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ABSTRACT

Beginningwith theadventof the internet in themid-nineties,e-commercestarted tobeaviable
alternativewayofshoppingforconsumersworldwide.Withoutdoubt,itcouldbesaidthate-commerce
hasbecomeindispensableinourlives.Therecentglobalpandemichasincreasede-commerceadoption
byelderlypeopleevenfurtherasthesolewayofbuyingtheirneeds.Thispaperstudiesthedirectand
indirecteffectsofproductportfolioinB2Ce-commercewebsitesoncustomers’purchaseintention
throughperceivedvalueandbrandloyalty.SEMmethodwasusedtotestthehypotheses.Theresultsof
thestudyindicatethatproductportfoliodoesnothaveadirecteffectonpurchaseintention.However,
itdoeshaveanindirectinfluenceonpurchaseintentionthroughperceivedvalueandbrandloyalty.
Asaresult,thisstudyvalidatestheextantliteraturebyconfirmingthemediatingroleofbrandloyalty
betweentherelationshipbetweenperceivedvalueandpurchaseintention.Thefindingsobtainedare
believedtoprovideasignificantcontributiontotherelatede-commerceliterature.
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1. INTROdUCTION

With the advent of the Internet, consumer-buying behavior has started to change permanently.
Thankstoitsconvenientnature,onlineshoppinghasbecomethepreferredmediumofconsumption
forconsumersallaroundtheworld.This trendhasacceleratedin therecentyears.Owingto the
ever-increasingmobilepenetration ratesand increasedadoptionofsmartphones, thischangehas
becomemoreprevalentintherecentyears.Asoneofthepartsofthistrend,electroniccommerce
(e-commerce)hasstartedtobeapreferredwayofconductingbusinesswiththebrands.Assuch,
globaladoptionofe-commercepavedthewaytoasubstantialincreaseine-commercegrowthrates.
B2Ce-commerceshareoftotalglobalretailsaleshasalmostdoubledin5years.

E-Commercecanbedefinedastheuseofdigitalmediumtoconductbusinesstransactions(WTO,
2020).Business-to-Consumer(B2C)e-commercehasaspecial importancebyenabling tradefor
consumersworlwide,providingmoreconvenientwaysofshopping.Asaconsequence,businesses
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shouldtakee-commerceintoaccountwhenformulatingtheirstrategies.Therefore,scholarsaswell
asmarketingandbrandmanagershavetotailortheireffortstowarde-commerceenvironment.

In explaining the rise of e-commerce medium, some unique characteristics of e-commerce
environmentareworthnoting.First,e-commerceenablesindividualsallaroundtheworldtobuyfrom
anywhereatanytime(Rohmetal.,2004).E-commerceenablesincreasedvalue-addbyprovidingplace
utility(locationindependency)andtimeutility(beingabletobuyona7/24basis).Additionally,online
consumersseekmorevariety(Donthuetal.,1999).Wideproductportfolio,thatis,offeringabroader
arrayofproductassortmentsisalsocriticalforprovidingabettershoppingexperience(Kimetal.,
2003).Productportfoliohasevenincreasedmore,andthus,hasbecomemoreimportantnowadays
asglobalgiante-commercewebsiteslikeAmazon,eBayetc.dominatethee-commercemarketsby
providingone-stop-shoppingexperiencetotheironlineconsumers(Srinivasanetal.2002).Assuch,
thisstudyanalyzesproductportfolio’seffectoncustomerperceivedvalue,brandloyaltyandpurchase
intentioninthecontextofe-commerce.TherecentCovid-19(Coronavirus)pandemic,inparticular,
hasbroughtaboutthefactthatevenelderlypeoplewhoarenotsoacquaintedwiththeonlinemedium
havefelttheneedtouseonlineshoppingasthesolemethodforfulfillingtheirneedstosurviveduring
lockdown.Shoppingofallkindsofnecessitiesisnowpossiblethroughglobale-commercewebsites
likeAmazon.com.Evennicheproductsthatarenotavailableinphysicalstorescanconvenientlybe
foundinthee-commerceenvironment.Thee-commerceadoptionrateincreasedsharplyfrom13
percentto30percentinasingleyear,whichwasprojectedtoreachin5years(Salesforce,2020).
Firsttimedigitalconsumersaccountforabout40percentofthegrowthine-commerceconsumption.
Thesedevelopmentshavepavedthewayfore-commercewebsitestofurtherexpandandenrichtheir
productofferingstomeettheneedsoftheirconsumers.Productportfolio,thatis,thewidthanddepth
ofproducts,offeredine-commercewebsiteshasbecomeanimportantfactor in thecompetitive
e-commerceenvironment.Consumersincreasinglyspendmoretimedealingwithe-commercegiants
likeAmazon,eBay,AliExpressas themeansfor“one-stopshopping”,searchingforallkindsof
products.Hence,wideproductportfoliohasbecomeasought-aftercriterionine-commercewebsites.
Infact,wideproductportfolioisadecisivefactorofe-commerceduetothefactthatconsumerscan
findeverything,includingeventhenicheitemsthatcannotbefoundelsewhereone-commerceweb
sites.Productportfolioisincreasinglyimportantintoday’sworldasconsumersfromallaroundthe
worldincreasinglyresorttoe-commerceforfulfillingtheirneedsofalltypesinthepost-pandemic
marketingenvironment.

