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Abstract 
 

Electronic commerce (E-Commerce) usage in Sri Lanka is increasing due to various 

developments in the Information and Communication Technology (ICT) sector.  

Identifying technology adoption factors in the case of E-Commerce and studying their 

effectiveness in adoption, among Sri Lankan private sector executives, were primary 

objectives of this research. In order to analyze factors affecting adoption of E-

Commerce in Sri Lanka, a self-administrated questionnaire was developed and 

surveyed using a sample of 389 private sector executives employed in Information 

Technology and Telecommunications, Banking and Finance, and the Manufacturing 

sectors.      

 

There have been many empirical studies on adoption and diffusion behavior of a new 

technology. Two well known technology adoption models, the Technology 

Acceptance Model (TAM) (Davis, 1989) and the Theory of Planned Behavior (TPB) 

(Ajzen, 1991) were used to identify a suitable research framework. Since trust on 

online stores or Perceived Risk on online transactions has widely been discussed in 

previous E-Commerce literature, a combined model of the TAM and the TPB with 

reference to trust in E-Commerce was used to build the research model and 

hypotheses.   

 

The survey results revealed that Perceived Ease of Use and Perceived Usefulness have 

a strong positive correlation with E-Commerce adoption while Subjective Norm and 

Perceived Behavioral Control have a moderately positive correlation on it. The 

analysis of findings further revealed that the trust or Perceived Risk in E-Commerce 

has a significant impact on other E-Commerce adoption factors, Perceived Ease of 

Use, Perceived Usefulness and Perceived Behavioral Control, except Subjective 

Norm. In addition, it was found that hi-technology products and digital items maintain 

the highest preference in the web market. It further revealed that, the majority, almost 

95%, of total respondents are willing to experiment with or continue E-Commerce in 

future. It was recommended that web-stores should take the necessary steps to 

increase consumer confidence in the E-market in addition to what they offer 

customers to make online transactions easy and useful.  
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Chapter 1 

 

1. Introduction 

 

This thesis is an in depth discussion about E-Commerce adoption factors among Sri 

Lankan private sector executives. The first chapter of the thesis will introduce the 

background of the selected research area. This will be followed by the research 

problem that will help the reader to understand the overview of the research. The 

problem discussion ends with specific research questions and research objectives. A 

brief introduction about previous literature related to the selected topic will be 

discussed thereafter. Finally, the importance of the study and the approach to achieve 

research objectives will be discussed in detail. In addition, an overview explanation 

about thesis structure which discusses the purpose of the next chapters will be 

presented at the end.  

 

1.1 Background  

 

For over thousands of years people were engaged in commercial activities with one 

another and adapted to tools and technologies that were available in particular eras of 

history. As a result of this, payment methods for exchanging goods and services have 

been changed from goods and services having equal financial value to virtual money 

that can be transferred electronically between two accounts which are located in two 

geographically different locations. Because of that, technology has played a pivotal 

role and become the driver of the financial service industry. Online banking, 

Telecommunications, Information Technology (IT), phone banking, smart cards and 

such, have now made it possible to deliver banking and financial services, at a lesser 

cost than before. 

 

As a country, Sri Lanka has been a well known location for trade and commerce 

among both East and West, for thousands of years, because of its geographical 

location. It has been used as a commercial center for exchanging goods and services 

and has become a kind of hub for both Eastern and Western traders. Because of this, 
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as a nation, Sri Lankans who lived in various eras should have used different kinds of 

payment methods used at that particular time.  

 

After the invention of Internet, World Wide Web technologies and other electronic 

devices, led to the development of Electronic Commerce (E-Commerce). The use of 

Internet along with a range of other Information and Communications Technologies 

(ICT), is transforming the way business is done locally and globally. In every region 

of the world, businesses are examining the ways in which they can benefit and 

maximize profit from the new economy and in particular from E-Commerce. The 

fundamental difference between the old economy and the new economy is how the 

business models are built. The business models in the new economy are built on IT 

infrastructure. 

 

The IT industry can be broadly categorized into hardware, software and services. Most 

governments view the IT sector as an important sector of the economic growth, and 

are taking measures to stimulate sector output as a means of accelerating economic 

growth.  Many countries paid attention to developing E-Commerce but the adaptation 

of developing countries to E-Commerce is a challenge because of the infrastructure 

limitations and other issues related to consumers like domain knowledge, security 

concerns etc,. 

 

In Sri Lanka, Internet penetration is being increased dramatically due to some key 

influencing factors like infrastructure development, increase of IT literacy level of the 

people and reduction of Internet and Telecommunications charges. People have 

realized the use and benefits of Internet and are using it for various purposes like 

education, entertainment, business and communication. Although there is a growth in 

the Internet penetration level, Sri Lanka has not yet passed the medium level of E-

Readiness because of the low coverage of Internet and low computer and Internet 

literacy levels. However the existing Internet users display comparatively high 

adaptability to E-Commerce transactions. The Sri Lankan Internet user has a moderate 

level of Internet shopping usage, while more people pay bills through Internet and 

access Internet banking application.  The purpose of using Internet varies from person 

to person depending on interests and requirements. Due to the increase in the use and 

popularity of certain web sites, companies are willing to put their advertisements on 
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Internet and try to create an awareness of certain products in people’s minds. All of 

these factors have led to the development of E-Commerce in Sri Lanka. At the 

moment, although there is a considerably large growth, the Internet penetration and E-

Commerce development has still been centralized only in Colombo and adjacent 

districts (Lane et al., 2004).  

 

Most private sector executives in Sri Lanka are highly educated and skillful people in 

using various IT applications and tools. As a result of the latest developments in the 

secondary and the tertiary education sector in Sri Lanka, people who are known as 

young professionals are well equipped with IT knowledge, required by the industry. 

Their working environment and job tasks are tightly coupled with IT and its related 

services. E-Commerce has become a part of their day to day life and some people use 

it extensively according to their professional requirements. Since the emergence of E-

Commerce has reduced the time and effort needed to spend on acquiring goods and 

services compared to the traditional touch and feel based business model, some 

professions like Banking and Finance encourage to use only E-Commerce in certain 

situations. 

 

Due to professional and social requirements, many young professionals had to work 

late in the evening and work hard to accomplish goals related to their professions. The 

effects of such a busy life style and the high disposable income that they earned have 

led to some distinguished purchasing patterns. These young professionals have 

already been satisfied with their basic needs and are looking for superior goods and 

services. When they get settled in their professions for 2-3 years, they tend to consume 

luxury items, fast foods and also high-tech products. Professionals who are working in 

IT and Telecommunications, Banking and Finance, Manufacturing, Education and 

Hotel industries have enough access to Internet and have some need to use E-

Commerce. Most of such organizations have 24 hour access to Internet and encourage 

their employees to use electronic communications for professional matters. These 

young professionals like to spend their money on products and services which will 

distinguish them from other such individuals.  

 

By considering all those factors, the growth of the IT and Telecommunications sector, 

business requirements for transforming to electronic transactions and emerging social 
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communities like young professionals as discussed above, it is interesting to study the 

use of E-Commerce and factors affecting people to decide whether the way that 

people are using it, is continuing or not. Further, since businesses also started using E-

Commerce because of the positive impacts gained by it compared to the existing 

methods, it will be useful to identify emerging opportunities in this market segment, 

for companies who are willing do electronic businesses and promote their products 

and services over Internet. 

 

1.2 Problem Statement  

 

The human factor is a key element in E-Commerce and involved a person or a 

business to sell products and services and a person or a business to buy those products 

and services. Because of this, the consumer plays the primary role in making a 

business complete from both buying and selling sides. There are various factors 

influencing a person to use E-Commerce. Some factors are within the control of that 

person while the others are not. Some factors are directly associated with decision 

making while some are not. Factors that cannot be controlled or are external to the 

person are associated with his/her immediate social environment like the organization 

that the particular individual works in and the influence generated from colleagues, 

subordinates and superiors in the working place.  

 

Concerns related to the trust factor or Perceived Risk associated with E-Commerce is 

a key to develop E-Commerce involvement in a country. Even though there are 

studies related to this field in different countries, the outcome of those studies cannot 

be directly applied to the Sri Lankan context, as personal attitudes and priorities in 

decision making are getting different from country to country and depend on the 

different culture in each country (Brachear et al., 2008). Various dimensions in 

personal attitude like Perceived Usefulness and Perceived Ease of Use, and the 

Perceived Risk associated with web technologies are within the control of the person 

and depend on the human behavior. Based on that, the main problem of this research 

is identifying factors affecting adoption of E-Commerce among Sri Lankan private 

sector executives to use E-Commerce continuously.  These factors can be both 

internal and external to the person. 
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1.3 Research Questions 

 

 

Based on the research problem the following research questions are developed. 

 

1. What are the factors affecting private sector executives in Sri Lanka to use E-

Commerce? 

2. For what purposes do people use E-Commerce frequently in Sri Lanka and 

what kinds of products and services do they frequently purchase when 

shopping online? 

3. What is the current level of E-Readiness in Sri Lanka? 

4. What will be the matching model for E-Commerce adoption for a country with 

this type of E-Readiness indicators? 

 

 

1.4 Research Objectives  

 

Previous researchers have identified issues related to privacy, confidentiality and 

authenticity, limitations in accessibility and awareness, influencing factors of the 

current organization, opinions from peers and superiors, Perceived Ease of Use and 

Perceived Usefulness are factors affecting adoption and diffusion of any new 

technology. The main objectives of this research are to identify those aforementioned 

factors in the case of E-Commerce and their effectiveness in adoption of E-Commerce 

among Sri Lankan private sector executives. Further, examining and investigating a 

common model which categorizes those factors into one framework is another 

objective of this research.  

 

Other than that, identifying key products that these young professionals purchase 

frequently via Internet and finding out the main barrier that they come across when 

using E-Commerce are the other key objectives of the research. People who have used 

E-Commerce previously may have pleasant or unpleasant experiences and hence the 

likelihood of future use could depend on current experiences. Identifying the 

likelihood of using E-Commerce in future applications is also an objective of this 

research. The sample will be considered from three different economic sectors in the 

country, IT and Telecommunications, Banking and Finance, and the Manufacturing.  
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In addition to this, current E-Readiness indicators in Sri Lanka and recent initiatives 

taken by regulating and policy making bodies to improve E-Readiness level need to be 

investigated as those are key factors in developing an E-Commerce business 

environment in the country. 

 

1.5 Previous Studies 

 

Previous studies on E-Commerce adoption have been addressed in various academic 

practices using different models and frameworks. Two models are widely applied in 

the adoption approach: the Technology Acceptance Model (TAM) (Davis, 1989) and 

the Theory of Planned Behavior (TPB) (Ajzen, 1991). Each model has been 

constructed using different sets of determinants and moderators. The trust factor or the 

Perceived Risk associated with E-Commerce has widely been discussed in E-

Commerce adoption literature.  Olusegun et al. (2006), Wang et al. (2008), Connolly 

and Bannister (2007), Slyke et al. (2004), Jahangir and Begum (2008), Chang and Zhu 

(2006) and Sulaiman et al. (2008) have discussed the risk factor in online transactions 

extensively and proved the impact associated with E-Commerce adoption. 

 

Further, Klopping and McKinney (2004), Delafrooz et al. (2008) and Sulaiman et al. 

(2008) have discussed the main key factors in the TAM namely Perceived Ease of Use 

and Perceived Usefulness, and their relationship with E-Commerce Adoption. The key 

factors in the TPB, Perceived Behavioral Control, Attitude and Subjective Norm, have 

also been discussed extensively in its related literature by Uzoka et al. (2007) and 

Hernandez et al. (2009). Literature discussed by Mutum and Ghazali (2006) and 

Brachear et al. (2008) were mainly focused on comparing online shoppers with non-

online shoppers and identifying distinguished characteristics of online shoppers from 

other people who do non-online shopping. 

 

When it comes to the Sri Lankan context, it was very difficult to find published 

research papers related to research objectives. Kapurubandara and Lawson (2007), 

Lane et al. (2004) and Gamage (2001) have done investigations mainly related to E-

Commerce infrastructure and challenges in implementing E-Commerce in the country. 
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1.6 Significance of the Study 

 

A country which is planning to promote E-Commerce or a business, an institution or a 

government entity which is trying to use E-Commerce as a marketing channel, should 

be well aware of E-Commerce readiness of current Internet users and the penetration 

rates of the same. Research on Internet consumer behavior is still very much in its 

infancy and only a few authors have started to map the structure of the factors 

influencing consumers’ attitudes towards on-line shopping. Almost all of them have 

focused on developed countries and regions so far and they cannot be used to interpret 

the situation in Sri Lanka directly. Factors affecting people in one continent of the 

world can be different from the factors in other continents. Thus the need for 

methodical study which explores the E-Commerce readiness, factors affecting to use it 

and reasons underlying such a behavior for the Sri Lankan context remains high. 

