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Abstract
With the rapid development of information communication technologies and enhanced Internet penetration, the
nature of a consumer‟s daily activities has changed and most offline activities have migrated towards online
activities. Moreover, customers have shown a greater tendency to shift to online activities from their traditional
offline activities. In this light, e-commerce transactions in Sri Lanka are expected to grow in the near future.
Apart from traditional Internet technologies, a variety of new social commerce activities has started influencing
the behavior of customer activities including the online purchasing. Even though the impact of traditional
Internet technologies on purchase intention of customers has been examined by many researchers, the same has
not been examined adequately in relation to social commerce related activities. Therefore, this study is aimed at
identifying the factors affecting online purchase intention of customers from both the technological and social
commerce perspective.
The theoretical model developed in the study was empirically tested through survey of 292 MBA students from
two leading universities and a prominent institute in Sri Lanka. Structural Equation Modeling (SEM) was used to
analyze the data. The study revealed that online purchase intention positively and significantly related with
perceived usefulness, perceived ease of use, website content and trust.
Moreover, it was identified that trust has a full mediation effect between perceived ease of use and purchase
intention as well as between website content and purchase intention. Further, it was found that trust has a partial
mediation between perceived usefulness and purchase intention.
Keywords: Technology Acceptance Model (TAM), website content, e-commerce, online purchase intention, Sri
Lanka
1. Introduction
With the development of Information and Communication Technology (ICT) the Internet has become part and
parcel of everyday life of human beings and many traditional offline activities have migrated to online
environments. Thus online shopping has become popular and also an integral part of consumer life.
The emergence of the Internet has increased consumer ability to shop in any location, at any time, and purchase
any number of items with ease by comparing features, value and prices before actually making in-store
purchases. During the year 2016, in Sri Lanka, the Internet penetration has increased by 30% and total Internet
users were boosted up to 6.1 million due to the 1.5 million cellular mobile connections and more than 300,000
broadband and dial-up Internet connections. That has led to an increase in Sri Lankans‟ presence on social media,
particularly on Facebook, the favorite local social network, and on other online activities such as e-commerce
(Colombo digital marketers 2017).
According to a recent comprehensive report published by Kayamu, e-commerce transactions in Sri Lanka are
expected to grow by more than 72% in the near future (Khan 2017). According to this study, electronics and
mobile phones are the major product segment in online shopping. Further, the study has shown that Sri Lankan
online shoppers are more interested in searching and buying apparel and accessories, also for searching for used
vehicles and employment opportunities.
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In the context of e-commerce, many research studies have been done in various areas such as online consumer
behavior (Cheung, Chan & Limayem 2005; Koufaris 2002; Bellman, Lohse & Johnson 1999), online purchase
intention (Ling, Chai & Piew 2010; Brown, Pope & Voges 2003; Van der Heijden, Verhagen & Creemers 2003),
website design features (Hausman & Siekpe 2009; Cyr, 2008; Baloglu & Pekcan 2006; Rosen & Purinton 2004)
and social commerce (Ng 2013; Curty & Zhang 2013; Shen 2012; Grange & Benbasat 2010). However, there is
a dearth of such studies done in the Sri Lankan context, and therefore, with the rise of Internet penetration, it is
important to identify the factors influencing online purchase intention in online retail shopping, since
e-commerce trends have moved mainly towards online retail shopping (Khan 2017).
Thus, this study, specifically, investigates factors affecting online purchase intention using two different
perspectives: a technology-oriented perspective and a social-oriented perspective. In the context of this study, the
technology oriented perspective focuses on the technology requirements for conducting a transaction online,
while the social perspective focuses on the information obtained from the community.
2. Theoretical Background
2.1 Technology Acceptance Model (TAM)
A website is a product of an information technology, as such, online purchase intention should be explained as
part of the Technology Acceptance Model (TAM). The TAM was first developed by Davis to clarify the user
response of the technology in the working environment (Davis 1989). The model suggests that based on certain
beliefs, a person frames an attitude to a specific object, on the premise of which he/she shapes an intention to
behave with respect to that object. Therefore the intention to behave is the major element of the actual behavior.
Davis formulated the model based on the Theory of Reasoned Action (TRA), by specifying two key beliefs that
specifically explain of technology usage. The first of these beliefs is perceived usefulness (PU), and the second is
perceived ease-of-use (PEOU). Thus, PU and PEOU are the factors that influence the decision to use when the
users are engaged with a new technology and when they use it.
The original TAM model is empirically validated in a variety of settings, specifically in the context of Internet
usage and website usage. Through these various studies researchers have confirmed the relevance and suitability
of PEOU and PU in an online context (Moon & Kim 2001; Lederer et al. 2000; Teo et al. 1999).By considering
the online shopper as a computer user and by treating the web store as a technology system, TAM has been used
to test user intention to use the web store (Koufaris 2002). Indeed, online shoppers need to cooperate with
technology to purchase the goods and services they need.
2.2 Website Content
While, online transactions are conducted from a technological point of view, and in doing so, researchers have
emphasized the importance of a website as well. In order to conduct a transaction online, in each process
requires consumers to use Internet technologies to interact with the web site. Hence, the quality of the website
plays a major role in buying and selling activities. Wolfinbarger and Gilly (2003) explained that when the
customers interact with the web store they are likely to perform such activities by interacting with technology
rather than by obtaining support from the employees. Therefore, the website, which acts as an interface, plays an
essential role in online shopping.
As indicated by Ranganathan and Ganapathi (2002), the website signifies the manner in which the substance is
organized in the site. It is mainly focused on how information is arranged on the website. The structure denotes
the way how information is organized within the website; for instance, hierarchical, network etc. However,
Huizingh (2000) defined content to be how information, features or services are designed within the site and are
made accessible to visitors. Both definitions have been operationalized by various measures in order to identify
insights. According to Wu et al. (2013), the elaboration of the product information and images on the website are
denoted as a layout design. In the present study, website content is defined as “the information, features, or
services that are offered on the website” in line with past studies on website content.
Information search and evaluation are two major steps, out of several, in the consumer buying process. Each step
provides valuable information to the customers for their buying and selling decisions (Ranganathan &
Ganapathy 2002). Therefore, the content of the B2C website plays a major role in the e-commerce context, since
it influences the buyer‟s decision making process. Web surfers can be classified into different groups; customers,
potential customers, suppliers, and competitors. However, the information needs on each group are different and
they all may need to access the website in order to obtain different types of information. For example B2C
websites provide more information than merchandise to customers. As indicated by Angehrn (1997), providing
information is the fundamental objective of a website. Before buying an item, customers search for information
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on it such as: brands, assortment, cost, and quality. Yet, different customers have distinctive information needs.
The amount of information provided by the B2C website should be sufficient for customers to make decisions,