Themotivationbehind this research is that,althoughthere isanexcessofwork thatstudies
theeffectofe-servicequalitydimensionsoncustomerloyaltyandpurchaseintentionintheextant
literature(Srinivasanetal.,2002;Chaoetal.,2014;Kassimetal.,2010;Otimetal.,2006;Kumar
etal.,2020),thereareonlyafewstudiesthatfocusspecificallyonproductportfolioasadistinctand
increasinglyimportantdimensionofe-servicequality(Zengetal.,2009;Jiangetal.2016).

Zeng et al. (2009) assessed product portfolio as one of the key subconstructs of customer
satisfactionasaprecedenttopurchaseintentionandhavefoundoutthatproductportfoliohasadirect
significanteffectonpurchaseintentionine-commerceenvironment.

Similarly,Jiangetal.(2016)havestudiedproductportfolioasoneofthemainfivedimensions
ofe-servicequalitythataffectperceivedvalueandbrandloyalty.Jiangetal.(2016)studyconforms
withParasuramanandGrewal’s(2000)quality-value-chainmodel.Thepresentstudyisinnovativein
thatitfillsthegapintheliteraturebyassessingalltheafromentionedphenomena,namely;product
portfolio,perceivedvalue,brandloyaltyandpurchaseintentiontogetherbyinvestigatingthedirect
andindirectrelationshipsbetweenthem.

Brandingstrategy,customersatisfaction,brandloyaltyandpurchaseintentionarecrucialtothe
overallperformanceofB2Ce-commercewebsites.

There are a numberof studies in the extant literature that investigate the effect of different
electroniccommercequalityconstructsondifferentvariables.Thesummaryoftheexistingresearch
whichfocusparticularlyonperceivedvalue,brandloyaltyandpurchaseintentionisgiveninTable1.
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Ascanbeseenfromthefigure,althoughthereareafewstudiesthatinvestigatetheeffectof
productportfolioonbrandloyaltyandperceivedvalue,thereisalackofstudythatfocusparticularly
onthechaineffectofthesevariablesasawhole.

Hence,thisstudytriestofillinthegapintheliteraturebyanalyzingtheindirect,aswellasdirect
effectsofproductportfoliooncustomers’purchaseintentionthroughcustomerperceivedvalueand
loyaltytothewebsites.Inconceptualbackground,productportfolio,perceivedvalue,brandloyaltyand
purchaseintentionconceptsarediscussed.Conceptualmodelisfollowedbyintroducingtheresearch
modelandmethodology.Thelastpartincludestheanalysisresults,discussionandimplicationsfor
futureresearch.

2. CONCEPTUAL BACKGROUNd

2.1. Product Portfolio
Productportfolioreferstothebreadthanddepthofproductsfoundine-commercewebsites(Rangone
etal.,2000).Simonson(1999),ontheotherhand,definedproductportfolioasthetotalsetofitems
offeredbyanonlineretailer.Throughe-commercewebsites,itisconvenientforconsumerstosearch
andfindawidevarietyofproducts(i.e.Amazon.com,eBayetc.)