 

Private sector executives in Sri Lanka contribute significantly to the gross national 

product of the country. Sometimes more than half of their daily time is spent with 

computers and Internet. Their purchasing power is high due to the nature of the 

industry in which they are employed. This is beneficial for companies like automobile, 

fast food, property and land sales, and high-tech electronic equipment producers who 

target this market segment to promote their products and services through Internet.  

 

The research is focused on the factors affecting positively and negatively on the 

targeted community to adopt E-Commerce. Identifying negative factors on adopting 

and barriers encountered in using E-Commerce frequently, will allow regulating and 

policy making bodies to think more on their roles and take necessary steps to improve 

those areas. Identifying what kinds of products, these people purchase frequently over 

Internet would benefit the business environment to re-brand and re-launch their 

products on the web market space.  

 

This study also looks into the ways of improving E-Commerce in the country by 

identifying the needs and concerns of both current and potential users. The research 

project mainly looks into the area of Business to Consumer (B2C) E-Commerce set up 

in the country. Further, the study will investigate general perceptions and impacts of 

E-Commerce in the country. 
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1.7 Research Design 

 

A decision was made to conduct a research to fulfill the above research objectives and 

to facilitate the main research problem. Literature related to the E-Commerce, E-

Readiness in Sri Lanka and technology adoption models were studied prior to the 

research and a thorough understanding of the selected domain was gathered. Two well 

known IT adoption models, TAM and TPB, and their pre-tested research frameworks 

were used to build the conceptual model. This helped in identification of research 

variables according to the objectives and it was decided to do a questionnaire based 

research to find the factors affecting adoption of E-Commerce among Sri Lankan 

private sector executives. Five independent variables, Perceived Ease of Use, 

Perceived Usefulness, Perceived Behavioral Control, Subjective Norm and Risk 

associated with E-Commerce, were identified to measure the relationship with E-

Commerce adoption. The questionnaire was developed to address different aspects of 

each independent variable and to test derived hypotheses.  

 

In order to minimize the population and to get a diversified small sample, private 

sector executives in three different economic sectors, Banking and Finance, IT and 

Telecommunications, and Manufacturing, were identified as the target population. The 

questionnaire was distributed among 900 private sector executives that work in the 

aforementioned sectors in order to extract the required sample of 382. Their responses 

were analyzed and interpreted to answer research questions and to test 11 derived 

hypotheses. 

 

1.8 Thesis Chapter Structure 

 

The thesis report contains six chapters including an introduction with all the details of 

the research namely, the objectives, the significance and the methodology adopted in 

the study with limitations. A detailed literature review which explores E-Commerce 

and its developments, technology adoption models and their relationship with IT 

adoption, present situation of the ICT sector in Sri Lanka and its future directions is 

included in the second chapter. The third chapter is allocated to explain the research 

methodology used for this research. It will enhance the research framework and the 
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conceptual model used throughout the research.  This chapter will further explain the 

hypotheses development based on research variables and questionnaire development 

for testing those hypotheses. The fourth chapter describes results in tabular format and 

in various charts to further enhance the outcome of the questionnaire while the chapter 

five gives the findings of the study in detail with relevant statistical outputs to 

attainment of the general objectives. Conclusions and recommendations derived from 

the study are described in chapter six. It will further discuss the future research 

directions for in depth investigations on the topic. 
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Chapter 2 

 

2. Literature Review 

 

This chapter will discuss related literature in detail in order to identify concepts 

related to the research topic, research framework, research variables and to have a 

general view of E-Commerce initiatives in Sri Lanka.  First it will discuss E-

Commerce concepts, types of E-Commerce and their applications, and advantages in 

using E-Commerce. Thereafter, E-Commerce capability of Sri Lanka will be 

discussed in terms of E-Readiness factor and recent developments in the ICT sector. A 

detailed analysis of two widely used IT adoption models will follow next. It will 

discuss Technology Adoption Model (Davis, 1989) and Theory of Planned Behavior 

(Ajzen, 1991) in detail. An impact analysis of Perceived Risk associated with E-

Commerce transactions will follow next in order to identify various risk factors that 

discourage E-Commerce transactions. Finally, various E-Commerce adoption factors 

discussed in previous literature will be presented in order to narrow down the key 

research variable of the research. 

 

2.1 E-Commerce 

 

Internet is often described as an innovation that will transform the way we live and 

work. Many are convinced that Internet is nothing short of a revolution. What it has 

done is transform the way we communicate and access information (Tan and Teo, 

1998). The term E-Commerce has evolved from its meager notion of electronic 

shopping to all aspects of businesses and market processes enabled by Internet and 

World Wide Web technologies. In a narrowly defined context, E-Commerce means 

doing businesses online or selling and buying products and services through web store 

fronts. Products which are being traded may be physical products such as books and 

cars, digital products such as audio and video, and services like online medical 

consultation and distance learning. E-Commerce is not limited to buying and selling 

products online. It can create a market space for all customers, suppliers, accountants, 

payment services, government agencies and competitors online.  
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E-Commerce has widely been discussed in academic and practitioner literature and 

has been conceptualized in so many different ways. It is increasingly discussed and 

written about in current knowledge-based economies. Although there are no 

internationally agreed-upon definitions for E-Commerce, many researches use the 

definition of OECD (Organization for Economic Co-operation and Development). It 

explores E-Commerce transactions as: the sale or purchase of goods and services, 

whether between businesses, households, individuals, governments and other public or 

private organizations, conducted over computer-mediated networks. Products and 

services are ordered over those networks, but the payment and the ultimate delivery of 

the goods or the service may be conducted on or off-line. The concept of E-Commerce 

extends into communication, promotion, customer service, statistics and usage 

patterns.  

 

E-Commerce activities may exist as one or in combination of the following (Azam, 

2006): 

• Searching customers, producers and sellers through Internet. 

• Business communication made through Internet. 

• Selecting products and services through Internet. 

• Placing orders through Internet. 

• Making payments through Internet. 

• Delivery of the required products through Internet. 

• Sales service through Internet. 

 

A pure E-Commerce transaction can be expected when a digital product is sold via a 

digital agent and the whole purchasing process is digital. Although it is defined as 

such, a pure E-Commerce transaction is rarely available in the real world as many 

products which are transferred over Internet are physical products and the distribution 

process is handled through a physical agent. In such a situation, only the purchasing 

process and the payment procedure are handled electronically.  

 

Figure 2.1 exhibits the distinction between pure E-Commerce and traditional 

Commerce. 
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Figure 2.1: E-Commerce vs Traditional Commerce 

 

E-Commerce activities may appear in the following four forms: Business to Business 

(B2B) E-Commerce, Business to Consumer (B2C) E-Commerce, Consumer to 

Business (C2B) E-Commerce and Consumer to Consumer (C2C) E-Commerce. 

 

Business to Business (B2B) E-Commerce refers to companies which are buying from 

and selling to other companies. Going beyond simple buying and selling B2B E-

Commerce involves more in maintaining their supply chains with their upstream 

companies like suppliers and downstream companies like wholesalers and retailers. 

 

Business-to-Consumer (B2C) refers to companies which are selling their products and 

services to end consumers over the Internet for their own use.  

 

Consumer-to-Business (C2B) E-Commerce refers to providing the power to consumer 

in selecting a business to fulfill his task. As an example, a consumer posts his project 

with a set budget online and companies which are willing to continue on the project 

review requirements and bid on the project. The consumer reviews the bids and selects 

the company that will complete the project according to his bid. 

 

Consumer-to-Consumer (C2C) E-Commerce involves mainly when two consumers 

meet to sell and purchase a product or a service. Online auction is a good example for 

C2C E-Commerce. 
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Even though few categories are visible there is evidence to say that all the above can 

be visible in any community. The most visible method from above is B2C E-

Commerce. With the gain of experience and availability of services, users tend to 

move into other options as well with time. 

 

Figure 2.2 exhibits the E-Commerce matrix with regards buyer and seller. It will show 

how E-Commerce types interact with buying and selling sides. 

 

  

  

 

 

 

 

 

 

Figure 2.2: E-Commerce Matrix 

 

For the purpose of this study, we define E-Commerce as purchasing goods and 

services, paying utility bills and installments, and doing E-channeling over Internet. In 

other words, the research will be mainly focused on B2C E-Commerce.  

 

E-Commerce will not benefit all economic sectors to the same extent or in the same 

manner. It is most likely to transform and benefit sectors that have information-

intensive activities, products or services that can be used or even delivered 

electronically. These sectors include financial services, education, professional 

services such as consulting, the tourism industry and government services.  

 

The global electronic economy is created in a way in which a change in one part of the 

world quickly affects many other parts and economies. In this structure, E-Commerce 

is one of the major factors driving the digital revolution across the world. It creates 

new business models in industrialized countries while creating very new challenges to 

developing countries that are still lagging behind in basic technologies, infrastructures, 

policies and legislative frameworks to be a part of this new revolution. 

C2C C2B 

B2C B2B 

Consumer Business 

Consumer 

Business 

BUYING 

SELLING 



 

 

14 

 

An important function of E-Commerce is handling of payment via Internet. During the 

last two decades, there has been a rapid adoption of a new payment technology by an 

important commercial segment of the economy. Today, four basic ways to pay for 

purchases that dominate both traditional and E-Commerce are cash, cheques, credit 

cards and debit cards (Olusegun et al., 2006). Mainly, E-Commerce involves 

exchange of some form of money for goods and services and 80% of worldwide 

Internet consumer purchases are paid for by credit cards (Olusegun et al., 2006).  

 

With the growing interest and activities in E-Commerce, there is an increasing need 

for methods and techniques that can help developers with design and management of 

E-Commerce systems. Today, there are many different approaches and 

standardization efforts, to support E-Commerce systems development processes. An 

E-Commerce system development process is not trivial and in most cases it involves 

very complex and time consuming modeling tasks.  

 

The role for middlemen in E-Commerce has become a more competitive one so they 

are only able to extract reasonable fees for their services. Innovative middlemen might 

be able to use the Internet to increase their involvements, despite increased 

competition and price information. 

 

E-Commerce can be utilized to enhance traditional IT systems in many ways. For 

example, using Web-based graphical interfaces to improve the user-friendliness of 

software systems and implementing Internet-based middleware to make electronic 

data transfer connections more flexible and affordable for smaller businesses. E-

Commerce functionalities may range from static information to online order tracking 

and from digital product catalogues to integration with suppliers’ databases. These 

functionalities exhibit various levels of sophistication, which can be measured. 

Another area which should benefit from Internet based E-Commerce initiatives is 

inventory management. As documented in the supply chain literature, the poor quality 

of information exchange among suppliers and manufacturers led to inventory buffer 

buildup along the supply chain.  
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2.2 E-Commerce Capability in Sri Lanka 

 

Sri Lanka is a developing country, situated in the Indian Ocean Southeast of India. Its 

mixed population, rich culture and variety of religions make it an important country in 

Asia. The country, famed for its fine tea, gemstones and colorful landscapes, has a 

population of 20 million. The country has a system of land transportation that links 

even the most remote villages. Its capital, Colombo, has one of the largest artificial 

harbors in the world, which handles about 80% of the country's sea trade. Colombo is 

also a major refueling and supply port for merchant ships. Sri Lanka provides an ideal 

setting for this study in that it is a newly emerging country where the pace of 

development is medium - neither too slow nor too fast - and the Internet and its 

associated technologies are opening new opportunities as well as challenges for 

development.  

 

With the prolonged civil disturbance brought to a halt, year 2010 is meant to be the 

starting point for expansion and development of the economy including the ICT 

sector. In order to achieve that, there is sufficient backing by government agencies 

like ICTA, which wish to see the IT industry grow strongly. Post war era has 

presented a new business environment for the industry with declining interest rates, 

lower inflation and an expansion of the country’s middle income group. Given that the 

government expects per capita GDP (Gross Domestic Product) to double to over 4000 

USD by year 2014, the prospects for consumer spending on hi-technology products 

including computers is sufficient.  