and conversely, the site should not be overloaded, since this will result in more information than the customer
can comfortably process (Huizingh 2000).
2.3 Trust
Trust is clearly essential in the relationship improvement process; however, it remains a troublesome idea to
define. In the e-commerce context, trust is an important determinant, since it has appeared to influence the
reception of new advances, including the Web (Fukuyama 1995). There is no consensus among authors as far as
the definition of “Trust” is concerned. It has been defined in different ways by different authors in different
contexts. The present study limits itself to only B2C e-commerce. According to Droege, Anderson and Bowler
(2003), trust means the feeling of trusting belief. Some other authors define trust as an attitude regarding another
person (i.e., a feeling between trustor and trustee) (Yoon 2002; Mayer & Davis 1995). Ganguly, Dash and Cyr
(2010) defined trust as the perceived integrity and benevolence of the online store according to the view of the
customer. According to Bhattacharya, Devinney and Pillutla, (1998) and Sheppard and Sherman (1998) trust
occurs in an ambiguous and risky environment, and it generates a sense of predictability. Kim, Xu and Koh
(2004, p.13) characterize trust as the “belief that the other party will carry on in a tried and true way in a business
environment.” In this study the researcher focuses on institutional trust i.e., “an individual perception regarding
the e-commerce website”. Thus, the present study focuses on the web retailer, arguing that in most cases,
consumer trust depends heavily on the actions of web retailers.
According to Cheskin‟s study (1999, as cited Yoon, 2002) in an online environment, consumers pass through three
stages of trust. In the initial stage, trust is established through controlling personal information and information
related to search results. The second stage encompasses trust confirmation by ensuring the security of the
information. Both extrinsic and intrinsic trusts rely on this stage to relate to the purchase intention. For example, in
order to build up trust, symbols such as VeriSign or Visa can be used. Hence, displaying the third party
authorization increases the trust in the web store. By displaying such symbols on the website, the web owner tries to
signal the quality and assurance of the website. Third party assurance confirms that the vendor will behave in an
ethical manner by permitting the safety of online transactions (Shankar, Urban & Sultan 2002). The process of the
development of trust ends with maintaining the gained security. At this stage, visitors are more concerned about
brand and search mechanism technology which eventually results in intrinsic trust as part of the purchase intention.
2.4 Social Commerce
In networked digital media, the environment introduces new difficulties for individuals when they need to find
information which they can trust. Commonly when people make judgments, they seek information from various
external sources (e.g., experts, opinion leaders) and reduce uncertainty about credibility (Metzger & Flanagin 2013).
As such, people do not rely on one particular source or internal information only. According to recent research
findings (Kim,Sin & Tsai 2014), people use external sources such as social media for information seeking purposes.
Consequently, Social Identity Theory (SIT) suggests that the information coming from group members is more
credible than that are coming from out-group members (Tajfel & Turner 2004). Thus, with the rapid improvement
of web-based social networking, people increasingly seek information through social media in order to make
commercial decisions. Web 2.0 has made the possibility to change web based business from a product focused
environment to a social focused environment. (Wigand et al. 2008). Fundamentally, web-based social networking
refers to Internet based applications worked in the light of Web 2.0, while Web 2.0 refers to a conception as well as
a platform for linking shared intelligence (Kaplan & Haenlein 2010).Thus Web 2.0 technologies and tools are being
applied to engage people in sharing interests, with or without real-life connections. In this light, social commerce
(s-commerce) has become a new type of electronic commerce that includes utilizing web-based social networking
bolsters, social association and client commitments to aid web based buying and selling activities (Shen & Eder
2013). When customers intend to purchase a product and or service, they usually display different decision-making
behaviors mostly influenced by other people. Thus, social media provides a discussion platform for customers to
take decisions (Afrasiabi Rad & Benyoucef 2011). In this condition, shoppers can have access to social media and
obtain support for their online buying decisions and to gain more information on online shopping (Ng 2013; Hajli
2014; Hausman & Siekpe 2009; Kim & Srivastava, 2007).
Different authors defined s-commerce in different viewpoints. Liang et al. (2011) defined s-commerce as the delivery
of buying and selling activities via social media, which appeared through web 2.0 technologies. From the view of
sociology, s-commerce is tied with using online social groups by web based business organizations, concentrating on
the effect of social impact which shapes the collaboration among consumers (Kim & Srivastava, 2007). Form the
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view of psychology, Marsden (2009) defined s-commerce as people influenced for the silent information which are
generated from people within the network community for online buying and selling activities.
The customer experience in offline and online context is different from each other. In an offline context people
can talk with each other can create social interactions. But in online setting customers do not have such
interactions and sociability (Gefen, Karahanna & Straub 2003). Moreover, in online context the connection
between owner and shopper is unidentified, impersonal as well as computerized (Wang & Emurian 2005).
Whereas in an offline context, customer can cooperate with the staff. In online context that is a key challenge to
creating such socially rich environment (Kumar et al. 2010; Park, Lee & Han 2007). But web technologies and
social technologies can impact on social insight of the customers. To do so people use social commerce
constructs such as forums and communities, ratings, reviews and recommendations (Hajli 2012). These online
tools help to share information and resources with friends and the members in the online community. However,
anecdotal evidence suggests that social media is altering opinions and influence for decision making process of
both customers as well as the online retailers (Hajli 2013; Ng 2013). Peer pressure which is created by social
media is broader than anything experience in the traditional environment (Hajili 2013). Thus, social media
impacts decision-making by making through network connections.
2.5 Purchase Intention
Purchase intention of the online shopper is the final stage, after various prompts of the online shopper. Similarly,
according to Pavlou (2003), the final stage of online transaction is intention to use a website and purchase a
product. Therefore, online purchase intention plays a vital role in online consumer behavior. As per, Raza et al.
(2014), purchase intention means, a condition between the customer and the seller when the customer is ready to
make a deal with the seller. Keller (2001), defined purchase intention as a shopper‟s desire to purchase an item or
service since the shopper has an intention to find a specific item or benefit or a positive mind towards, even view
of the product or service. In the present study purchase intention is defined as “Consumers‟ willingness to buy a
product or service from a particular website”. However, once a consumer selects a product, the final decision of
purchase will depend on consumers‟ intention.
Purchase intention process starts with the product evaluation. To do the evaluation individuals use their current
knowledge, experience and external information (Bukhari et al. 2013). Hence, external factors also play a major
role in purchase intention process by influencing on consumers‟ attitudes. In general many factors influence on
purchase intention. According to Cronin et al. (2000) both the structure of the model and information search
impact on purchase intention.
The conceptual framework (Figure 1) of the study is developed based on a solid literature review and the
relationship illustrated above. The framework depicts the seven hypotheses explained and identified above. The
framework also highlights the two concepts: “Technology-oriented perspective” and “Social-oriented perspective”
examined in this paper. The corresponding hypotheses are listed and justified below.

