0.314 11.536 0.000 Supported 
H10 IE → CT → PI 0.243 8.588 0.000 Supported 

Summary table 8 is the combination of the ten hypothesis testing results in accordance 
with the PLS-SEM results. The empirical evidence of all ten hypotheses is at p < 0.001, which 
proves the strength and soundness of the conceptual framework proposed in the context of the 
digital market of Pakistan (Bibi et al., 2026). 
Discussion 

The results of this research demonstrate that the nature of influencer marketing, which 
includes being attractive, trustworthy, and an expert, has a profound empirical basis on the 
perception of the consumer trust and, consequently, purchase intention of the digital market in 
Pakistan. Each of the ten hypotheses is accepted providing a logical and theoretically supported 
image of the functioning of influencer-mediated persuasion in a situation of an emerging digital 
economy. 

Influencer Attractiveness turned out to be the greatest predictor of Consumer Trust 
(0.460), which is aligned with the fact that influencers who look and socially attractive create 
a stronger parasocial bond with their followers, thus creating perceptions of reliability and 
identifiability with consumer values (Sarwar et al., 2025). The observation applies especially 
to the context of the Pakistani social media, where the aesthetically edited content on such 
platforms as Instagram and Tik Tok has a strong influence on consumer attitudes. Next in line 
was Influencer Trustworthiness (= 0.437) with its critical significance of perceived authenticity 
and transparency of an influencer communication (Alalwan et al., 2021). In a market where the 
consumers are becoming more and more skeptical of paid endorsements, credibility is a major 
differentiator of the effectiveness of influencers. The Influencer Expertise (β = 0.338) had also 
a significant influence on consumer trust, which confirms that the domain-specific knowledge 
increases the persuasion power of influencer content and decreases consumer uncertainty when 
assessing a particular product. 

The prevailing influence of Consumer Trust on Purchase Intention (0.719) highlights 
its potential as the main psychological process according to which the influence of influencer 
marketing is transformed into business results. The result is quite reminiscent of social 
exchange theory and the trust-commitment model, where trust is viewed as a precondition to 
consumer commitment and action. A value of 51.7% explains the variance of Purchase 
Intention in the model indicates that the model predicts a lot and the theoretical model is 
therefore suitable to the Pakistani digital market context. 
Limitations 

The study has shortcomings in the sense that it is cross-sectional and thus it cannot be 
used to draw conclusions on a causal basis in the long term. The convenience sampling 
technique could be a limitation to the generalizability of the results to the heterogeneous 
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population of digital consumers in Pakistan. Moreover, the data is self-reported, which means 
that there is a possibility of social desirability bias. The paper is also limited to three types of 
influencer features, and other potential dimensions, including the quality of content or the type 
of platform are not discussed. 
Future Research Direction 

Longitudinal designs should be adopted in future studies to determine the development 
of influencer-consumer relationships and track the change of trust and purchase intention in the 
long run. Other moderate variables that researchers could investigate to enhance theoretical 
knowledge are product involvement, type of platform or consumer skepticism. Further 
comparison of these findings with other South Asian digital market would contextualize and 
further extend the findings. Inclusion of objective data of behavior like actual purchase records 
would enhance validity of future models (Ahmad et al., 2021). 
Conclusion 

This work confirms that the elements of influence marketing including attractiveness, 
trustworthiness, and expertise are important elements that influence consumer purchase 
intention in the digital market in Pakistan and the mediator of these elements is consumer trust. 
This study is contextually relevant and useful in influencer marketing research through 
empirically validating a trust-mediated influencer marketing model in the context of a 
developing economy. Researchers in Pakistan suggest that influencer choice should be based 
on perceived attractiveness, authenticity, and expertise in a specific domain to attract the 
highest consumer trust and motivate them to make a purchase in an ever-changing digital 
market. 