 

For developing countries like Sri Lanka that are in the process of moving towards a 

modern economy, it is important to assess their E-Commerce capability when 

analyzing E-Commerce adoption. New advances in the Internet and its associated 

technologies are opening great opportunities for development in many sectors in the 

country. As a result, Sri Lanka is rapidly acquiring new Technologies to increase 

Internet access in many sectors, despite a number of barriers that stand in the way. 

However, still in terms of international and global comparison, Internet usage in Sri 

Lanka is relatively low. Therefore, E-Commerce is also still in its developing stage 

(EIU, 2009).  
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There are many changes that should take place before E-Commerce would have any 

significant impact on the Sri Lankan economy. It is true that most areas of the country 

find themselves under great pressure and incapable of moving with the time due to, 

poor infrastructure, unfriendly policy and regulatory environment, and severe 

economic problems. Telecommunications infrastructure is mainly limited to the major 

business centers like Colombo and Kandy (Computer Literacy Survey, 2009). It is 

relatively expensive to access and use the Internet. Bandwidth speeds are limited and 

the demand for ICT human capital is well above current supply (Lane et al., 2004). 

This study is only a small, exploratory step and we admit that a considerable distance 

is yet to be travelled. 

 

In many developing countries, the customer’s usual behavior is to have a close look at 

the product physically and compare it with other products before selecting the right 

one. It may be considered as the vital influencer in implementing the online buying 

and selling environment. Thus, the buying culture of a country may decide E-

Commerce adoption and challenges in implementation. The majority of the population 

in developing countries stays below the poverty level and suffers from not having a 

source of entertainment. In this situation, many people of such a country enjoy visiting 

the market choosing the products and comparing it physically with the others (Azam, 

2006). In countries like Sri Lanka and India, shopping is a social activity and a 

personal face-to-face contact with sellers is an important part of the shopping 

experience (Kapurubandara and Lowson, 2007). Besides this, infrastructural forces 

like connectivity, technology accessibility, availability,  required legal support, human 

resources, delivery system, finance and banking mechanism, level of average 

computer literacy, general peoples’ ability in conducting an E-Commerce operation 

and the provisions of institutional supports for technological education and training 

may have the strong influence in B2C E-Commerce implementation in Sri Lanka 

(Lane et al., 2004).  

 

There have been several studies on E-Commerce initiatives and adoption factors in Sri 

Lanka. The main barriers to the adoption of E-Commerce were identified as : low 

Internet penetration, lack of popularity in online marketing (Kapurubandara and 

Lawson, 2007), an outdated legal infrastructure, a poor national communications 

backbone, prohibitive cost of Internet access and a lack of skilled human resources 
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(Lane et al., 2004) in the ICT industry. Gamage (2001) has identified three main 

issues, People – Skills – Knowhow, Connectivity – Access – Infrastructure and 

Environment – Trust – Confidence, to be addressed in order to develop, promote and 

popularize E-Commerce in Sri Lanka.   

 

2.2.1 Status of the ICT sector 

 

The significant advances and changes in the ICT sector in Sri Lanka since 1977 

include the introduction of Sri Lanka Telecom (SLT) in 1991, the establishment of the 

Council for Information Technology (CINTEC) in 1984, the establishment of the 

Telecommunications Regulatory Commission of Sri Lanka (TRCSL) in 1996, the 

introduction of the ICT act in 2003 and the establishment of the Information and 

Communication Technology Agency of Sri Lanka (ICTA) in 2003 (Gamage and 

Halpin, 2007). However, in spite of these measures, the growth of the ICT sector in 

Sri Lanka has been slow and concentrated mainly in urban areas. 

 

Electricity is an important utility for using ICT equipment. According to the findings 

of the survey (Census and Statistics, 2007), about 80% of Sri Lankan households use 

electricity. Availability of electricity in the urban sector is near the universal (94%) 

and in rural sector, 65% of households have electricity. Hence, Sri Lanka is not likely 

to be left behind in the digital divide due to the lack of electricity.  

 

The study of Computer Literacy Survey (2009) shows that 11.4% of all households in 

Sri Lanka now possess a personal computer – a figure up from 8.2% in 2006/07. In the 

Western Province, 20.7% of households have computers. Internet provides access to a 

number of communication services including the World Wide Web and carries email, 

news, entertainment and data files. A wealth of information for almost any field can 

be accessed through Internet. Internet facility is available in 13.1% of households in 

Sri Lanka, up from 2.4% in 2006/07.  

 

A person is considered as a computer literate, if he could use the computer on his own.  

During the year 2009, computer literacy rate in Sri Lanka was 20.3% and shows a 

25% increase from 16.1% reported in 2006/07 (Computer Literacy Survey, 2009). The 
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table 2.1 exhibits the distribution of computer literacy level in all provinces in Sri 

Lanka. According to the figures in table 2.1 people in Western province show highest 

computer literacy while people in Eastern province show lowest knowledge in this 

subject. 

 

Table 2.1: Computer Literacy of Household Population by Sector and Province 

Sector/Province 
Computer Literacy (%) 

2006/07 2009 

Sri Lanka 16.1 20.3 

Sector   

     Urban 25.1 31.1 

     Rural 15.1 19.3 

     Estate 04.3 08.4 

Province   

     Western 23.2 27.7 

     Central 14.8 18.0 

     Southern 15.6 19.8 

     Eastern 11.4 12.9 

     North Western 12.6 16.5 

     North Central   8.9 14.1 

     Uva   9.9 14.7 

     Sabaragamuwa 12.3 19.1 

Source: Computer Literacy Survey (2009) 

 

Figure 2.3 exhibits cumulative number of Internet and E-Mail subscribers in Sri Lanka 

from year 1996 to 2009. Although it shows a high growth rate during last few years 

and communicates a positive message to the ICT community in Sri Lanka, the 

ultimate figure at the end of year 2009 (250,000), is still very low compared to some 

developed countries as it is still about 1.25% from the total population of the country.   
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Figure 2.3: E-Mail and Internet Growth  

(Source:  Telecommunications Regulatory Commission of Sri Lanka) 

 

2.2.2 E-Readiness 

 

E-readiness is fundamental to the adoption of E-Commerce.  It represents the 

capability of nations to create, diffuse, adopt and use various components of the 

network economy (Uzoka et al., 2007). One of the most comprehensive ongoing 

studies of E-Readiness is being conducted by the Economist Intelligence Unit (EIU). 

The E-Readiness survey conducted by EIU comprises a number of key factors and 

related issues, which measured out of a score of 10. It gives an indication of the level 

and degree of E-Commerce adoption. Popular E-Readiness factors include: 

connectivity and technology infrastructure, consumer and business adoption, legal and 

policy environment, social and cultural infrastructure, business environment and 

supporting E-Services (Economist Intelligence Unit, 2009).  Table 2.2 exhibits all E-

Readiness factors considered by EIU and their selected criteria for concluding the 

final value. 
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Table 2.2: Overview of E-Readiness Factors 

E-Readiness 

Factor 

Description Category Criteria 

Connectivity 

and 

Infrastructure 

Connectivity measures the 

extent to which individuals and 

businesses can access mobile 

networks and the Internet, and 

their ability to access digital 

services through means such as 

digital identity cards.  

Broadband penetration 

Broadband affordability 

Mobile-phone penetration 

Internet user penetration 

International Internet bandwidth 

Internet security 

Business 

Environment 

Comprehensive and forward 

view of each country’s 

attractiveness as a trading 

economy and as a destination 

for business investment from 

2009 to 2013.  

 

 

Overall political environment 

Macroeconomic environment 

Market opportunities 

Policy towards private enterprise 

Foreign investment policy 

Foreign trade and exchange regimes 

Tax regime 

Financing 

The labor market. 

Social and 

Cultural 

Environment 

Evidence of the familiarity of a 

country’s population with IT 

applications and the extent to 

which its schools and 

governments provide the 

education infrastructure to 

engender it. 

Educational level  

Internet literacy 

Degree of entrepreneurship 

Technical skills of workforce 

Degree of innovation 

Legal 

Environment 

Legislative approaches to 

issues such as cybercrime, data 

privacy and spam, and creating 

a legal atmosphere that works 

to minimize abuses and non-

competitive behavior, 

including provisions covering 

Effectiveness of traditional legal 

framework 

Laws covering the Internet;  

Level of censorship 

Ease of registering a new business 

Electronic ID. 
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consumer protection and legal 

jurisdiction. 

Government 

Policy and 

Vision 

The ability of Governments to 

lead their countries towards a 

digital future.  

Government spending on ICT per 

head 

Digital development strategy 

E-government strategy 

Online procurement 

Availability of online public 

services for citizens and businesses 

Consumer 

and Business 

adoption 

The actual utilization of digital 

channels by people and 

companies.  

 

Consumer spending on ICT per head 

Level of e-business development 

Use of Internet by consumers 

Use of online public services by 

citizens and businesses. 

Source: Economist Intelligence Unit (2009) 

 

E-Readiness in Sri Lanka is not at an acceptable higher level. As Economist 

Intelligence Unit (2009) indicates, the E-Readiness of Sri Lanka for the year 2009 is 

3.85 which is a considerable decline from its 2008 value, 4.35. The table 2.3 shows 

the distribution of E-Readiness variables in Sri Lanka for year 2008 and 2009. It also 

exhibits the weight of each factor in deciding the overall score. 

 

Table 2.3: E-Readiness Analysis in Sri Lanka 

E-Readiness Variable 
Year 

2008 2009 

Connectivity (20%) 2.95 2.50 

Business Environment (15%) 5.80 5.62 

Social and Cultural Environment (15%) 4.80 4.70 

Legal Environment (10%) 6.30 5.95 

Government and Policy Vision (15%) 4.10 3.80 

Consumer and Business and Adoption (25%) 3.70 2.55 

Overall Score 4.35 3.85 

Source: Economist Intelligence Unit (2008, 2009) 
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Sri Lanka, with an overall score of around 4.0, appears to be somewhere below the 

median in terms of overall global E-Readiness. Scandinavian countries like Denmark 

and Sweden have the highest overall E-Readiness rank, around 9.0. The current 

situation of E-Commerce in Sri Lanka is mainly addressed in terms of its business 

environment and legal environment. The table 2.4 exhibits the position where Sri 

Lanka stands globally compared some of Scandinavian and Asian countries when it 

comes to E-Readiness. 

 

Table 2.4: Global E-Readiness Analysis (2009) 

Country Global Rank E-readiness 

Denmark 1 8.87 

Sweden 2 8.67 

Singapore 7 8.35 

South Korea 19 7.81 

Japan 22 7.69 

India 58 4.17 

Sri Lanka 63 3.85 

Pakistan 66 3.50 

Source: Economist Intelligence Unit (2009)  

 

In building a competitive E-Commerce environment and transferring the commercial 

sector to an IT platform, both the government and the private sector will have to make 

a significant commitment for human capital, legal framework and other supporting 

components of this revolution. While the private sector will have to make individual 

development plans for each respective commercial unit, the government will have to 

formulate an integrated national plan. The government must play the role of the 

facilitator and the private sector must take the lead, exercising self-regulation, in 

taking the industry forward successfully.   

 

The Government of Sri Lanka exercises a significant influence over many aspects of 

the economy. The future outlook of political stability seems to be more conducive to 

the economic growth of the country. In addition, as a result of the country’s three 
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decades long civil war coming to end, it can reasonably be expected that investments 

would flow to uplift infrastructure facilities in the Northern, Eastern and other regions 

of the country including ICT infrastructure investments.  

 

As mentioned by Sri Lanka’s Information and Communication Technology 

Association (ICTA), by declaring year 2009 as the ‘Year of English and Information 

Technology’, the Government of Sri Lanka has already executed a series of activities 

aimed at improving the country’s standard of English as a communication language 

and IT literacy amongst the general public, with the long term objective of providing 

the necessary skills to meet future demands in the ICT sector. It further reveals that 

some of the infrastructure projects like Lanka Government Network (LGN) which 

connect the Government institutions like Ministers, Departments, Provincial Councils, 

District and Divisional Secretariats will allow organizations to interchange 

information and provide a platform to offer citizen services accurately, efficiently and 

quickly. 

   

2.3 IT Adoption Models 

 

With the ever-increasing implementation of IT into personal and organizational 

settings, the question of why people decide to accept or reject a particular technology 

continues to be a major issue. If customers or employees within the organization 

decide not to accept and use latest development in organizations IT structure in daily 

business, many companies stand to suffer considerable loss in overall revenue due to 

difficulties in facing the rival competition in the market in terms of product 

innovations, market capitalization etc,. Thus, having a better understanding of why 

people accept or reject IT and identifying underling factors in decision making are 

crucial. 