Figure 1. Conceptual framework
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3. Hypotheses Development
3.1 Relationship between PEOU and PU
The modified TAM proposed by Davis (1989), shows that PEOU indirectly influences intention through PU
while, PU directly influences to the intention. Similarly, through an empirical study, Gefen and Straub (2000)
broadly discussed the same relationship by explaining that in most cases PEOU influences on intention through
PU. Observations on a similar theme were obtained by Pavlou (2003) who stated that PEOU has an impact on
PU, and both have direct significant impacts on B2C e-commerce. Several other studies also have confirmed the
same relationship, i.e. that PEOU influences PU (Hassanein & Head 2007; Hsu & Lu 2004) in the e-commerce
context. Consequently, the following hypothesis can be developed.
H1::There is a positive effect of PEOU on PU.
3.2 Relationship between PU and Purchase Intention
There are several research findings which show that PU directly influences purchase intention in the e-commerce
context (Gefen, Karahanna & Straub 2003; Gefen & Straub 2000). The findings of Dash and Saji (2006)
revealed the significant direct relationship between PU and purchase intention of B2C online shoppers in an
Indian context. Further, the same relationship is confirmed by Koufaris (2002), who‟s results show a positive
relationship between PU and purchase intention in the online context, by examining the online consumer‟s
intention to make unplanned purchases from an e-commerce context. Similarly, a notable source of support for
the above findings emerged from the observations of Pavlou (2003), who confirmed the relationship between PU
and purchase intention by testing the model using two different empirical studies. Therefore, the following
hypothesis is developed:
H2: There is a positive effect of PU on purchase intention.
3.3 Relationship between PU and Trust, and PEOU and Trust
When consumers feel that the website they are patronizing is easy to use, it increases their interests in shopping
online, and in using that particular website (Koufaris 2002). The study of Li,Kim and Park (2007), found that
there is a significant relationship between PEOU and Trust which influences purchase intention. Similarly, Chen
and Barnes (2007) stressed that PU and PEOU are significant predecessors to the creation of online trust and,
that affects purchase intention positively. Carlos Roca, JoséGarcí
a & Joséde la Vega (2009) revealed that PU
and PEOU are vital concerns in online trading processes. In the meantime Carlos Roca, JoséGarcí
a & Joséde la
Vega (2009) illustrated that PU and PEOU are major antecedents of online trading services mediated by Trust.
Various other studies have also intimated that there is a substantial effect between PEOU and purchase intention
mediated by Trust (Li, Kim & Park 2007; Gefen, Karahanna & Straub 2003). Consequently, this study can
hypothesize that:
H3: There is a positive effect of PU on Trust.
H4: There is a positive effect of PEOU on Trust
3.4 Relationship between Web Site Content and Trust
Several researchers‟ empirical results revealed that information content generates trust in the website, if the
information is accurate, relevant and up-to-date (Mithas et al. 2006; Corritore et al. 2005; Yoon 2002).
Furthermore, some valuable functions that a web site presents, such as information content and decision making
aids which lead to the creation of consumer trust in the web store (Chen & Barnes 2007). Additionally, when
customers are comfortable with a web site, it will lead to greater trust in the customers‟ mind and, consequently a
higher likelihood for online shopping (Roca et al. 2006). In the e-commerce context, website content exemplifies
the information that is placed on the webpage, while structure exemplifies that the way in which such
information is arranged (Ganguly, Dash & Cyr 2010). As far as the arrangement of information content of the
website is concerned, information design plays a major role in B2C e-commerce. A notable source of support for
the above findings emerges from the observations of Cyr (2008). Cyr has provided empirical findings on how
information design creates a strong positive effect on Trust. Similarly, Ranganathan and Ganapathy (2002) have
empirically validated the fact that website design positively influences purchase intention. Similarly, several
authors have empirically confirmed that useful and easily understood information reduces asymmetric
information and increases online trust thereby influencing purchase intention positively (Cao et al. 2005; Park &
Stoel 2005;Koufaris & Hampton-Sosa 2004; Kuo et al. 2004). Insufficient, inaccurate and unreliable information
presented in the web stores lead to the deterioration of customer trust in online shopping and consequently
reduce the customer relationships (Wen 2009). Besides, the quantity of product collections and the accuracy of
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product explanations as well as transaction security on a web site also positively impact satisfaction and trust in
the site (Yoon 2002). In addition, most websites publish their policies, promising statements and company
information with the aim of increasing company credibility, which will subsequently increase customer trust in
B2C e-commerce (McGinity 2000).Consequently, the following hypothesis can be developed:
H5: There is a positive effect between website content and Trust.
3.5 Relationship between Social Commerce Constructs and Purchase Intention
Several studies have shown that social commerce constructs including forums and communities, ratings and
reviews, referrals and recommendations directly influence purchase intention (Zamrudi, Suyadi & Abdillah 2017;
Soleimani et al. 2016; Hajli 2014; Bai, Yao & Dou 2015). According to the findings of Hajili (2014), consumers
individually reach for each dimension of the SCC„s and consequently use those dimensions to help them in
making purchase decisions. According to observations by Chen and Xie (2005), third party reviews greatly
influence consumer buying decisions. Similarly, several other studies reveal that the quality of reviews affects
purchase decisions as well, especially in the initial stages of introduction of the products and services (Cui, Lui
& Guo 2012; Park, Lee & Han 2007). Senecal and Natel (2004) also confirmed that online recommendations
strongly impact on online purchase intention when customers do not have prior experience in online shopping.
Ratings and reviews help buyers to search their colleagues‟ reviews and therefore such reviews directly influence
their buying decisions. According to the findings of Ridings and Gefen (2004), the main purpose of joining
online communities is sharing information. Thus, online communities have a direct influence on
buying decisions. Through the active participation of such online communities, customers can expand their
knowledge and consequently help to solve their problems and make more accurate buying decisions. (Kang,
Tang & Fiore 2014). Consequently, the following hypothesis can be developed:
H6: There is a positive effect of the social commerce construct on Purchase intention.
3.6 Relationship between Trust and Purchase Intention
Many researchers have stated that trust is a key factor that has a significant impact on purchase intention.