 
References 
Abdullah, M., Farooq, H., Mukhtar, S., Mushtaq, S., & Hassan, S. M. N. U. (2024). Effect of 

Social Media Influencers’ Credibility on Consumers’ Purchase Intentions: A Mediating 
and Moderating Analysis. Journal of Education and Social Studies, 5(2), 521–534. 
https://doi.org/10.52223/jess.2024.5232 

Bibi, A., Khan, I. U., Fahad, S., & Khalid, Z. (2026). FROM SOCIAL MEDIA MARKETING 
TO CUSTOMER LOYALTY: THE MODERATING ROLE OF BRAND TRUST IN E-
COMMERCE. https://doi.org/10.5281/ZENODO.18813373 

Fahad, S., Khan, I. U., Bibi, A., & Sarwar, A. (2026). The Impact of Multi-Dimensional 
Engagement on Talent Retention and Organizational Performance: The Mediating Role 
of Employee Engagement in the Nursing Workforce. Journal of Political Stability 
Archive, 4(1), 208–226. https://doi.org/10.63468/jpsa.4.1.12 

Hair, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S. (2021). Partial 
Least Squares Structural Equation Modeling (PLS-SEM) Using R: A Workbook. 
Springer International Publishing. https://doi.org/10.1007/978-3-030-80519-7 

Iqbal, A., Aleem, D. U., Quratulain, D. S., & Sufyan, M. (2023). Investigating the Influence of 
Trust, Attractiveness, Perceived Expertise, and Perceived Credibility on Attitude 
Toward the Influencer: The Mediating Role of Attitude Toward the Influencer and 
Moderating Role and Perceived Risks. KASBIT Business Journal, 16(3), 41–60. 

Joshi, Y., Lim, W. M., Jagani, K., & Kumar, S. (2023). Social media influencer marketing: 
Foundations, trends, and ways forward. Electronic Commerce Research, 25(2), 1199–
1253. https://doi.org/10.1007/s10660-023-09719-z 



 
 

 

AL-AASAR Journal 
Quarterly Research Journal 
www.al-aasar.com 

Vol. 3, No.2 (2026) 
Online ISSN: 3006-
693X 

Print ISSN:3006-6921 
 

66 
 

Kamran, Khan, I. U., Mahmood, U., & Khalid, Z. (2026). JOB AUTONOMY, MANAGEMENT 
SUPPORT, AND DIGITAL COMPETENCE EFFECTS ON PRODUCTIVITY: 
ENGAGEMENT MEDIATION. https://doi.org/10.5281/ZENODO.18857603 

Khalid, Z., Khan, I.-U., Sarwar, A., Bibi, A., & Ali, N. (2026). The Impact of AI, Digital 
Learning, and Blended Approaches on Student Engagement for Inclusive Education. 
The Critical Review of Social Sciences Studies, 4(1), 90–105. 
https://doi.org/10.59075/5r5c2740 

Mahmood, U., Khan, I.-U., Kamran, & Khalid, Z. (2026). Digital marketing adoption as a 
strategic mediator between capabilities and performance: Evidence from SMEs in 
Pakistan. Social Sciences Spectrum, 5(1), 102–115. 
https://doi.org/10.71085/sss.05.01.466 

Naeem, Z., Khan, I. U., Shehzadi, I., & Khalid, Z. (2026). Exploring the Relationship Between 
Sustainable Business Practices and Brand Loyalty: Evidence from Pakistan’s 
Manufacturing and Retail. Journal of Political Stability Archive, 4(1), 401–415. 
https://doi.org/10.63468/jpsa.4.1.23 

Riaz, A., Aslam, A., & Rahil, A. B. (2025). Exploring the Impact of Social Media Influencer 
Marketing on Consumer Choices: Evidence from Pakistan’s Fashion Industry. The 
Critical Review of Social Sciences Studies, 3(2), 1089–1108. 
https://doi.org/10.59075/1m22cw38 

Sarwar, A., Khan, I. U., & Khalid, Z. (2025). Influencer Marketing’s Trust Crisis: The Impact 
of Fake Followers, Paid Reviews and Non-Disclosure of Sponsorship on Brand 
Reputation Damage. Journal of Social and Organizational Matters, 4(1), 674–687. 
https://doi.org/10.56976/jsom.v4i1.381 

Shehzadi, I., Khan, I.-U., Ul Rehman, A., shafia, & Sarwar, A. (2026). HOW HR PRACTICES 
REDUCE TURNOVER INTENTION: EXAMINING THE MEDIATING ROLE OF 
WORK-LIFE BALANCE. https://doi.org/10.5281/ZENODO.18953671 

 