Thesignificantimportanceofproductportfolioine-commercewebsiteshasbeenhighlightedby
differentscholars(Yangetal.2004;Srinivasanetal.2002).Productvarietyhasbeenacknowledged

Table 1. Summary of the existing research on e-service quality and related constructs

Authors(Years) Context Variables Consequences Sample Size

LinandSun(2009) OnlineShopping
customersinTaiwan

e-ServiceQuality
Perceived
Usefulness
PerceivedEase
ofUse

BrandLoyalty 221

Bernardoetal.(2012)
OnlineTravel
AgencyCustomers
inSpain

FunctionalQuality
HedonicQuality

PerceivedValue
BrandLoyalty 1201

Chiuetal.(2014)
OnlineShopping
(Yahoo!Kimo
ShoppersinTaiwan)

UtilitarianBenefit
HedonicBenefit

Repurchase
Intention 782

Wenetal.(2014)
OnlineShopping
(CollageStudents
inUS)

ChannelQuality
includingproduct
portfolio

BrandLoyalty
Customer
Satisfaction

717

Gaoetal.(2015) MobileShoppersin
China e-ServiceQuality

Customer
Satisfaction
Repurchase
Intention

426

Jiangetal.(2016) OnlineShopping
customersinUS

e-ServiceQuality
includingproduct
portfolio

PerceivedValue
BrandLoyalty 235

Yangetal.(2017) MobileShoppersin
China

e-ServiceQuality
m-ServiceQuality

Customer
Satisfaction
Repurchase
Intention

317

Zhouetal.(2019) TelecomCustomers
inChina e-ServiceQuality

BrandLoyalty
Customer
Satisfaction

9249
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asanimportantfactorine-commercepractices.Thisisbecausecustomersexpecttoseeavarietyof
choicestopickfrominagivencategoryaccordingtotheirdiverseneeds(Barcia,2000;ChoandPark,
2001).Althoughproductportfolioisclassifiedasoneoftheimportante-servicequalitydimensions,
thisdimensionisnotstudiedasmuchasotherdimensionsintheliterature.Oneofthefewstudieson
productportfolioisthatofJiangetal.(2016)inwhichproductportfolioisfoundtodirectlyaffect
perceivedvalueandbrandloyaltyinB2Ce-commercesetting.

Inconformingthesignificanceofproductportfolioine-commercesetting,Pageetal.(2002)
have identified thewideproduct assortment asoneof thekey ingredients inbuildingperceived
value.Likewise,Srinivasanetal.(2002)havepointedoutproductportfolioasaprecedenttobrand
loyaltyine-commerce.Chaoetal.(2014),ontheotherhand,havestudiedtheeffectofanumberof
variablesonpurchaseintentioninonlineshoppingandfound,amongothers,productportfoliotobe
affectingpurchaseintention.Furthermore,Yanetal.(2016)arguethatproductportfolioevenplays
animportantroleinrecommendationsystemsinonlinesetting.

Onepeculiarcharacteristicofthee-commercesettingisthatconsumerscouldfindsomeparticular,
nicheproductsonlyinthee-commerceenvironment.Thisisbecausesuchnicheproductsarenot
availableinphysicalstores.Thisdistinctcharacteristicofe-commercesignifiestheimportanceof
productportfoliofurtherinonlineshopping.Thisattributeofe-commercewebsitescouldalsobe
classifiedasconvenience(Jiang2013).Inrecentyears,e-commercewebsiteshaveincreasedtheir
productrangeevenfurtherinordertopositioningthemselvesas“one-stop-shop”brands.Amazon.
com,Aliexpress.comandthelikebrandscanbeprovidedasexamplestosuche-commercewebsites.

Inthelightofrecenttrends,itismoreimportantthanevertointerrogatetheeffectofproduct
portfolioonothercriticaldimensionsine-commercewebsites.Withinthisframework,thisstudy
focuses on perceived value, brand loyalty and purchase intention as the dimensions affected by
productportfolio.