 

Users’ perceptions of intentions to adopt an Information System (IS), the rate of 

diffusion or adoption, and penetration of technology within and across organizations 

are important factors in IS research (Davis, 1989). With the development of Internet 

and its adoption by the business world, researchers in IS community have conducted 

many studies on adoption and diffusion of World Wide Web and personal computer 
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based E-Commerce. Technology adoption frameworks are those that address the 

technological related determinants of E-Commerce adoption and diffusion at 

individual levels.  

 

There have been many empirical studies on adoption and diffusion behavior of a new 

technology. Two models are widely applied in the adoption approach: the Technology 

Acceptance Model (TAM) (Davis, 1989) and the Theory of Planned Behavior (TPB) 

(Ajzen, 1991). Each theory of model has been proposed with different sets of 

determinants and moderators. More importantly, many studies related to the selected 

field have been conducted in the United States and European countries (Davis (1989), 

Ajzen (1991), Slyke et al. (2004), Klopping and McKinney (2004) and Delafrooz et 

al. (2008)). Therefore, it is questioned whether the technology acceptance models and 

theories that have been developed, modified and extended in those aforementioned 

countries can be used in other regions like Asia, Africa and Latin America. It is 

questioned whether there might be other determinants and moderators that also play 

important roles in these specific environments.  

 

2.3.1 Technology Acceptance Model  

 

The TAM (Davis, 1989) focuses on two main characteristics of a system: Perceived 

Usefulness and Perceived Ease of Use. It further says that the actual system use is 

determined by users’ behavioral intention to use, which is in turn influenced by their 

attitude toward usage. Attitude is directly affected by users’ belief about a system, 

which consists of perceived usefulness and ease of use. Usefulness depends on the 

extent to which an application contributes to the enhancement of the user's 

performance. Improvements in user performance can be visible as taking less time to 

accomplish a task, producing higher quality work products, etc. Perceived Ease of Use 

relates to the effort required by the user to take advantage of the application. The 

results of Davis (1989) have found that Perceived Usefulness is the most significant 

determinant of intention to use. Perceived Ease of Use had small significant effect and 

attitudes partly mediated the relationship between beliefs and intentions. 
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Researchers have shown that Perceived Usefulness affects intended adoption of IS, 

but has mostly failed to do so regarding Perceived Ease of Use.  Geffen and Straub 

(2000) have tested and proved that Perceived Ease of Use directly impacts the 

intention to use an IS. It relates to assessments of the intrinsic characteristics of IT, 

such as the ease of use, ease of learning, flexibility and clarity of its interface. The 

Perceived Usefulness, on the other hand, is a response to user assessment.  

 

Figure 2.4 exhibits the framework used by TAM and its main variables in deciding 

actual usage of the technology. 

 

 

 

 

 

 

 

Figure 2.4: Technology Acceptance Model (Source: Davis, 1989) 

 

Despite its popularity and usefulness, many researchers still want to investigate 

whether the TAM should be revised, extended or modified to account for rapid change 

in both technologies and their environments. Okada et al. (2007) proved that the 

Perceived Ease of Use, Perceived Usefulness, product offerings and perceived service 

quality were positively related to the attitude towards purchasing in Internet shopping, 

which directly affected the online consumer purchase intention. Online consumer 

purchase intention was then positively related to the adoption of Internet shopping. 

Klopping and McKinney (2004) extended TAM to generalize both information 

gathering and purchasing in E-Commerce. They further revealed that perceptions of 

usefulness are more related to use than perceptions of ease of use. Delafrooz et al. 

(2008) and Sulaiman et al. (2008) have also discussed these key factors, Perceived 

Ease of Use and Perceived Usefulness in TAM in their literature and proved the 

impact on adoption of a technology. Using TAM, Sulaiman et al. (2008) revealed that 

convenience and ease of use serve as strong factors that motivate consumers purchase 

tickets online, a form of B2C E-Commerce. 
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2.3.2 Theory of Planned Behavior 

 

Ajzen (1991) discusses three conceptually independent determinants of intention in 

his model, Theory of Planned Behavior (TPB). The first is the attitude towards the 

behavior and refers to the degree to which a person has a favorable or unfavorable 

evaluation or appraisal of the behavior. The second determinant is a social factor 

termed Subjective Norm which refers to the perceived social pressure in performing 

the behavior. In other words, Subjective Norm expresses the perceived organizational 

or social pressure of a person while intending to perform the behavior in question 

(Ajzen, 1991). It is related to normative beliefs about the expectations of other 

persons. The third determinant of intention is the degree of perceived behavioral 

control which refers to the perceived ease or difficulty of performing the behavior. 

Further, it says that perceived behavioral control is assumed to reflect past experience 

as well as anticipated determinants. It concerns the beliefs about presence of control 

factors that may facilitate or hinder the performance of the behavior. According to the 

TPB, performance of a behavior is a joint function of intentions and perceived 

behavioral control. 

 

A central factor in the TPB is the individual’s intention to perform a given behavior. 

Intentions are assumed to capture the motivational factors that influence a behavior; 

they are indications of how hard people are willing to try, of how much of an effort 

they are planning to exert, in order to perform the behavior (Ajzen, 1991). The TPB 

places the construct of self-efficacy belief or perceived behavioral control within a 

more general framework of the relations among beliefs, attitudes, intentions, and 

behavior. According to the TPB, perceived behavioral control, together with 

behavioral intention, can be used directly to predict behavioral achievement.  

 

Behavioral intention is a measure of the strength of one’s willingness to try and exert 

while performing a certain behavior. As a general rule, the more favorable the attitude 

and Subjective Norm with respect to a behavior and the greater the Perceived 

Behavioral Control; the stronger should be an individual’s intention to perform the 

behavior under consideration (Ajzen, 1991). Paul and Chai (2002) have emphasized 

that cultural differences play a significant role in consumer E-Commerce adoption. It 

was also mentioned that cultural dimensions like individualism, collectivism and 
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Attitude towards 

the behavior 

Subjective norm 

Perceived 

Behavioral Control 

Intention Behavior 

power distance play a key part as moderators of the effect of TPB variables on online 

consumer behavior.  

 

Figure 2.5 exhibits the framework used by TPB and its main variables in deciding 

actual usage of the technology. 

 

 

 

 

 

 

 

 

 

Figure 2.5: Theory of Planned Behavior (Source: Ajzen, 1991) 

 

The TAM and the TPB, both have strong behavioral elements. As an example assume 

that when a person forms an intention to act, they will be free to act without limitation. 

In the real world, there are many constraints such as limited liability, time constraints, 

environmental and organizational constraints, and unconscious habits which limit the 

freedom to act. Attitudinal belief structure is decomposed into three dimensions: 

Perceived Ease of Use, Perceived Usefulness and compatibility. Normative belief 

structure is decomposed into two dimensions: peer and superior influences. Control 

belief structure is decomposed into three dimensions: individual self-efficacy, 

resource facilitating conditions and technology facilitating conditions (Ajzen, 1991). 

 

It was found that decomposed TPB provides a more complete understanding of IT 

adoption compared to the preliminary stage of the TAM. The key factors in TPB, 

Perceived Behavioral Control, attitude and Subjective Norm have been discussed 

extensively by Uzoka et al. (2007) and Hernandez et al. (2009). 
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2.4 Trust in E-Commerce 

 

Security has been a serious issue for many companies which are doing businesses over 

Internet. All E-Commerce users need to feel confident that their transactions are safe 

from stolen and alternation. As suggested in numerous studies, a commonly 

recognized barrier to the diffusion and adoption of E-Commerce has been the lack of 

security and privacy associated with Internet. Web-based shopping removes many 

geographic barriers between customers and merchants, allowing new distant 

merchant-customer relationships to emerge. In these distant relationships, trust of the 

merchant, the technology, the product and the service-provider are central to the 

transaction (Slyke et al., 2004). In Web-based shopping, there may be increased 

uncertainty with respect to the merchant performing the contract since the consumer 

has no direct face-to face interaction with the merchant and often has no physical store 

to refer to. 

 

Messages on the Internet are being passed in a shared domain and therefore 

consumers are not yet comfortable with sending personal information across the 

Internet. The higher the concern for privacy, confidentiality, security and authenticity, 

a consumer perceives in E-Commerce transactions, the lower the usefulness of E-

Commerce will be for the consumer. In this context, we believe that consumers’ 

Perceived Risk that is lower the trust would decrease their usefulness and ultimately 

discourage consumers from their adoption on E-Commerce. While a secure technical 

infrastructure is necessary, it is not sufficient for creating the trust necessary to 

generate spontaneous electronic transactions on Internet. Reliable encryption and 

authentication methods are common technical approaches to achieve this problem. 

Further, digital certificate technologies such as E-Trust, WebTrust, E-Card and 

Smartcard can also be used to solve such security issues.  

 

The trust factor or Perceived Risk associated with E-Commerce has widely been 

discussed in related E-Commerce adoption literature.  Olusegun et al. (2006), Wang et 

al. (2008), Connolly and Bannister (2007), Slyke et al. (2004), Jahangir and Begum 

(2008), Chang and Zhu (2006) and Sulaiman et al. (2008) have discussed this trust 

factor extensively and proved that there is a considerable impact on E-Commerce 

adoption. Connolly and Bannister (2007), in their literature, have provided evidence 
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that consumers trust in E-Commerce is a result of two factors, vendor’s perceived 

integrity and vendor’s perceived competence. The former encompasses social 

antecedents of trust, while the latter encompasses the technical antecedents of trust. It 

has been found that two trust antecedents, cognition-based and personality-based 

trusts, are more relevant to the formation of the initial trust, since people inherently 

have cognitive resource limitation for recognizing subjects by the first impression and 

personality is an important determinant in the initial stage of a relationship building 

(Wu and Chen, 2005). 

 

2.5 E-Commerce Adoption 

 

The term ‘Adoption’ and how far a person is adapted to a certain process vary from 

country to country and culture to culture. The adoption process is influenced by many 

factors like usefulness, attitude, ease of use etc, as discussed by various adoption 

models. Depending on the availability of those factors and the degree of the 

availability the rate of adoption differs. The E-Commerce adoption process and 

various adoption models have widely been discussed in E-Commerce literature (Davis 

(1989), Ajzen (1991) and Uzoka et al. (2007)). 

 

Delafrooz et al. (2008) stated that main determinants in consumer’s attitudes towards 

online shopping are convenience, wider selection and price.  Individual behavioral 

factors such as perceived advantages, perceived complexity of the Internet, 

accessibility and the management support have statistically significant influence on 

the adoption of the E-Commerce (Uzoka et al., 2007). Further, the study conducted by 

Klopping and McKinney (2004); has suggested that perceptions of usefulness are 

more related to adoption than perceptions of ease of use. They further emphasized that 

developers of a web site must address usefulness to the user, rather than focusing on 

how easy the site is to use. 

 

Hernandez et al. (2009) have stated that consumer satisfaction stems from the 

experience obtained from purchasing. If an individual has made at least one exchange, 

the most reasonable result is that the action tends to be repeated, rather than remaining 

as an isolated act. Further, they have emphasized that previous experience with the 
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Internet is a prerequisite for individuals to feel more confident during their purchasing 

acts. Lumsden and Mackay (2006) supported the idea that consumers as a whole do 

not perceive online experiences and based on the personality type, consumers consider 

different aspects of their online experience. Hayashi and Klee (2003) have found that 

consumers who use new technology products tend to use electronic forms of payment 

than those who do not.  

 

It has been emphasized by the literature that there is a huge impact on the E-

Commerce from the factor that is associated with risk. Olusegun et al. (2006) have 

mentioned that the major factor affecting the adoption of E-Commerce has been the 

perception of poor security associated with payment methods and online business 

transactions as people worry about transmitting their credit card information over the 

Internet. The risk perception of the consumer has become the main restrictive factor of 

online shopping as it is greater through online shopping than traditional shopping 

(Wang et al., 2008). Connolly and Bannister (2007) have identified some key sub 

variables in trust factor and proved that the characteristics of online vendor, situational 

factors and third party certifications have considerable influence on Perceived Risk or 

the trust in using E-Commerce.  