However, in Jarvenpaa and Tractinsky (1999)‟s research, trust is mentioned as having an indirect impact on
purchasing intention. Trust lessens the social complexity that the customer faces in online shopping by
motivating business activities (Gefen, Karahanna & Straub. 2003). Some other researchers have highlighted the
significant relationship between trust and purchasing intention (Li, Kim & Park 2007). Further several other
studies have shown that online trust positively influences a customer‟s attitudes towards online purchase; the
positive attitude thus generated has a direct effect on his/her purchase intentions (Wang 2002). Similarly, Several
other studies have also confirmed that online trust positively influences purchase intention. (Gefen & Straub
2000; Grabner-Krauter & Kaluscha 2003; Pavlou 2003; Yoon 2002). As these researchers suggest (Jarvenpaa,
Tractinsky & Saarinen 1999) a buyer‟s intention to buy from an online retailer is dependent on that consumer‟s
attitude towards the online store. This attitude is shaped by the vendor‟s ability to obtain the customer‟s trust.
Consequently, the following hypothesis can be developed:
H7: There is a positive effect of Trust on Purchase intention.
4. Research Method
4.1 Questionnaire Development
The main data collection tool of this study is the questionnaire survey. All questions used in the study were
adapted from pretested questions used by other researchers (for example, Li, Kim & Park 2007; Gefen,
Karahanna & Straub 2003; Van der Heijden, Verhagen & Creemers 2003; Pavlou 2003; Sultan et al. 2003).
Questions were measured on a five point Likert scale that ranged from “Strongly agree” (for number 5) to
„Strongly disagree” (for number 1) as given in the original questionnaire (See Annexure 01). Multiple items were
used to measure all the constructs and respondents were asked to answer the questions based on their last online
purchase experience by following the study of Gefen, Karahanna, and Straub (2003).
4.2 Data Collection and Sample
The study of empirical research on online trust done by, Grabner-Krauter and Kaluscha (2003) shows that majority
of research works utilize by the undergraduate and/ or MBA students as their subject pool. Walczuch and Lundgren
(2004) also argued that the post graduate student is the most appropriate unit of sample for e-commerce research,
since she/he, has an opportunity to use the Internet for communication and commercial transactions. Hence, the
present study used MBA students as the sample, in line with the above studies. The sample of the study consisted of
MBA students from two main universities and one prominent institute in Sri Lanka.
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Total of 700 online questionnaires were forwarded to the email accounts of the aforesaid students in first week of
June 2017, to collect data from the sample respondents. The first reminder was sent in the third week of June
2017 and the second reminder was sent in the second week of July 2017. 438 respondents returned the
questionnaires and among them 130 were rejected due to respondents‟ lack of experience in online shopping.
From a total of 308 questionnaires, 16 incomplete questionnaires were removed at the screening process.
Accordingly, 292 completed questionnaires were used to represent the sample.
5. Data Analysis and Findings
Data were analyzed using Structural Equation Modeling (SEM) as it allows to measure the mediating effects and
complex relationships (Hair et al. 2014; Zheng et al. 2011).As the first step, the data were fed into the SPSS 22.0
version to identify the missing values and outliers. According to the descriptive statistics confirmed that there
were no missing values in this study. However, 20 outliers were identified using box plot diagrams, and those
were removed from the data set. The remaining 272 responses were then considered for data analysis.
Before drawing the measurement model, testing for assumptions of multivariate analysis were performed.
Normality was tested by skewness and kurtosis test which showed that all the values lie between +2 and -2
(Field 2013; George & Mallery 2003). Scatter plots were used to measure linearity and Homoscedasticity and no
deviation was identified. Therefore, transformation or exclusion of data was not required. Finally,
multicollinearity was assessed using correlation matrix and all inter-correlation values were less than 0.9
indicating no multicorllinearity issue in the data set.
Since all the multivariate assumptions were satisfied and therefore, the researchers proceeded in to the next stage
of analysis with inferential statistics.
5.1 Structural Equation Modeling
5.1.1 Measurement Model
The measurement model “specifies the indicators for each construct and enables an assessment of construct
validity” (Hair et al. 2014, p.544). Therefore, it measures the variables and their associated construct(s). Based
on the conceptual model, there are six latent constructs- i.e, Perceived Usefulness (PU), Perceived Ease of Use
(PEOU), Website Content (WC), Social commerce constructs (SCC), Trust, and Purchase Intention (PI). For the
purpose of confirmatory factor analysis, all the given constructs were allowed to correlate with each other (Byrne
2010).In order to enhance the model fit, modification indices were used and items with standardized factor
loadings below 0.5 were removed (Hair et al. 2014). As a result, three items were removed from the
measurement model at three stages, and these were SCC4, SCC5 and SCC6. In removing these items, the step
wise process was followed, where the item with the lowest factor loading was removed first (Hair et al. 2014).
As per the refined model, it consists of 35 items, and all the standardize factor loadings are above 0.5 and are
significant at the 0.05 level of confidence. Accordingly, all of the correlation coefficients are less than 0.9
indicating no signs of multicolinearity among the independent variables in the study (Saunders, Lewis &
Thornhill 2009).
The final measurement model achieved a good level of fit, having a CMIN/DF=2.355, GFI=0.931, CFI=0.941
and RMSEA=0.071. Furthermore, Chi-square statistic of 1262.464 with 536 degrees of freedom indicating that
the model has an adequate fit.
Reliability was measured using composite reliability (CR) (values > 0.6). Convergent and discriminant validity
were assessed using Average Variance Extracted (AVE) (values > 0.5) and Squared Multiple Correlation (SMC)
and AVE matrix respectively. As shown in Table 01, all the CR values are greater than 0.6. The AVE values of all
the dimensions and constructs are greater than or equal to 0.5. The values depicted in the diagonal boxes of Table
01, corresponding to each construct represent the square roots of the AVE and the off-diagonal elements
represent the SMC. Since all the diagonal elements are greater than the corresponding off-diagonal elements, it
can be concluded that the data demonstrates adequate discriminant validity as well. Furthermore, standardized
factor loadings of all the dimensions are greater than 0.5 .Hence, the reliability and validity of the measurement
model is assured.
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Table 1. Reliability and Validity Summary
Variable
PU
PEOU
WC
SCC
TRUST
PI