2.2. Customer Perceived Value
Equitytheorycanbeassessedastheoriginofcustomerperceivedvalue.Accordingtotheequity
theory,customersassesstheoutcome,thatis,whattheygetbasedontheinputandwhattheygive
intheirrelationshipwiththeotherparty(Oliveretal.,1988).Inotherwords,customersassessthe
ratioofoutputtheyreceivetothecostsandsacrificestheymadeand,asaresult,expecttobetreated
equitably(Boltonetal.,1999).Thisevaluationprocessisinclusiveofevaluationofnon-monetaryas
wellasmonetarycosts.Non-monetarycostsincludetimecost,theenergyandmentaleffortrequired
toperformthetransaction,etc.(Oliveretal.,1988,Komulainenetal.,2007).Adoptingthisview,
Oliver(1997)definedcustomerperceivedvalueasanoverallassessmentoftherisksandrewardsin
conductingbusinesswithabrandanditsproducts.

Althoughcustomerperceivedvaluebasicallyrepresentsthistradeoffbasedonequitytheory,
somescholarsarguethatperceivedvalueisabroaderconceptthatalsoincorporatesratherintangible
constructslikeoverallshoppingexperienceandsoforth.(Zeithaml,2000;Sinhaetal.,1998).As
such,Zeithaml(2000)definescustomerperceivedvaluemorebroadlyastheoverallassessmentofthe
utilityofabrand’sproductorserviceasperceivedbycustomers.Thisutilityisnotinconsiderationof
theproductonitsown,butine-commercesetting,brand’swebsitequality,productportfolioetc.all
contributetothevalueperceivedbycustomers(Keeney,1999).Assuch,thisstudyadoptsZeithaml’s
broaderdefinitionofcustomerperceivedvalue.

Given the fact that competition is even higher in online shopping, Yang et al. (2004) has
demonstrated the direct effect of perceived value in achieving brand loyalty in e-commerce.
Regarding the effect of customer perceived value on purchase intention, some scholars have
associatedcustomerperceivedvalueasadirectantecedenttopurchaseintention.ChenandDubisky
(2003),forexample,identifiedcustomerperceivedvalueasacriticalvariablethathaseffecton
purchaseintention.However,manyscholarsidentifycustomerperceivedvalueasavariablethat
contributestobrandloyaltyinthelongrun,whichultimatelypaveswaytorepeatpurchaseintention.
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Weargue that thisview ismoreappropriateaspurchase intention isa long-termphenomenon
whereascustomerperceivedvalueisratheramomentaryphenomenonthatrepresentsthereflection
oftheexperienceatthatparticularmoment.

As such, inour researchmodel,wedonotproposeadirect relationshipbetweencustomers
perceivedvalueandpurchaseintention.Incontrast,weproposethatcustomerperceivedvalueaffects
brandloyaltyandbrandloyalty,inturn,affectspurchaseintentioninthelongrun.

Customerperceivedvaluereflectsconsumers’netgainfromtheirconsumptionbehavior,thusit
islikelytobeusedasanindicatorofpurchaseintention(ChenandDubinsky,2003).Inotherwords,
customersgenerallychoosecertainproductsbasedontheirsuperiorvaluecomparedtocompeting
products.Itisespeciallythecaseine-commercesettingthatcustomerssearchforwebsitesthatprovide
bettercustomervalue(ChangandWang,2011).

Building long-term relationships and loyalty with the consumers is especially important in
e-commercebecauseofthefactthatconsumerscaneasilyfindalternativesinanonlinemedium.

2.3. Brand Loyalty
Brandloyaltyisdefinedasaconsumer’sdisposition(intermsofpreference,attituteandbehavior)to
oneormorebrandsinaproductcategory(Engeletal.,1982).Odinetal.(2001)definebrandloyalty
asthedegreetowhichaconsumeriscommittedtoabrand,andBouldingetal.(1993)statedthat
brandloyaltycanbeinferredbytheinclinationtorecommendthebrandtoacquaintances.

Brand loyalty concept isone that evolves throughdifferentphasesover time.Oliver (1997)
categorizes thesephases into fourdistinct parts.Thesephases are, cognitive, affective, conative
(alsoknownasbehavioralintention)andactionloyalty,inrespectiveorder.Whenitcomestothe
dimensionsofbrandloyalty,scholarsmainlyidentifiedtwodistinctdimensions;namely,attitudinal
loyaltyandbehavioralloyalty(Zeithaml,2000;Oliver,1997;Chaudhurietal.,2001;Andersonetal.,
2003).Attitudinalloyaltyrepresentsalong-term,highorderpsychologicalcommitmenttomaintain
arelationshipwithabrand(CzepielandGilmore,1987;Shankaretal.,2003).Behavioralloyalty,on
theotherhand,representsthedemonstrationofarepeatusageofabrand(Koo,2006).