 

Slyke et al. (2004) have indicated that perceptions of trust are related to intentions to 

shop over the Web. In addition, the data indicated that perceptions of relative 

advantage, complexity, compatibility and image also have significant relationships 

with use intentions. Jahangir and Begum (2008) have also proved that, Perceived 

Usefulness, Perceived Ease of Use, security and privacy affect customer adaptation to 

e-banking service and by that E-Commerce. Chang and Zhu (2006) have also 

emphasized that consumers who never intend to shop online pay much attention to the 

‘trade reliability’ factor. On the other hand some consumers consider that cheating 

online can only lead to a loss of money for a time, but the theft of the credit card 

account would result in the loss of all the money in the card. They ignore the fact that 

the theft of the bank account is only a fraction compared with available vulnerabilities 

on the Internet.  So they pay much attention to ‘individual information security’.  

 

The findings on motivators and barriers of e-ticketing has clearly indicated that 

convenience and ease of use serve as strong factors that motivate consumers to 
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purchase tickets online (Sulaiman et al., 2008). They have further indicated that 

security and privacy concerns were found to be the biggest barriers of e-ticketing. 

Delafrooz et al. (2009) have suggested that utilitarian orientations, convenience, price 

and wider selection are an important determinant of consumer’s attitude towards 

online shopping. Moreover they have a significant positive impact on consumers’ 

attitude towards online shopping. Although the Internet is relatively easy, yet non-

adaptors claimed that they may not possess the relevant expertise to adopt the Internet 

in their organizations (Tan and Teo, 1998). Adapting to the new technology may 

require changes in employees’ work attitudes, skills and performance levels and 

learning what IT can offer these organizations.  Tan and Teo (1998) further claimed 

that non-adopters were also concerned about the costs involved in adopting the 

Internet, such as subscription fees, design and development expenses, hardware and 

software costs, time access and maintenance costs.  

 

It was found that consumers may believe that their family, friends and peers would 

favor certain online behaviors and this belief tends to influence their intentions and 

behavior. It was found that top management, supervisors and peers significantly 

influenced adoption intention of a particular person (Paul and Chai, 2002). In addition, 

they found that IT staff and friends were important influencers for potential adopters 

in an organization. 

 

It was found that most online shoppers are young males who were professionals, 

managers or were running their own businesses. They are less concerned about online 

security, are competent Internet users and shop online because they find it fun, easy 

and convenient (Mutum and Ghazali, 2006). The study of Mutum and Ghazali (2006) 

has revealed fundamental satisfiers and dis-satisfiers of shopping online. The 

fundamental satisfiers of shopping online are: Internet shopping is easy, fun, 

convenient and Internet for product information search. On the other hand, the dis-

satisfiers of shopping online are: possibility for financial losses, incompetence with 

Internet usage, Internet shopping is a hassle and prefers shopping in Brick-and-Mortar 

stores. The higher the degree of identification with the satisfiers, higher would be the 

chance the respondents would shop online. The Six country comparison of online 

consumers done by Brachear et al. (2008) stated that convenience is more important 

for online consumer than non-online consumer and online consumer exhibits higher 
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levels of impulsiveness than non-online consumer. They further stated that while 

online consumers are distinguished from the non-online consumers by the level of 

income, computer ownership and email, and Internet usage, they are not different 

from non-online consumers with regard to education, age and gender in most of the 

countries examined. 

 

2.6 Literature Review Summary 

 

It was identified that E-Commerce is available in different perspectives and is used for 

various purposes in the cooperate world. In certain situations, only a part of a full 

commercial process is handled through a electronic medium while the rest is 

completed physically. In general, E-Commerce clears geographical barriers and 

connects consumers and merchants around the world. As a country Sri Lanka is still in 

its early stages in terms of E-Commerce developments. The government of Sri Lanka, 

with the help of some regulating and policy making bodies, has taken some initiatives 

to develop the ICT sector in the country.  

 

E-Readiness is a fundamental value in analyzing E-Commerce initiatives in a country 

and is around 4.00 in Sri Lanka out of a maximum of 10.00 during the last two years.  

Still there is a long way to go in order to improve E-Readiness rankings in terms of 

connectivity and infrastructure, consumer and business adoption, government policy 

and vision, business environment and legal environment.  

 

It was found that Technology Acceptance Model (Davis, 1989) and Theory of Planned 

Behavior (Ajzen, 1991) have widely been used for investigating behavioral factors in 

technology adoption. Literature based on those two models proved that Perceived 

Usefulness, Perceived Ease of Use, Subjective Norm and Perceived Behavioral 

Control have significant impact on the technology adoption process. It was observed 

that Perceived Risk associated in E-Commerce transactions in terms of privacy and 

confidentiality, security and authenticity create more impact on making E-Commerce 

transaction decisions.  
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All E-Commerce adoption factors discussed in different literature is summarized in 

table 2.5.  

 

 

Table 2.5: Literature Summary for E-Commerce Adoption Factors 

E-Commerce Adoption Factor Related Literature 

Convenience Delafrooz et al. (2008) 

Klopping and McKinney 

Slyke et al. (2004) 

Jahangir and Begum (2008) 

Sulaiman et al. (2008) 

Brachear et al. (2008) 

Mutum and Ghazali (2006) 

Wider Selection Delafrooz et al. (2008) 

Price Delafrooz et al. (2008) 

Perceived advantages Uzoka et al. (2007) 

Klopping and McKinney (2004) 

Slyke et al. (2004) 

Jahangir and Begum (2008) 

Perceived complexity of the Internet  Uzoka et al. (2007) 

Slyke et al. (2004) 

Accessibility Uzoka et al. (2007) 

Management support Uzoka et al. (2007) 

Paul and Chai (2002) 

Previous experience in electronic 

transactions 

Hernandez et al. (2009), 

Lumsden and Mackay (2006), 

Hayashi and Klee (2003) 

Poor security / Reliability / Perceived 

Risk  / Availability of 3
rd

 party 

certificates / Privacy 

Olusegun et al. (2006) 

Wang et al. (2008) 

Connolly and Bannister (2007) 

Slyke et al. (2004) 

Jahangir and Begum (2008) 

Chang and Zhu (2006) 

Mutum and Ghazali (2006) 
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Profession Mutum and Ghazali (2006) 

Age Mutum and Ghazali (2006) 

Work Attitude and Skills Tan and Teo (1998) 

Family and Friends Paul and Chai (2002) 

Peers and subordinates Paul and Chai (2002) 

 

 

However, all those aforementioned factors can be summarized into some broader 

concepts with reference to two main theories, TAM and TPB discussed previously. 

Table 2.6 categorizes all E-Commerce adoption factors identified through literature 

survey into five main concepts. 

 

Table 2.6: Main E-Commerce Adoption Factors 

E-Commerce Adoption Factor Main Factor Related Literature 

Convenience Perceived Ease of 

Use 
TAM (Davis, 1989) 

Wider Selection  

Price  

Perceived advantages 

Perceived 

Usefulness 
TAM (Davis, 1989) 

Perceived complexity of the 

Internet, 

Accessibility, 

Previous experience  

Perceived 

Behavioral Control 
TPB (Ajzen, 1991) 

Family and Friends 

Peers and subordinates 
Subjective Norm TPB (Ajzen, 1991) 

Poor security  

Reliability  

Perceived Risk   

Availability of 3
rd

 party 

certificates  

Privacy 

Trust 

Olusegun et al. (2006) 

Wang et al. (2008) 

Connolly and Bannister 

(2007) 

Slyke et al. (2004) 

Jahangir and Begum (2008) 

Chang and Zhu (2006) 
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Chapter 3 

 

3. Research Methodology 

 

This chapter will provide a detailed description about how the research will be 

conducted and the methodology that is going to be applied. This includes the research 

approach, research framework, conceptual model, a detailed description about all 

independent and dependent variables, hypothesis development and questionnaire 

development.  

 

Research approach will give an overview perception about how the research is going 

process and types of statistical measures involved throughout the research. A research 

framework will be indentified based on the literature review discussed under chapter 

2. A conceptual model on which hypotheses are developed will be derived from the 

research framework.  Thereafter, hypotheses will be developed to align with research 

objectives and a questionnaire will be developed to measure each hypothesis.  Issues 

related to validity and reliability will be discussed at the end of the chapter to ensure 

the quality standards of the research.  

 

3.1 Research Approach 

 

Statistical methods used in research approaches claimed to be either quantitative, 

qualitative or a combination of both approaches (Creswell, 2003). A quantitative 

research is one in which the investigator primarily uses post positivist claims for 

developing knowledge. In other words, cause and effect thinking, hypotheses, use of 

instrument, questions, observations and testing existing theories are used in a 

quantitative approach. It employs instruments like questionnaires that yield statistical 

data output (Creswell, 2003).  

 

On the other hand, a qualitative research is one in which the researcher often makes 

knowledge based on constructivist perspectives like multiple meaning of individual 

experiences, meaning constructed socially and historically with an intent of 

developing a theory or a pattern. It further considers advocacy or participatory 
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perspectives like political, issue oriented, collaborative, change oriented etc. The 

researcher collects open-ended, emerging data with the primary intent of developing 

themes from the data (Creswell, 2003). 

 

Descriptive research designs are usually structured and specifically designed to 

measure the characteristics described in a research question. Explanatory studies are 

designed to test whether one event causes another. It further establishes causal 

relationships between variables. The purpose of current research is mainly descriptive 

and exploratory. The research is descriptive because data was collected using a 

detailed questionnaire sent directly to participants and it is also explanatory since 

analysis of data explore the factors affecting adoption of E-Commerce among private 

sector executives in Sri Lanka. 

 

There are two forms of data, namely secondary data and primary data. Sometimes 

information is readily available and just needs to be extracted and interpreted. Such 

data are identified as secondary data and collected from the reputed information 

sources such as government publications, previous literature, personal records etc. In 

other situations, information must be gathered and organized as they are not readily 

available. These primary data are collected using research instruments like interviews, 

questionnaire surveys, observations etc.  

 

A population consists of a set of measurements in which the investigator is interested 

in his research. A sample is a subset of measurements extracted from the population. 

Sampling from the population is often done randomly, such that every possible sample 

of n elements will have an equal chance of being selected (Aczel and Sounderpandian, 

2007). If the researcher could measure the whole population and calculate the exact 

value of the population parameter, he would have perfect evidence to achieve research 

objectives. This is not applicable in most of the cases as the population is either not 

fully produced yet or, if it is, it is too large for people to measure all of its elements. In 

all such cases, the evidence is gathered from a random sample of the population.  

 

Selecting a proper sample is a key point in a research and that will be the main cause 

of whatever conclusions, derived at the end. The researcher may draw conclusions 

about the entire population by selecting some of the elements in the sample. Therefore 
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the selected sample should be able to represent the entire population. A conclusion 

drawn about a population based on the information in a sample from the population is 

called a statistical inference. There are several compelling reasons for sampling, 

including; low cost, greater accuracy of result, greater speed of data collection and 

availability of population selection. The current research will use random sampling 

methods, under probability sampling techniques to collect data.  

 

A confident interval is a range of numbers believed to include an unknown population 

parameter (Aczel and Sounderpandian, 2007). The sampling distribution of the 

statistics gives a probability associated with a range of values the statistic may take. 

After the sampling has taken place and a particular estimate has been obtained, this 

probability is transformed to a level of confidence, for a range of values that may 

contain the unknown parameter. A sample from private sector executives working in 

IT and Telecommunications, Banking and Finance and Manufacturing sectors will be 

selected randomly at a 95% confidence level and a confidence interval of 5.  

 

Hypothesis development and testing are important applications of statistics. The 

conceptual model that is derived from the research framework will be used to develop 

hypotheses. Hypothesis testing is the process of determining whether or not a given 

hypothesis is true. Most of the time, a hypothesis is tested through numeric values and 

statistical means. When those statistical measures are satisfied the null hypothesis is 

rejected and the alternative hypothesis is accepted. 

 

Regression analysis is one of the most important and widely used statistical techniques 

and has many applications in business and economics. A regression model has several 

possible uses. One is to understand the relationship between independent variables and 

the dependent variable. Understanding a relationship between two variables in 

regression does not imply that one variable causes the other. Causality is a much more 

complicated issue and cannot be determined by a simple regression analysis. Hence, 

multiple linear regression methods will be used to build an E-Commerce adoption 

model. The coefficients for each independent variable in the linear regression model 

will be used to rank each adoption factor according to their significance in E-

Commerce adoption process. 
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3.2 Research Framework 

 

While existing literature on technology diffusion and planned behavior stress their 

importance in behavioral factors, it was noted that these theories recognize the 

existence of other facilitating factors like infrastructure, Telecommunications charges, 

government policies, influence of regulating bodies etc,. In the developing world, 

these facilitating factors are either lacking or not properly developed. Since this study 

focuses more on the relevance of behavioral factors as complementing other factors in 

determining the intention to adopt E-Commerce in a developing country context, a 

research framework that addresses behavioral factors had to be used. Having done a 

comprehensive analysis of literature and various IT adoption models, research 

framework developed by Uzoka et al. (2007) was selected as the framework for this 

research.  