CR
0.81
0.83
0.91
0.85
0.90
0.90

AVE
0.52
0.50
0.51
0.66
0.59
0.63

PU
0.52
0.471
0.442
0.047
0.441
0.448

PEOU

WC

SCC

TRUST

PI

0.50
0.361
0.072
0.367
0.358

0.51
0.047
0.492
0.436

0.66
0.023
0.014

0.59
0.568

0.63

Note. AVE values are shown in bold.
5.1.2 Structural Model
The structural model indicates the hypothesized relationships among the latent variables. Figure 02 presents the
results of the structural model and based on the results, hypotheses were tested and presented in Table 2 as a
summary.

Note. ***p< 0.01 ,**p<0.05
Figure 2. Results of the AMOS analysis
Table 2. Results of the Hypotheses Testing
Hypothesis

β

P

Result

H1: PEOUPU
H2:PUPI
H3:PUTRUST
H4:PEOUTRUST
H5:WCTRUST
H6:SCCPI
H7:TRUSTPI

0.88
0.28
0.39
0.35
0.55
0.07
0.52

0.000***
0.005**
0.004**
0.001**
0.001**
0.127
0.000***

Accepted
Accepted
Accepted
Accepted
Accepted
Rejected
Accepted

Note. ***p< 0.01,

**p<0.05

The structural model achieved a good level of fit, having a CMIN/DF=2.399, GFI=0.911, CFI=0.921 and
RMSEA=0.076. Therefore it could be concluded that the GOF for the structural model was at an acceptable
level.
5.1.3 Structural Model to Determine Mediating Effect
Four structural models were drawn to test the mediating effect between relationships. The Bootstrapping method,
which has been identified as one of the most powerful methods of testing mediator effects was used in this study
(Taylor, MacKinnon & Tein 2008; Cheung, Chan & Limayem 2005). Since bootstrapping involves drawing a
large number of samples with replacement from the original sample, for the purpose of this study 2000 bootstrap
samples were generated at the 95% confidence level. Table 3 presents the findings of the direct and indirect
relationships as well as the mediating effect.
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Table 3. Mediation effect
Effect between variables
PUTRUSTPI
PEOUTRUSTPI
WCTRUSTPI

Direct
0.281
(0.004**)
0.225
(0.070)
0.191
(0.089)

Indirect
0.440
(0.001**)
0.438
(0.001**)
0.503
(0.001**)

Total
0.721
0.663

Mediation effect
Partial
Mediation
Full Mediation

0.694

Full Mediation

Note. **p< 0.05
The study has revealed a structural model between PEOU and PI through PU due to the non-significant results of
PEOU and PI. Thus the new model is presented below in Figure 3 with the mediation effect included and Table 4
presents the findings of the relationships.

Figure 3. Structural Model for Mediation effect (PEOUàPUàPI)
Note. **p<0.05
Table 4. Mediating effect PU, in the relationship between PEOU and PI
Path: PEOUPUPI

Direct effect
0.121
0.498

Indirect effect
0.548
0.004**

Total effect
0.669

Mediation effect
Full
Mediation

Note. **p<0.05
6. Discussion
Being consistent with the TAM, the study formulated its first four hypotheses as predictors of purchase intention.
As shown in Figure 2, PEOU (β=0.88, p<0.01) has a strong effect on PU, rendering support for H1. Therefore,
there is a strong positive relationship between PEOU and PU. The present finding is consistent with prior
findings. According to the modified TAM of Davis (1993), PEOU indirectly influences intention through PU,
while, PU directly influences intention. Several other research studies drawn from the e-commerce context also
prove the above relationships (Hassanein & Head 2007; Hsu & Lu 2004; Gefen & Straub 2000; Pavlou 2003;
Gefen, Karahanna & Straub 2003). Thus, it has been proved that online shopping should be easy for customers
and eventually they will discover its usefulness.
The second hypothesis (H2) established between PU and Purchase Intention was supported in the study (β=0.28,
p<0.05). Thus, there is a positive relationship between PU and PI. This finding aligns with previous researches as
well (Dash & Saji 2005; Gefen, Karahanna & Straub 2003; Gefen & Straub 2000). According to the prior
findings of Dash and Saji (2006) there is a direct relationship between PU and purchase intention in B2C online
shopping in an Indian context. This relationship established through the path coefficient of the current study is
similar to the studies of Pavlou (2003) and Gefen, Karahanna and Straub (2003) which is 0.28. However, the
path coefficient established in these studies can be considered to be relatively low compared to the studies by
Matute et al. (2016), Shen (2012), Gefen, Karahanna and Straub (2003), who have established path coefficients
ranging from 0.40 to 0.51. The difference in the path coefficients could be due to the differing nature of the
category of products being studied (e.g. airline tickets and online retail purchasing).
The third (H3) and forth (H4) hypothesis too were related to TAM. The findings revealed that the relationship
between perceived usefulness and trust is significant (β=0.39, p<0.05) and the relationship between perceived
ease of use and trust is also significant (β=0.35, p<0.05). Consequently, both H3 and H4 are supported from the
analysis. These findings are also consistent with those obtained in prior research (Gafen et al. 2003; Gefen 2000;
Jarvenpaa, Tractinsky & Vitale 1999; Salisbury et al. 1998). Further, it has been identified that both variables
have positive relationships with the Trust. Gafen, Karahanna and Straub (2003)‟s findings also showed that PU
and PEOU have an impact on trust based on the last online purchase experience.
Website content was also found to have a significant impact on trust (β=0.55, p<0.05), supporting H5. This
119