Withinthescopeofthisstudy,attitudinalloyaltyisexploredintermsofbrandloyalty.Inthis
regard,twodistinctconstructs;namely,wordofmouthandrepurchaseintentionarebroughtinto
question.Wordofmouthcouldbedefinedasaconsumer’spositiveornegativeassessmentofa
brand’sperformance, inoral form(Buttle,1998),asa resultof theconsumer’ssatisfaction level
withthebrand(Fileetal.,1994).Repurchaseintentioncanbedefinedasaconsumer’sintentionto
buyfromthesamebrandinthefuturebasedontheirpastexperiencewiththebrand(Hellieretal.,
2003;Seidersetal.,2005).

Astoday’smarketplacesbecamemuchmorecompetitive,brandloyaltyisacknowledgedasone
ofthemostimportantmarketingstrategiesforthebrands(ZhangandBilgihan,2015).Thisespecially
holdstrueforthee-commercelandscapebecauseofitsmorecompetitivenatureandconsumers’being
abletoswitchthewebsiteoftheirchoicemuchmoreeasily(Yangetal.,2004).Thee-commerce
environmentisalsoknownastheonethatismoredifficulttoattainbrandloyalty.Acknowledgingthis
viewpoint,Smith(2005)hasidentifiedloyaltymaximizationasoneofthemostcrucialobjectivesof
e-commercewebsites.Özgenerandİraz(2006)confirmedthisfactbyhighlightingthatacquisition
ofnewcustomersisfivetotentimesmorecostlythancustomerretention.Anotherstudyconfirms
thesamephenomenonbydemonstratingthatatypicalonlinecustomerbecomesprofitableonlyafter
thefourthorfifthpurchasefromtheonlineretailer(MainspringandBainCo.,2000).

Ontheotherhand,Ganeshetal.(2000)havepointedoutthatcustomerswhoareloyaltothebrand
arelesspricesensitiveandlesspronetocompetitiveattacks.Furthermore,ReinartzandKumar(2002)
foundoutthatbrandloyaltyalsoleadstocustomertospendmore,tobewillingtopaypremiumand
toreferthebrandtotheiracquaintancespositively(a.k.a.wordofmouth-WoM).Asaconsequence,
brandloyaltycanbesaidtobringaboutincreasedrevenuefore-commercebrands(Aksoy,2013).
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2.4. Purchase Intention
Basedon theplannedbehavior theory,Ajzen (1991) states thatbehavioral intention is themost
importantindicatorofbehavior.Scholarsgenerallyusepurchaseintentiontorepresenttheactual
behavior(Lin,2006).Purchaseintentioncanbedefinedasacustomer’sprobabilityofcontinuingto
buyfromthebrand(Davis,1989).Inthee-commercecontext,purchaseintentioniscrucialforthe
brandwebsitetobeprofitable(Lee,2002).Intheend,behavioralconsequencesaremoreimportant
ine-commercethanothermeasureslikecustomerattitudesandsoon.Therefore,purchaseintention
isusedasadependentvariableinthisstudytopredicttheactualbehavior.

3. RESEARCH MOdEL ANd HyPOTHESIS dEVELOPMENT

TheconceptualresearchmodelshowninFigure1constitutesfourhypotheses,whichwereputforward
toclarifytheeffectofproductportfolioonpurchaseintention.

3.1. The Relationship Between Product Portfolio and Perceived Value
Productportfoliocanbeassessedasoneoftheprimaryqualityconstructsinonlineservice(e-service)
context. Yang et al. (2004) have identified the other dimensions as reliability, ease-of-use and
responsiveness.Parasuramanetal.(2000)explainedtherelationshipbetweenservicequalityandother
consumerbehavior-relateddimensionswithachainmodel(quality→perceivedvalue→loyalty
chain).Ontheotherhand,Croninetal.(2000)havepointedoutasignificantrelationshipbetween
productportfolioandperceivedvalue.ChenandDubinsky(2003),havedemonstratedarelationship
betweene-servicequalitydimensionsandperceivedvalue.FromtheB2Ce-commerceperspective,
thismodelhasbeenvalidatedbyJiangetal.(2016),demonstratingasignificantrelationshipbetween
productportfolioandperceivedvalue.