 

With reference to TPB, Uzoka et al. (2007) stated that adoption and diffusion of E-

Commerce by an individual consumer is determined by three factors. They are;  

 

1. Attitude, which describes a person’s perception towards using E-Commerce, 

2. The Subjective Norm, which describes the social influence that may affect a 

person’s intention to use E-Commerce and 

3. The Perceived Behavioral Control which deals with consumer perceptions of 

whether a behavioral act is within their control. 

 

Further, they proposed the framework in figure 3.1 for adoption and diffusion of E-

Commerce. The framework adopts the components of TPB (attitude, subjective norms 

and behavioral control) in investigating behavioral factors influencing E-Commerce 

adoption. The framework further suggests that the different dimensions of attitudinal 

belief toward an innovation can be measured using the five perceived attributes, 

relative advantage, compatibility, complexity, ability to trial and risk.  The entire 

research including development of the conceptual model and hypotheses was built 

using the proposed framework.  
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Figure 3.1: Framework for Adoption and Diffusion of E-Commerce  

(Source: Uzoka et al., 2007) 

 

3.3 Conceptual Development 

 

By considering the Trust factor in E-Commerce transactions with reference to TAM 

and to TPB, Wu and Chen (2005) proposed a model for measuring initial adoption of 

on-line tax.  By using both models they were able to jointly predict user acceptance or 

initial adoption in online-tax. A more comprehensive model to understand factors 

affecting adoption of E-Commerce can be approached by extending trust factor with 

two adoption models proposed by theories TAM and TPB.  Because of that, two 

frameworks proposed by Wu and Chen (2005) and Uzoka et al. (2007) were combined 

in order to create one model to address all behavioral factors. With reference to the 

researched framework identified in figure 3.1, the conceptual framework shown in 

figure 3.2 is proposed for further analysis of the research. 

 

With reference to variables introduced by the TAM, the attitude factor of the TPB can 

be further divided into Perceived Usefulness and Perceived Ease of Use. Further, by 

considering the factor, Perceived Risk in online transactions, the variable trust can 

also be addressed under attitude factor in the TPB. The influencing factors regarding 

awareness and accessibility were addressed under Perceived Behavioral Control. 

Factors influenced from the society where the person lives, including the working 

organization, peers, subordinates and superiors were addressed under Subjective 

Norm. 

Attitude 

Subjective norm 

Perceived 

Behavioral Control 

Intention to adopt 

E-Commerce 

Adoption of E-

Commerce 
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Figure 3.2: Conceptual Framework for E-Commerce Adoption 
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3.4 Research Variables 

 

A central factor in the TPB is the individual’s intention to perform a given behavior. 

Intentions are assumed to capture the motivational factors that influence a behavior. 

They are indications of how hard people are willing to try and how much of an effort 

they are planning to exert in order to perform the behavior. As a general rule, the 

stronger the intention to engage in a behavior, the more likely should be its 

performance (Ajzen, 1991). So we have identified following variables which will have 

direct impact on the intention to use E-Commerce. There are five independent 

variables namely, Perceived usefulness, Perceived Ease of Use, Trust, Subjective 

Norm and Perceived Behavioral Control. 

 

3.4.1 Independent Variables 

 

(a) Perceived Usefulness  

People tend to use an application to the extent they believe, that it will help them to 

perform their job better. This variable is referred to Perceived Usefulness (Davis 

1989).  When a person perceived something which is more ‘important’, ‘valuable’, 

‘relevant’ and ‘useful’ to him, then those have higher significance in Perceived 

Usefulness. In this research we measure Perceived Usefulness by using the following 

factors associated in E-Commerce transactions: low cost, efficiency, vast selection of 

products and services through online catalog, better customer service, 24*7 

availability and the possibility of buying the best product through easy comparison 

with competitive products. 

 

(b) Perceived Ease of Use 

Consumers can access thousands of online sites and purchase anything from groceries 

to books and cars without traveling to a store site. Many customers use E-Commerce 

as they may want products and services to be delivered as soon as possible since most 

E-Commerce sites offer next-day or second-day delivery. Furthermore, E-Commerce 

consumers can view catalogs of different products and services and read extensive 

information detailing their features and performance while information acquisition 

was time-consuming and difficult prior to the outset of the Internet. When a person 
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perceived something which is more ‘convenient’, ‘controllable’ and ‘easy’ to him, 

then those have higher significance in Perceived Ease of Use. Therefore, we have 

identified ease of information search, in-depth information, ease of ordering, easy 

price comparison, easy payment mechanism and less mental effort to use are 

measurement factors for Perceived Ease of Use. 

 

(c) Trust 

Trust associated with online transactions is a critical component in implementing a 

successful E-Commerce site. Given the impersonality, anonymity, and automation of 

transactions, online vendor trustworthiness cannot be assessed by means of body 

language and other environmental cues that consumers typically use when deciding to 

trust offline retailers. It is therefore essential that the design of E-Commerce websites 

compensate by incorporating circumstantial rules in the form of appropriate trust 

triggers. 

 

It is found that many consumers are afraid to reveal their personal information based 

on an assessment of risk and also the ease with which consumers personal 

information, their browsing and transaction habits can be captured online. Further, 

there are potential opportunities for misusing this information and because of that a 

degree of privacy may be raised. So privacy and confidentiality can be defined as the 

extent to which consumers believe that E-Commerce will not compromise his or her 

privacy (Olusegun et al., 2006). Security is defined as the extent to which consumers 

believe that his or her payment is free from unauthorized action, use, alternation or 

destruction (Olusegun et al., 2006). Many organizations and business setups in the 

country just provide an attractive web site but provide low quality products and 

services when they are actually received. Authenticity is defined as ability of 

matching quality of goods and services received after the online payment with what 

was displayed in the Internet (Olusegun et al., 2006). Therefore, we have identified 

privacy, confidentiality, security and authenticity as the major factors that should be 

used in measuring the trust. 

 

In addition to its direct impact on E-Commerce adoption, trust may have impacts on 

other factors too. As an example, it is questionable how far a web store can be a useful 
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site when underlying infrastructure of that site is very risky for doing a large volume 

of transactions. People don’t like to lose money through a risky medium although it 

has other positive characters to go ahead. 

 

(d) Perceived Behavioral Control  

The Perceived Behavioral Control refers to the perceived ease or difficulty of 

performing the behavior and it is assumed to reflect past experience as well as 

anticipated impediments and obstacles (Ajzen, 1991). There are two components of 

Perceived Behavioral Control; the first deals with self-efficacy, an individual’s self-

confidence regarding the ability to undertake a behavior. The second component deals 

with facilitating conditions that provide the resources to engage in a behavior (Ajzen, 

1991). The resources and opportunities available to a person dictate the likelihood of 

behavioral achievement. The Perceived Behavioral Control plays an important part in 

the TPB. So we have identified knowledge in IT, its related issues to use E-Commerce 

and accessibility in the sense of accessing the network, are measuring factors of 

Perceived Behavioral Control.  

 

(e) Subjective Norm 

The term Subjective Norm refers to perceived social pressure to perform or not to 

perform the behavior (Ajzen, 1991). It is the influence of a person’s normative beliefs 

that others approve or disapprove a particular behavior. People’s intention to perform 

a particular action is a function of the Subjective Norm, or their perception that 

important people like a family member, peer, superior, closest friend etc, think they 

ought to do so (Paul and Chai, 2002).  

 

The Subjective Norm can be decomposed into two main areas, social norm and social 

influence (Paul and Chai, 2002). The term societal norm refers adhering to the larger 

societal fashion (large circle of influence), while social influence reflects adhering to 

opinions from family, friends and peers (small circle of influence). Social norm that is 

influenced from the cultural is not within the scope of this research.  So we have 

identified pressure from the working organization of the individual in the sense of 

working hours, organization culture, pressure from peers and superiors, and the small 



 

44 

circle of influence of the person’s immediate society as adopting factors for measuring 

Subjective Norm.  

 

3.4.2 Dependent Variable 

 

E-Commerce Adoption 

The term ‘adoption’ has a broad concept and has been defined in a different way. In 

order to simplify the process and measure the adoption rate, E-Commerce adoption is 

measured in three different perspectives, the frequency in usage, intention to use 

against traditional transactions in certain situations although traditional transactions 

are more convenient and the portion of the total budget that they spend for electronic 

transactions.  

 

3.5 Hypothesis Development 

 

A hypothesis is something that has not yet been proven to be true (Aczel and 

Sounderpandian, 2007). The first step in a hypothesis development is to formalize it 

by specifying the null hypothesis. A null hypothesis is an assertion about the value of 

a particular parameter. It is an assertion that we hold as true unless we have sufficient 

statistical evidence to conclude otherwise (Aczel and Sounderpandian, 2007). The 

alternative hypothesis is the negation of the null hypothesis.  

 

With reference to the conceptual model shown in figure 3.2 the following eleven 

hypotheses were developed for further testing. The symbol HXa (X denotes the 

hypothesis number) represents the alternative hypothesis while the symbol HX0 

represents the corresponding null hypothesis. Three alternative hypotheses (H3, H4 

and H5) were derived based on findings of TAM (Davis, 1989) while another three 

alternative hypotheses (H9, H10 and H11) were derived from findings of TPB (Ajzen, 

1991). The remaining hypotheses were developed to measure the impact of trust in E-

Commerce transactions on its adoption decisions and to measure the correlation 

between trust and other independent variables.  
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H1a: There is a relationship between Trust (T) and Perceived Usefulness (PU) in 

using E-Commerce. 

H10: There is no relationship between Trust (T) and Perceived Usefulness (PU) in 

using E-Commerce. 

 

H2a: There is a relationship between Perceived Ease of Use (PEOU) and Trust (T) in 

using E-Commerce. 

H20: There is no relationship between Perceived Ease of Use (PEOU) and Trust (T) in 

using E-Commerce. 

 

H3a: There is a relationship between Perceived Ease of Use (PEOU) and Perceived 

Usefulness (PU) in using E-Commerce. 

H30: There is no relationship between Perceived Ease of Use (PEOU) and Perceived 

Usefulness (PU) in using E-Commerce. 

 

H4a: There is a relationship between Perceived Usefulness (PU) and E-Commerce 

Adoption (EA). 

H40: There is no relationship between Perceived Usefulness (PU) and E-Commerce 

Adoption (EA). 

 

H5a: There is a relationship between Perceived Ease of Use (PEOU) and E-Commerce 

Adoption (EA). 

H50: There is no relationship between Perceived Ease of Use (PEOU) and E-

Commerce Adoption (EA). 

 

H6a: There is a relationship between Trust (T) and E-Commerce Adoption (EA). 

H60: There is no relationship between Trust (T) and E-Commerce Adoption (EA). 

 

H7a: There is a relationship between Trust (T) and Perceived Behavioral Control 

(PBC) in using E-Commerce. 

H70: There is no relationship between Trust (T) and Perceived Behavioral Control 

(PBC) in using E-Commerce. 
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H8a: There is a relationship between Trust (T) and Subjective Norm (SN) in using E-

Commerce. 

H80: There is no relationship between Trust (T) and Subjective Norm (SN) in using E-

Commerce. 

 

H9a:  There is a relationship between Subjective Norm (SN) and E-Commerce 

Adoption (EA). 

H90:  There is no relationship between Subjective Norm (SN) and E-Commerce 

Adoption (EA). 

 

H10a: There is a relationship between Perceived Behavioral Control (PBC) and E-

Commerce Adoption (EA). 

H100: There is no relationship between Perceived Behavioral Control (PBC) and E-

Commerce Adoption (EA). 

 

H11a: There is a relationship between Subjective Norm (SN) and Perceived 

Behavioral Control (PBC) in using E-Commerce. 

H110: There is no relationship between Subjective Norm (SN) and Perceived 

Behavioral Control (PBC) in using E-Commerce. 