http://ibr.ccsenet.org

International Business Research

Vol. 11, No. 10; 2018

finding too is consistent with prior research (Wen 2009; Chen & Barnes 2007;Yoon 2002). Similarly, several
authors have empirically confirmed that useful and easily understood information reduces information
asymmetry and increases online trust and consequently influences purchase intention positively (Cao et al. 2005;
Park & Stoel 2005; Koufaris & Hampton-Sosa 2004; Kuo et al. 2004). The relationship established through the
path coefficient of the study is similar to the one which was established in the study of Ranganathan and
Ganapathy (2002).
Analysis revealed that H6 was not supported (β=0.73, p>0.05).Given the substantial evidence supporting the
impact of SCC on purchase intention which was presented in the literature review, this result is quite surprising.
However, the recent research findings of Huynh (2012), confirmed that, there was no direct relationship between
social networking and online purchase intention. According to the recent research findings (Ayoobkhan 2016),
from the Sri Lankan context, it was also revealed that the majority of online customers do not depend on social
networks for their actual buying decisions. For that study, data were collected from young people in the eastern
parts of Sri Lanka and he summarized that “it is found that young are for the most part dynamic on social media
sites, yet with regard to making online purchasing choice, they get to be distinctly inactive” (Ayoobkhan 2016,
p.24). Since, the present study too cannot establish a significant relationship between social commerce construct
and purchase intention, it may infer that the impact of social commerce attributes on buying behavior is still
minimal. Furthermore, nature of items in the questionnaire which were used to measure SCC itself might have
contributed to the non-significant relationship. When measuring all other variables, the items in the questionnaire
sought the own perception or judgment of the respondent. However, the items used to measure SCC are of
different nature. There, the items focuses on how much a respondent depends on someone else‟s judgment rather
than his or her own judgment. Thus, this may point to the requirement of having a different set of items to
properly measure SCC.
Finally the relationship established in H7 between Trust and Purchase intention is supported (β=0.52, p<0.01)
and this finding is consistent with that of prior researches (Li, Kim & Park 2007; Gefen & Straub 2000; Gefen,
Karahanna & Straub 2003; Wang 2002; Pavlou 2003). This implies that greater trust towards the online shop
generates a greater intention to shop online. The current study has found a relatively strong relationship between
trust and purchase intention. In other words, greater consumer trust with regard to the web store would motivate
consumers to engage more in online shopping. Therefore, in order to increase the sales of virtual business, web
retailers can focus on establishing trust in the customer‟s mind. Although the degree of the relationship differs to
some extent, this study significantly supports the overall relationship between trust and purchase intention. This
finding therefore suggests that online shoppers who have favorable attitudes toward a website are more likely to
engage in online shopping. In other words, a favorable attitude will lead to online purchase intention.
In addition to that, in the research model of this study, we could find a full mediation of PU in the relationship
between PEOU and PI. This is apparently a new contribution to the existing theory. However, the direct
relationship between PEOU and PI is not significant (β=0.11, p> 0.05), which is also consistent with prior
findings (Pavlou 2003). As Davis (1989) discussed, perceived ease of use may act indirectly on intention to use
through usefulness. The result of the present study is also consistent with prior TAM related research, where
researcher found that PU was a more important predictor than PEOU (Hu et al. 1999; Davis 1989). The
importance of PU over PEOU has an important implication for website designers. Therefore, when designing a
website designers should focus more on the usefulness of the website rather than its ease of use. Similarly, the
study has found that PEOU, has a significant impact on trust. When customers feel that website is easy to use,
easy to learn, and easy to search for the products they want, they will probably trust that website (Shin, Choo &
Park 2001). Therefore, when designing a website, web designers should focus on the above areas in order to
generate trust in the consumer‟s mind.
6.1 Implications
The study is based on the online purchase intention of Sri Lankan customers. There are few studies that have
been done in Sri Lankan context in order to find factors affecting online purchase intention and, to the
researcher‟s best knowledge, there is dearth of such research done using SEM analysis. Therefore, the result of
this study will be useful to scholars who are interested in this particular area of research.
The study has found a strong relationship between PU, PEOU, website content and trust. These key findings are
aligned with prior researches (Jeong, Jeong & Lee 2006; Gefen 2000; Jarvenpaa, Tractinsky & Vitale 1999). In
addition to that it has revealed that factors have a strong relationship with trust. Therefore, this “Trust” factor is
worthwhile to include in future studies as well. The present findings also suggest that TAM is an appropriate
model to examine user intention, since PU has shown a significant relationship to purchase intention.