Hence,basedonthefindinginthepreviousliterature,weformulatethefollowinghypothesis:

H1:ProductPortfoliohasapositiveeffectonPerceivedValue.

3.2. The Relationship Between Customer Perceived Value and Brand Loyalty
Chiouetal.(2005)havedemonstratedthatperceivedvaluehasapositiveeffectonbrandloyalty
bothdirectlyandindirectlythroughcustomersatisfaction.Agustinetal.(2005)havedemonstrated
thatcustomerperceivedvalueisanimportantprecedentofbrandloyalty.ChenandDubinsky(2003)
arguethathighcustomerperceivedvalueisoneoftheprimarymotivationsforcustomerpatronage,
andhence,brandloyaltyine-commerce.ParasuramanandGrewal(2000),Ledenetal.(2007),and

Figure 1. Conceptual research model
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Civeleketal.(2018,2019)studiesalsodrawsimilarconclusions.Sirdeshmukhetal.(2002)argue
thatcustomerperceivedvalueisasuperordinategoalandbrandloyaltyisasubordinategoal.As
statedinthegoalandactiontheory,asuperordinategoalregulatesasubordinateone.Accordingly,
Sirdeshmukh(2002)arguesthatcustomerperceivedvalueregulatesbrandloyalty.

Confirmingallofthesefindings,LuarnandLin(2005)havepostulatedvariousargumentsonthe
criticalimportanceofperceivedvalueinbuildingbrandloyalty.Consumers’perceptionofsignificant
valueleadstostickingwiththevendorandbeinglesslikelytoswitchvendors.Oliveretal.(1988)
arguethateverythingelsebeingequal,high-perceivedvaluemayincreasebrandloyaltysignificantly.

Thus,inthelightoftheexistingliterature,wehypothesizethat:

H2:PerceivedValuehasapositiveeffectonBrandLoyalty.

3.3. The Relationship Between Brand Loyalty and Purchase Intention
Supphellenet al. (2001)have foundsignificant relationshipbetweenbrand loyaltyandpurchase
intentionine-commerceenvironment.ThestudybyWangetal.(2006),whichincorporatedbrands’
bothtraditionalandonlineretailstore,hasconfirmedthisrelationship.Kamariahetal.(2005)have
alsodemonstratedbrandloyaltyasagoodindicatorofpurchaseintentiononthebrand’swebsite.

Hence,itcanbeconcludedthatconsumerswithahighloyaltytoane-commercesiteisalso
highlylikelytohaveastrongpurchaseintentiononthesite.

Thus,inthelightoftheexistingliterature,wehypothesizethat:

H3:BrandLoyaltyhasapositiveeffectonPurchaseIntention.

3.4. The Relationship Between Product Portfolio and Purchase Intention
Productportfoliocanbeassessedasan importantvariable that leads topurchase intention from
e-commercewebsites.Thisisduetothepeculiarnatureofe-commercewebsitesthatfulfillsdiverse
needsofonlineconsumersincludingbutnotlimitedtonicheproductswhicharenotavailablein
physicalstores(Barcia,2000).Inassessingcustomersatisfactionine-commerce,Zengetal.(2009)
arguethatproductportfoliohasasignificanteffectonpurchaseintention.Similarly,Chaoetal.(2014)
havestudiedtheeffectofanumberofvariablesonpurchaseintentioninonlineshoppingandfound,
amongothers,productportfoliotobeaffectingpurchaseintentionindirectly.

Therefore,basedonthepreviousliterature,wecanformthefollowinghypothesis:

H4:ProductPortfoliohasapositiveeffectonPurchaseIntention.

4. RESEARCH METHOdOLOGy

Totesttheresearchhypotheses,structuralequationmodelingwasusedasaquantitativeresearch
method.Thesurveywasdesignedaccordingtofive-pointordinalLikertscale.Inthefirststepofdata
analysis,thereliabilityandvalidityofthescalesweretested.Duetothecomplexstructureofthe
conceptualresearchmodel,structuralequationmodelingwaschosenasamulti-variablestatistical
methodtoclarifythedirectandindirectrelationshipsamongthedimensions(Civelek,2018).The
superiorityofthismethodliesinthetakingmeasurementerrorsintoconsideration(Byrne,2010).
SPSSandAMOSstatisticsprogramswereusedforconductinganalyses.