 

3.6 Questionnaire Development 

 

With regard to independent variables identified through the literature, questions were 

derived to measure the Perceived Usefulness and Perceived Ease of Use constructs 

which were based on theories discussed under the TAM, Perceived Behavioral 

Control and Subjective Norm constructs which were based on theories related to the 

TPB, and the Trust construct which was derived from the earlier literature related 

Perceived Risk.  

 

Measurements related to Perceived Ease of Use construct address on how comfortable 

consumers are with E-Commerce as a purchasing medium. For measurements of the 

Perceived Usefulness construct, the influence of E-Commerce on consumers is 

emphasized. Subjective Norm was measured emphasizing the social influence that 
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may affect a person’s intention to use E-Commerce. Measurement for Perceived 

Behavioral Control deal with consumer perceptions of whether a behavioral act is 

within their control. In order to measure the Trust, risk factors regarding products and 

services that discourage consumers from doing online transactions were focused. The 

dependent variable of the study, the consumer’s E-Commerce adoption, was measured 

in three ways:  

(i) the frequency of E-Commerce purchases, 

(ii) the total amount spent on E-Commerce purchases and  

(iii) the intention to use that when other easy options are available. 

 

The questionnaire was initially pre-tested by several professionals who enrolled in 

frequent E-Commerce purchases in each sector and resulted in removing and 

rewording some unclear questions. Comments and suggestions derived from the pre-

test period such as the clarity, validity and consistency of each question were 

incorporated into the survey instrument. Some of the questionnaire items were 

dropped, its layout was modified and the wording of some of the questionnaire items, 

was changed to improve its quality. This pilot study was useful to get feedback for 

each question and rewrite them in a different way to get a clearer view. The final 

questionnaire was mainly divided into three categories:  

(i) respondent’s demographic data,  

(ii) respondent’s E-Commerce experience and  

(iii) measures for independent variables.  

 

Each independent variable and the dependent variable were measured using a 5 point 

Likert scale ranging from ‘strongly agree’ to ‘strongly disagree’. There were 6 

different questions to address various perspectives for each independent variable.  The 

entire questionnaire consisted of 45 different questions to test hypotheses and other 

research objectives.  

 

Table 3.1 describes main operational variable and their sub variables used to construct 

questions in order to address different perspectives of independent variables and the 

dependent variable. 
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Table 3.1 Main Operational Variables 

E-Commerce Adoption 

EA1 Use for personal activities 

EA2 Use for company purposes 

EA3 Use for local transactions 

EA4 Use over traditional commerce 

EA5 Use large portion of total budget 

EA6 Use to pay utility bills 

Perceived Ease of Use 

PEOU1 Provide in depth information 

PEOU2 Provide easy search 

PEOU3 Provide easy ordering 

PEOU4 Provide easy price comparison 

PEOU5 Provide easy payment 

PEOU6 Not much mental effort 

Perceived Usefulness 

PU1 Vast selection of products 

PU2 Save money 

PU3 Save time 

PU4 Better customer service 

PU5 24*7 availability 

PU6 Allowed best product 

Trust 

T1 Protect credit card information 

T2 Need 3rd party security 

T3 Safe for higher value transactions 

T4 Allowed to keep privacy 

T5 Match quality of goods 

T6 Disclose purchasing habits 

Subjective Norm 

SN1 Busy working hours 

SN2 Frequent travels 

SN3 Organization culture 
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SN4 Work type 

SN5 Influencing people 

SN6 Others opinions 

Perceived Behavioral Control 

PBC1 Enough knowledge 

PBC2 Not complicated to use 

PBC3 Knowledge on threats and vulnerabilities 

PBC4 Enough access 

PBC5 Network speed 

PBC6 Within personal control 

 

Each operational variable was measured using 5 point Likert scale as follows. 

   1 – Strongly Disagree 

   2 – Disagree 

   3 – Neutral 

   4 – Agree 

   5 – Strongly Agree 

 

 3.7 Questionnaire Validation 

 

All variables in the questionnaire were established in order to measure constructs 

related to the theoretical model. The factor analysis was carried out using software for 

statistical analysis called SPSS (Statistical Package for the Social Sciences) version 

14.0. The primary goal was to obtain some factors each of which would load on some 

variables affecting E-Commerce adoption with a view of determining the impact of 

each variable on the adoption of E-Commerce in Sri Lanka.   

 

Reliability and validity were used to assess the internal consistency and content 

validity of the instrument. Specifically, internal consistency reliability, i.e. how well 

items reflecting the same construct yield similar results. It was tested using 

Cronbach’s alpha coefficient which is the most frequently used estimate of internal 

consistency. The higher the score is, the more reliable the generated scale is, meaning 

that its items demonstrate a high degree of inter-correlation. It has been indicated that 
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0.70 is an acceptable reliability coefficient but lower thresholds are sometimes used in 

the literature.  

 

Table 3.2 shows the Cronbach’s Alpha of all research variables. It shows the influence 

of each sub variable for the Cronbach’s Alpha in its major adoption factor.  

 

Table 3.2 Cronbach’s Alpha of Key E-Commerce Adoption Factors 

Variable 

Cronbach's 

Alpha if Item 

Deleted 

Cronbach's 

Alpha 

EA1 - Use for personal usage 
.716 

.795 

EA2 - Use for company purposes 
.800 

EA3 - Use for local transactions 
.720 

EA4 - Use over traditional commerce 
.787 

EA5 - Use large portion of total budget 
.794 

EA6 - Use to pay utility bills 
.750 

PEOU1 - Provide in depth information 
.830 

.865 

PEOU2 - Provide easy search 
.837 

PEOU3 - Provide easy ordering 
.827 

PEOU4 - Provide easy price comparison 
.832 

PEOU5 - Provide easy payment 
.851 

PEOU6 - Not much mental effort 
.873 

PU1 - Vast selection of products 
.781 

.815 

PU2 - Save money 
.750 

PU3 - Save time 
.773 

PU4 - Better customer service 
.819 

PU5 - 24*7 availability 
.770 

PU6 - Allowed best product 
.814 

T1 - Protect credit card information 
.718 

.783 
T2 - Need 3rd party security 

.794 
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T3 - Safe for higher value transactions 
.739 

T4 - Allowed to keep privacy 
.737 

T5 - Match quality of goods 
.752 

T6 - Disclose purchasing habits 
.757 

SN1 - Busy working hours 
.721 

.771 

SN2 - Frequent travels 
.772 

SN3 - Organization culture 
.738 

SN4 - Work type 
.703 

SN5 - Influence people 
.720 

SN6 - Others opinions 
.759 

PBC1 - Enough knowledge 
.744 

.800 

PBC2- Not complicated to use 
.757 

PBC3 - Knowledge on threats and 

vulnerabilities 

 

.760 

PBC4 - Enough access 
.762 

PBC5- Network speed 
.806 

PBC6 - Within control 
.791 
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Chapter 4 

 

4. Results 

 

This chapter will present the data collected through the questionnaire survey, using 

various graphical methods like charts, scatter plot diagrams etc, and in tabular 

formats. In depth data collected through questionnaire will be presented according to 

the variables identified and secondary data analysis will be used in the relevant areas 

to highlight and present the primary data.  The analysis is carried out using SPSS 

version 14.0 for Windows which is commonly used for business research findings.  

 

Selecting a proper sample size and analyzing responses will be discussed and sample 

and procedure. It will further present the demographic distribution of the selected 

sample of private sector executives. Responses for general research questions which 

were asked to identify E-Commerce experience, barriers to use E-Commerce, main 

purpose of using E-Commerce, highly demanded products and likelihood of future use 

will be discussed consequently. Thereafter, a graphical representation of responses for 

E-Commerce adoption factors using bar-charts and scatter plot diagrams to identify 

correlation between each independent variable and the dependent variable will be 

shown. 

 

4.1 Sample and Procedure 

 

Subjects selected for the study were private sector executives in three different 

sectors, IT and Telecommunications, Banking and Finance, and the Manufacturing. 

When it comes to the population, there was no exact figure about the entire population 

of these three sectors. The population of IT executives in private sector was about 

35000 (IT workforce survey, 2007). As per information from different informal 

sources the entire population was around 60000 people in all three sectors. The 

minimum sample size for a population of 60000 at 95% confidence level and a 

confidence interval of 5 was 382.  
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The self-administrated questionnaire with a letter head which mentioned objectives 

and the purpose of the research was sent to 900 individuals by e-mail in such a way as 

to represent 300 individuals from each sector. A follow up reminder was sent after 3 

weeks from the initial e-mail and the responses within almost three months period 

from the initial e-mail were considered for the analysis. Out of 396 responses, 389 

responses were taken into the consideration as others were partially fulfilled and with 

multiple choices where the actual response could not be determined.  The 389 subjects 

represented each sector as 157 from IT and Telecommunications, 124 from Banking 

and Finance, and 108 from the manufacturing sector. Table 4.1 summarizes response 

rate for the questionnaire. 

 

Table 4.1: Response Rate for the Questionnaire 

 IT and 

Telecommunications 

Banking and 

Finance 

Manufacturing Total 

Distributions 300 300 300 900 

Responses 158 126 112 396 

Rejected 1 2 4 7 

Total 157 124 108 389 

Response % 53% 42% 37% 44% 

 

The highest response rate was recorded from IT and Telecommunications sector while 

the Manufacturing sector showed the least. Table 4.2 exhibits the demographic 

variables of the selected sample of 389 private sector executives.  

 

Table 4.2: Sample Demographics 

 No Percent 

Gender   

   Male 288 74.0 

   Female 101 26.0 

Marital Status   

   Married 204 52.4 

   Unmarried 185 47.6 

Working sector   
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   IT and Telecommunications 157 40.4 

   Banking and Finance 124 31.9 

   Manufacturing 108 27.8 

Highest Qualification in IT   

   Postgraduate/Master 23 5.9 

   Degree 161 41.4 

   Diploma 186 47.8 

   None 19 4.9 

    

According to the table 4.2, 95% of total private sector executives hold a diploma or a 

higher qualification in IT, which was identified as a positive sign in the selected 

sample since technology awareness was considered as a minor factor in the research 

model. 

 

4.2 E-Commerce Experience 

 

The table 4.3 exhibits a number of respondents who had previous experience in E-

Commerce. As table 4.3 shows more than 87% of respondents had experienced E-

Commerce at least once, either for paying utility bills and installments, doing E-

Channeling or purchasing goods and services. That indicates the selected subjects for 

the survey were experienced enough for answering questions. 

 

Table 4.3: E-Commerce Experience 

  Frequency Percent Cumulative Percent 

 Yes 340 87.4 87.4 

  No 49 12.6 100.0 

  Total 389 100.0  

 

 

4.3 Barriers to Use E-Commerce 

 

The table 4.4 and the figure 4.1 exhibit the most difficult barrier that each respondent 

faces when using E-Commerce. Respondents were questioned on six key barriers in 



 

using E-Commerce. They are

awareness on E-Commerce

Usefulness and others negative opinions.

 

 

Table 4.4

  

 Low accessibility 

  Low computer literacy

  Low E-Commerce 

  The risk 

  Less usefulness 

  Negative opinions 

  Total 

 

 

 

Figure 4.1: Barriers to 

 

As figure 4.1 shows more than 35% of total respondents think 

with E-Commerce is the main barrier that they 

Low accessibility, low E

to the risk factor in this order
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. They are low accessibility, low computer literacy

Commerce, the risk associated with E-Commerce, less 

rs negative opinions. 

Table 4.4:  Barriers to Use E-Commerce 

Frequency Percent Cumulative Percent

76 19.5 

Low computer literacy 26 6.7 

 awareness 69 17.7 

138 35.5 

73 18.8 

 7 1.8 

389 100.0 

Figure 4.1: Barriers to Use E-Commerce 

more than 35% of total respondents think that the risk associated 

is the main barrier that they come across when using 

E-Commerce awareness and less usefulness were ranked 

in this order.   

literacy level, low 

, less Perceived 

Cumulative Percent 

19.5 

26.2 

44.0 

79.4 

98.2 

100.0 

 

 

the risk associated 

E-Commerce. 

were ranked next 



 

4.4 Main Purpose of Using 

 

The table 4.5 and the figure 4.2

Respondents were questioned on three key main purposes

services, paying utility bills and installments

  

Table 4.5: 

 
 
 

Figure 4.2: 
 

 

As figure 4.2 shows the main purpose for which private sector executives (41%) use 

E-Commerce is for purchasing goods and services

paying utility bills and installments 

from the total respondents.  