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Since the study has found trust to be a critical factor affecting online purchase intention, it is necessary for web
retailers as well as the Sri Lankan government to include trust in their goals when they take strategic decisions.
Web retailers could employ different mechanisms in order to establish positive attitudes about trust in customers‟
minds and consequently attracting shoppers to the web store. Moreover, the proposed model in this study could
be used to identify the factors influencing online purchase intention in different cultures. Besides, the significant
and positive relationship between website content and trust has important implications for website designers.
Website content is one of the key factors affecting online purchase intention, and hence, when designing the
website content in the business site, designers should pay particular attention to this factor. In other words, if
online retailers can design their store layout with well-organized content it would lead to increase in the purchase
intention of their customers.
Furthermore, the present study highlights the importance of technology acceptance, which is identified as an
under-researched area in online consumer behavior. Even though many of the marketing researchers discuss the
factors affecting online purchase intention, very few have shown the role of technology acceptance and their
impact on trust. Therefore the website should be easy for the customers to use and it should be useful for them to
full fill their needs and wants. According to the findings, the useful and easy to use websites increase the trust on
web retailor and consequently it will lead to increase online purchase intention.
As a whole the findings of the study provides a great message for the online retailers. It gives practical
implications for the web retailers as to how to create trust on customers‟ mind towards the web store and
positively influence on online purchase intention. As such web retailers could employ several trust building
mechanisms by getting support from the technology to manipulate favorable attitudes on actual consumer buying
decisions.
6.2 Limitations of the Study
There are a few limitations in this study. Firstly, data were obtained from MBA students. These results may be
different from the typical online shoppers. Therefore, generalizability of findings was an issue for many
researchers which used similar sample and, this study is also no any exception. However, it is noteworthy that
most studies in this context have utilized MBA students as their subject pool (Gefen & Straub 2000;
Grabner-Krauter & Kaluscha 2003; Walczuch & Lundgren 2004).
Secondly, the study collected data during a particular time frame and was restricted to five constructs. Besides
that, there may be several other factors which influence online purchase intention. Finally, the study was focused
to examine factors affecting online retail shopping. Therefore, it was restricted to the business-to-consumer (B2C)
model.
6.3 Directions for Future Research
The present study was limited to identifying the factors affecting online purchase intention in Sri Lanka.
Therefore the study was limited to a particular study context, which is Sri Lanka. Hence, future researchers could
use this model to re-examine the factors affecting online purchase intention in different study contexts, especially
across cultures, in order to enrich the body of knowledge in this study area.
The area of e-commerce is rich in its variety of settings. The current study was limited to online retail shopping and
future research could focus on a variety of settings such as online services (i.e, banking, insurance etc.). The
proposed model could be used in the aforementioned settings to determine whether there are any distinguishing
factors affecting purchase intention. Similarly, the proposed model could be used to examine purchase intention in
different models such as business-to-business (B2B) and consumer- to-consumer (C2C). In other words, other
researchers could determine the differences between factors affecting a variety of settings since; the present study
was limited to a B2C setting. Constructs were measured by collecting data at a particular time. Therefore, it would
be interesting to examine the relationships identified in this research from a longitudinal perspective as well.
7. Conclusion
This study particularly investigated the factors affecting online purchase intention from two perspectives;
technological oriented perspective and Social oriented perspective. The author borrowed constructs from the
technology acceptance model to explain the factors affecting online purchase intention and Trust. Perceived
usefulness, perceived ease of use, website content, social commerce constructs and Trust are the main constructs
of the proposed model. The study also validates the role and importance of Trust while TAM antecedents and
website content affect online purchase intention. The findings reveals that Trust has a mediating effect on
perceived usefulness, perceived ease of use and website content on online purchase intention of retail shopping
in Sri Lanka. The study also confirmed that there is a positive relationship between Trust and purchase intention
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which is consistent with many other previous researches. However, the findings reveal that social commerce
constructs do not influence on purchase intention in Sri Lanka.
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Appendix
Codes

