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73
Principal component matrix (PC
matrix), 75
Product term method, 40



206 Index

in CB-SEM, 31
in PLS-SEM and interpreting
results, 31-34, 39-42
step-by-step guidelines to account
for continuous moderator
constructs, 44-45
Propensity score matching (PSM), 60

QQR estimates, 85-86
Qualitative Comparative Analysis
(QCA), 137-138, 160
Quantile on quantile approach (QQ
approach), 2, 73, 198
data, 75-78
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