4.1 Measures and Sampling
ThescaleadoptedfromJiangetal.wasusedtomeasureproductportfolio,brandloyaltyandperceived
value(Jiangetal.,2016).ThescaleadoptedfromChenetal.wasusedtomeasurepurchaseintention
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(Chen,Teng,2013).Morethan500questionnairesweredistributedinprominentcitiesthroughout
Turkey.464validquestionnaireswerecollectedandthesampleconsistsof240malesand224females.

4.2 Construct Validity and Reliability
Fortheexploratoryfactoranalysis,principlecomponentanalysiswasconducted.Inthisstep,data
werepurifiedandpreparedforconfirmatoryfactoranalysis(CFA).CFAanalysiswasconductedfor
theremaining15items.BymeansofCFA,convergentvalidityoftheconstructswasdetermined
(Anderson&Gerbing,1988).CFAmodelfitindiceshavebeenfoundtobeadequateasfollows:χ2/
DF=1.843,CFI=0.954,IFI=0.955,RMSEA=0.060.χ2/DFratioisunderthethresholdlevelof3
(Bagozzi&Yi,1990)andshowsgoodfit.Furthermore,otherfitindicesexceededtheirrecommended
thresholdsandshowgoodfit.

InTable2,theresultsofconfirmatoryfactoranalysisareindicated.Thestandardizedfactorloads
ofeachitemarelargerthan0.5andsignificant.Alongwithgoodfitindicesresults,thisstrengthens
thedeterminationoftheconvergentvalidityofthescales.ThesquarerootsofAVEvaluesofeach
variablewerecalculatedtodeterminethediscriminantvalidityofthescales.ThediagonalsinTable
3representthesquarerootofAVEvalues.CompositereliabilityandCronbachαvaluesarealso
indicatedinTable3.Thesevalueswerefoundtobebeyondthethresholdlevel(i.e.0.7)(Fornell&
Larcker,1981).ConstructCorrelation,compositereliabilities,averagevarianceextractedvalues,and
CronbachαvaluesofeachconstructsarepresentedinTable3.

4.3 Test of Hypothesis
Totestthehypotheses,maximumlikelihoodestimationmethodwasused.InCB-SEM,theevaluation
ofthestructuralregressionmodelwasperformedbycalculatingthegoodnessofthefitindices.Theχ2
statisticandtherootmeansquareerrorofapproximation(RMSEA)areconsideredtobetheabsolute
goodnessoffitindices.Ontheotherhand,thecomparativefitindex(CFI)andtheincrementalfit

Table 2. Confirmatory factor analysis results

Variables Items Standardized Factor 
Loads

Unstandardized 
Factor Loads

ProductPortfolio
Ppo0330 0.752 1

Ppo0229 0.674 0.999

PerceivedValue

Pva0434 0.695 1

Pva0535 0.702 0.998

Pva0333 0.508 0.839

Pva0131 0.553 0.819

Pva0232 0.693 1.052

BrandLoyalty

Bly0641 0.580 1

Bly0136 0.831 1.544

Bly0439 0.630 0.225

Bly0237 0.864 0.512

Bly0338 0.717 1.416

PurchaseIntention

Pin0142 0.727 1

Pin0344 0.840 1.115

Pin0243 0.850 1.119

p<0.05 for all items
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index(IFI)areconsideredastherelativegoodnessoffitindices(Akgün,Ince,Imamoğlu,Keskin,
&Kocoğlu,2014).

AsshowninFigure2,structuralmodelfitindicesadequatelyindicatemodelfit.χ2/DFvalueis
1.849andwithinthresholdlevels(i.e.between0and2).CFIandIFIare0.948and0.949,respectively.
RMSEAis0.061.Theresultsindicatethatthemodelhasadequatefit(Civelek,2018).Asshownin
Table3,H1,H2andH3aresupported;andH4isnotsupported.Theseresultsofthetestsindicatea
positiveandsignificantrelationshipbetweenproductportfolioandperceivedvalue,betweenperceived
valueandbrandloyaltyandbetweenbrandloyaltyandpurchaseintention.Yet,theredoesnotexist
asignificantdirectrelationshipbetweenproductportfolioandpurchaseintention.