PU1
PU2
PU3
PU4
PU5

PEOU1
PEOU2
PEOU3
PEOU4
PEOU5

WC1
WC2
WC3
WC4
WC5
WC6
WC7
WC8
WC9

SCC1
SCC2
SCC3
SCC4
SCC5
SCC6

T1
T2
T3
T4
T5
T6
T7

PI1
PI2
PI3
PI4
PI5
PI6

Scale
Perceived usefulnes
Adapted from Dashti et al. (2016), Pavlou et al. (2007), Hassanein and Head (2007), Van der Heijden,
Verhagen and Creemers (2003), Gefen et al. (2003), Koufaris (2002).
The Web site is useful to buy products or services they sell
The Web site makes it easier to search and purchase products
The website improves my performance in assessing products
The website enables me to discover new products and get shopping idea more quickly.
The website increases my productivity in discovering products and getting shopping ideas.
Perceived Ease of Use
Adapted from Pavlou et al. (2007). Gefen et al. (2003), Van der Heijden, Verhagen and Creemers (2003),
Koufaris (2002).
The Web site is easy to use
It is easy to become skillful at using the website
It is easy to learn to use the web site
It is easy to interact with the web site
This retailer„s Web site is clear and understandable
Website Content
Adapted from Demangeot and Broderick (2016), Hassanein and Head (2007), Sultan et al. (2002) Ranganathan
and Ganapathy (2002),Fogg et al. (2001).
I can quickly find the information I need on this website.
This site carries products and services with reputable brand names.
There is sufficient information to compare across alternatives
There is sufficient decision making aids.
The web site provides sufficient information about firm, product and Services.
The web site provides options to communicate and interact with the firm.
The information on this website was well organized.
This website adequately met my information needs.
This website provides good shopping tips.
Social Commerce Constructs
Adapted from Hajili (2014), Dashti et al. (2016), Zamrudi, Suyadi and Abdillah ( 2017), Yuhua (2012).
I will ask my friends on forums and communities to provide me with their suggestions before I go shopping
I think that my friends„ recommendations are reliable.
I think that my friends„ reviews are reliable
I will consider the information available on social networks in relation to this vendor when I want to shop on
this web site (modified).
I will consider the vendor rating made by other people when I want to shop on this web site(modified)
I will consider the product reviews published by other people when I want to shop on this website (modified)
Trust
Adapted from Ha and Janda (2014), Sultan et al (2002) Hassanein and Head
(2007) Van der Heijden,Verhagen andCreemers(2003)
I think that this web site usually fulfills the commitments it assumes
This website does not make false statements
I think that this web site has sufficient experience in the marketing of the products and services that it offers.
Most of what this web site says about its products or services is true.
I think that information offered by this site is sincere and honest.
This store wants to be known as one who keeps his promises.
The web retailer keeps promises and commitments.
Purchase Intention
Adopted from Demangeot and Broderick (2016) Ha and Janda (2014), Pavlou et al. (2007), Hassanein and
Head (2007), Sultan et al. (2002).
I will consider this site first when I want to buy products.
I would be comfortable shopping at this site.
I would recommend this site to a friend
I intend to continue using this website in the future
I will purchase other products or services at this web site
I would like to buy new products/services from this site
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