4. dISCUSSION

The findings signify thatproductportfolio,whichwaspreviously found tohavedirect affecton
purchaseintentionintheextantliterature(Zengetal.,2009)doesn’taffectpurchaseintentiondirectly.
However, itdoeshavean indirecteffect through themediating roleofcustomerperceivedvalue
andbrandloyalty,whichcanbeviewedinlinewiththewell-knownquality→value→loyaltychain
(ParasuramanandGrenwal,2000).

Thispaperis,significantinthatitanalyzestheincreasinglyimportant,butlessstudiedproduct
portfoliodimensionintermsofitseffectoncustomerperceivedvalue,brandloyaltyandpurchase
intentioninthecontextofB2Ce-commerce.Thisstudyalsoemphasizestheroleoftheperceived

Table 3. Construct descriptives, correlation and reliability

Variables 1 2 3 4

1.ProductPortfolio (0.714)

2.PerceivedValue 0.493* (0.635)

3.BrandLoyalty 0.427* 0.521* (0.733)

4.PurchaseIntention 0.341* 0.414* 0.590* (0.807)

Compositereliability 0.675 0.769 0.850 0.848

Averagevarianceext. 0.510 0.404 0.537 0.652

Cronbachα 0.670 0.785 0.846 0.844

Mean 3.98 3.74 3.82 3.98

StandardDeviation 0.77 0.65 0.74 0.75

*p < 0.01
Note: Diagonals show the square root of AVEs.

Table 4. Hypotheses test results

Relationships Standardized 
Coefficients

Unstandardized 
Coefficients

ProductPortfolio→PerceivedValue 0.733* 0.880*

PerceivedValue→BrandLoyalty 0.719* 0.619*

BrandLoyalty→PurchaseIntention 0.599* 0.754*

ProductPortfolio→PurchaseIntention 0.100 0.130

*p < 0.05
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valueinthecreationofbrandloyalty.Inthiscontext,theimportanceofproductportfolio,whichplays
atriggeringroleatthebeginningofthismechanism,hasbeenrevealedonceagainwiththisstudy.

5. CONCLUSION

In the lightof recent trends, ithasbecomemore important thanever to interrogate theeffectof
productportfolioonothercriticaldimensionsine-commercewebsites.Withinthisframework,this
studyfocusesonperceivedvalue,brandloyaltyandpurchaseintentionasthedimensionsaffectedby
productportfolio.Itcanbenotedthatthisresearchprovidessignificantcontributiontotheexisting
bodyofliteraturebyexplainingtherelationshipbetweenproductportfolio,perceivedvalue,brand
loyaltyandpurchaseintention.,Throughthisstudy,ithasbeenrevealedthatproductportfoliodoes
notdirectlyaffectpurchaseintentioninB2Ce-commercecontext,whichcanbeindicatedasthemost
prominentfindingofthisstudycomparedtothepreviousliteratureregardingtheeffectofproduct
portfolioonintention(Zenget.al.,2009)throughtheemployingofstructuredequationmodeling
technique.Ontheotherhand,productportfoliohasaneffectonpurchaseintentiononanindirect
basisthroughperceivedvalueandbrandloyalty.

ThisparticularfindingpointstowardthefactthatproductportfoliofoundinB2Ce-commerce
websitesisconcernedwiththeimprovedperceivedvalueofthee-commercebrandultimately,adding
tothebrandloyalty.Inturn,brandloyaltypavesthewaytothepurchaseintentionofcustomers.The
findingshave importantpracticalandmanagerial implications. In the lightof theafromentioned

Figure 2. Results of SEM analysis
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insightstake-commercebrandmanagerscouldtakemoreeducatedstepswithregardtotheplanning
andexecutionoftheire-commercewebsitestrategiesaswellasimprovingtheirbrands.Thefindings
indicatethatrichproductportfolioisnotsufficientonitsowntocreatepurchaseintention.Perceived
valueandbrandloyaltyshouldbeinvolvedconsecutivelysothatcustomerintentionforpurchasecan
becreatedinthelongterm.
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