 

  

Valid Goods and services

  Bills and installments

  E-channeling

  Total 

Missing System 

Total 
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4.4 Main Purpose of Using E-Commerce 

the figure 4.2 exhibit the main purpose of using 

Respondents were questioned on three key main purposes, purchasing goods and 

bills and installments, and doing E-channeling. 

Table 4.5: Main Purpose of Using E-Commerce 

Figure 4.2: Main Purpose of Using E-Commerce 

the main purpose for which private sector executives (41%) use 

Commerce is for purchasing goods and services. People who use E-Commerce

installments were ranked at second as they were

from the total respondents.   

Frequency Percent 

Cumulative 

Percent

Goods and services 138 35.5 

Bills and installments 131 33.7 

ng 71 18.3 

340 87.4 

49 12.6 

389 100.0 

the main purpose of using E-Commerce. 

, purchasing goods and 

 

the main purpose for which private sector executives (41%) use 

Commerce for 

were about 38% 

Cumulative 

Percent 

38.5 

79.1 

100.0 

 

 

 



 

4.5 Highly Demanded Products

 

The table 4.6 and the figure 4.3

Commerce. Respondents were questioned on 

products like video camera

products like mp3 songs and video files

 

 

Table 4.6: 

  

Valid Hi tech products

  Food items and beverages

  Digital products

  Text books, journals

  E-tickets 

  Total 

Missing System 

Total 

 

 

 

Figure 4.3: 
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Highly Demanded Products 

the figure 4.3 exhibit the highly demanded products when

. Respondents were questioned on five key products, 

products like video cameras and cellular phones, food items and beverages

like mp3 songs and video files, text books and journals, and E-tickets.

Table 4.6: Highly Demanded Products 

Frequency Percent 

Cumulative 

Percent

Hi tech products 110 28.3 

Food items and beverages 11 2.8 

Digital products 61 15.7 

Text books, journals 38 9.8 

43 11.1 

263 67.6 

126 32.4 

389 100.0 

Figure 4.3: Highly Demanded Products 

when using E-

, hi-technology 

cellular phones, food items and beverages, digital 

tickets.  

Cumulative 

Percent 

41.8 

46.0 

69.2 

83.7 

100.0 
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As figure 4.3 shows private sector executives who use E-Commerce for purchasing 

goods and services have marked hi-technology products like cameras, mobile phones 

etc, as their highest preference item in the e-market space. It is about 42% from total 

respondents. Digital products like mp3 songs and e-books were ranked next in this 

order as their preference was around 23%. 

 

4.6 Likelihood of Future Use 

 

Table 4.7 exhibit the distribution of likelihood of future use in E-Commerce. 

Respondents were asked to send their preference on a question which was measured 

using five point Likert scales, definitely yes, probably yes, no idea, probably not and 

definitely not, question. As table 4.7 shows almost 95% of total respondents think that 

they will use and practice E-Commerce in the future. Only 5% indicated ‘no idea’ and 

there is no one who refuses using E-Commerce.   

 

Table 4.7: Likelihood of Future Use 

  Frequency Percent Cumulative Percent 

 Definitely Yes 258 66.3 66.3 

  Probably Yes 110 28.3 94.6 

  No idea 21 5.4 100.0 

  Total 389 100.0  

 

 

 

4.7 E-Commerce Adoption 

 

The table 4.8 and the figure 4.4 exhibit the distribution of answers for the dependent 

variable E-Commerce adoption. Respondents were asked to send their preference on 

E-Commerce adoption using 6, Likert scaled questions.  

 

Table 4.8: E-Commerce Adoption - Descriptive Statistics 

  N Minimum Maximum Mean Std. Deviation 

E-Commerce Adoption 389 1.167 4.833 3.177 .749786 

Valid N (list wise) 389        
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Figure 4.4: Normal Distribution of E-Commerce Adoption 

 

 

4.8 E-Commerce Adoption Factors 

 

E-Commerce adoption factors were measured using five main dependent variables, 

Perceived Ease of Use , Perceived Usefulness, Trust, Subjective Norm and Perceived 

Behavioral Control. This section will exhibit the distribution of each variable. 

 

4.8.1 Perceived Ease of Use 

 

The table 4.9 and the figure 4.5 exhibit the distribution of answers for the independent 

variable Perceived Ease of Use. Respondents were asked to send their preference on 

Perceived Ease of Use using 6 Likert scaled questions.  

 

Table 4.9: Perceived Ease of Use - Descriptive Statistics 

  N Minimum Maximum Mean Std. Deviation 

Perceived Ease of Use 389 1.500 5.000 3.918 .738952 

Valid N (list wise) 389        

 

2.000 3.000 4.000

E-Commerce Adoption 

10

20

30

40

50

Count



 

60 

 
Figure 4.5: Normal Distribution of Perceived Ease of Use. 

 

As figure 4.5 shows the distribution of answers for the E-Commerce adoption factor, 

Perceived Ease of Use, is skewed right, i.e. the majority has agreed or strongly agreed 

to the relevant questions.  

 

 

 

 

 

 

 

 

 

 

  

 

 

Figure 4.6: Perceived Ease of Use vs. E-Commerce Adoption 

 

Figure 4.6 shows the scatter plot diagram between the independent variable Perceived 

Ease of Use and the dependent variable E-Commerce Adoption. It shows a strong 

positive co-relation between the independent variable and the dependent variable.     

2.000 3.000 4.000 5.000 

Perceived Ease of Use

10

20

30

40

Count

2.000 3.000 4.000 5.000

Perceived Ease of Use

2.000

3.000

4.000

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

��

�

�

�

�

� �

�

�

�

�

�

�

�

�

�

�

� �

�

�

� �

��

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

� �

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

��

�

�

�

�

� �

�

�

�

�

�

�

�

�

�

�

� �

�

�

� �

��

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

� �

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

� �

�

�

�

�

�

�

�

�

�

�

�

�

�

� �

�

�

�

�

� �

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

� �

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

��

�

�

�

� �

�

� �

�

�

�

�

�

�

� �

�

�

�

�

�

�

� �

�

�

�

�

���

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

��

�

�

�

�

��

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

� �

�

�

�

�

�

�

�

�

�

�

�

�

�

� �

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

� �

�

�

�

�

�

�

�

�

�

�

�

�

�

�

�

E-Commerce 

Adoption 



 

61 

4.8.2 Perceived Usefulness 

 

The table 4.10 and the figure 4.7 exhibit the distribution of answers for the 

independent variable Perceived Usefulness. Respondents were asked to send their 

preference on Perceived Usefulness using 6 Likert scaled questions.  

 

Table 4.10: Perceived Usefulness - Descriptive Statistics 

  N Minimum Maximum Mean 

Std. 

Deviation 

Perceived Usefulness  389 1.667 5.000 3.725 .679860 

Valid N (list wise) 389        

 

As figure 4.7 shows normal distribution for E-Commerce adoption factor, Perceived 

Usefulness is skewed right, i.e. the majority has agreed or strongly agreed to the 

relevant questions. 

                     
Figure 4.7: Normal Distribution of Perceived Usefulness 
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Figure 4.8: Perceived 

 

Figure 4.8 shows the scatter plot diagram between independent variable 

Usefulness and dependent

relation between the two 

  

4.8.3 Trust in E-Commerce

 

The table 4.11 and figure 4.9

variable Trust in E-Commerce

preference on Trust using 

 

Table 4.11: Trust 

  

Trust 

Valid N (list wise) 

 

As figure 4.9 shows normal distribution for 

centrally distributed, i.e.

Commerce. 

E-Commerce 

Adoption 
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Perceived Usefulness vs E-Commerce Adoption

Figure 4.8 shows the scatter plot diagram between independent variable 

dependent variable E-commerce Adoption. It shows a strong co

 variables.   

Commerce 

figure 4.9 exhibit the distribution of answers for the independent 

Commerce adoption. Respondents were asked to send their 

using 6 Likert scaled questions.  

Table 4.11: Trust - Descriptive Statistics 

N Minimum Maximum Mean Deviation

389 1.000 4.333 2.669 

389       

As figure 4.9 shows normal distribution for E-Commerce adoption factor, 

i.e. the majority has a mixed feeling about Trust factor in 

 
doption 

Figure 4.8 shows the scatter plot diagram between independent variable Perceived 

It shows a strong co-

answers for the independent 

. Respondents were asked to send their 

Std. 

Deviation 

.702074 

 

adoption factor, Trust is 

a mixed feeling about Trust factor in E-



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.9: 

 

Figure 4.10 shows the scatter plot diagram between independent variable 

the dependent variable 

between two variables.    
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Figure 4.9: Normal Distribution of Trust Factor 

Figure 4.10 shows the scatter plot diagram between independent variable 

variable E-Commerce Adoption. It shows a moderate co

 

Figure 4.10: Trust vs E-Commerce Adoption 
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Trust

Figure 4.10 shows the scatter plot diagram between independent variable Trust and 

It shows a moderate co-relation 
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4.8.4 Subjective Norm 

 

The table 4.12 and figure 4.11 exhibit the distribution of answers for the independent 

variable Subjective Norm. Respondents were asked to send their preference on 

Subjective Norm using 6 Likert scaled questions.  

 

Table 4.12: Subjective Norm - Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

Subjective Norm 389 1.333 5.000 2.874 .695020 

Valid N (list wise) 389       

 

As figure 4.11 shows normal distribution for E-Commerce adoption factor, Subjective 

Norm is skewed left, i.e. the majority has disagreed or strongly disagreed to the 

relevant questions.  

 
Figure 4.11: Normal Distribution of Subjective Norm 

 

Figure 4.12 shows the scatter plot diagram between the independent variable 

Subjective Norm and the dependent variable E-Commerce Adoption. It shows a 

moderate co-relation between two variables.    
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Figure 4.12

4.8.5 Perceived Behavioral Control

 

The table 4.13 and figure 4.13

variable Perceived Behavioral Control

preference on Perceived Behavioral Control

 

 

Table 4.13: Perceived Behavioral Control

  

Perceived Behavioral 

Control 

Valid N (list wise) 

 

 

As figure 4.13 shows the normal distribution for 

Perceived Behavioral Control is skewed right, i.e. the majority has agreed or strongly 

agreed to the relevant questions.
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Figure 4.12: Subjective Norm vs E-Commerce Adoption

 

 

4.8.5 Perceived Behavioral Control 

figure 4.13 exhibit the distribution of answers for the independent 

Perceived Behavioral Control. Respondents were asked to send their 

Perceived Behavioral Control using 6, Likert scaled questions. 

Perceived Behavioral Control - Descriptive Statistics

N Minimum Maximum Mean Deviation

389 1.833 5.000 3.900 

389       

As figure 4.13 shows the normal distribution for E-Commerce adoption factor, 

Perceived Behavioral Control is skewed right, i.e. the majority has agreed or strongly 

agreed to the relevant questions. 

 
doption 

answers for the independent 
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scaled questions.  

tatistics 

Std. 

Deviation 

.669209 

 

adoption factor, 

Perceived Behavioral Control is skewed right, i.e. the majority has agreed or strongly 



 

Figure 4.14 shows the scatter plot diagram between the independent variable 

Perceived Behavioral Control and the dependent variable 

shows a moderate co-relation between the two variables.  
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Figure 4.14: Perceived Behavioral Control
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Figure 4.14 shows the scatter plot diagram between the independent variable 

Perceived Behavioral Control and the dependent variable E-Commerce 

relation between the two variables.   

Normal Distribution of Perceived Behavioral Control

Perceived Behavioral Control vs E-Commerce Adoption

2.000 3.000 4.000 5.000 

Perceived Behavioral Control

Figure 4.14 shows the scatter plot diagram between the independent variable 

 Adoption.  It 

 

Perceived Behavioral Control 

 
doption 
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Chapter 5 
 

5. Analysis and Discussion 

 

This chapter will discuss the collected data in detail in order to achieve research 

objectives previously defined in the chapter 1. First it will discuss all the demographic 

factors and E-Commerce experience of the selected sample followed by purchasing 

habits and buying patterns of private sector executives in Sri Lanka. Thereafter, all 

eleven hypotheses that were previously developed will be tested using a p-value at 5% 

significance level and correlation between E-Commerce adaption factors will be 

calculated using statistical measures of the Pearson correlation. Finally, multiple 

regression analysis will be used to define a generalized model for E-Commerce 

adoption in Sri Lanka. Further, the derived regression model will be used to rank each 

factor according to its significance in E-Commerce adoption. 

 

5.1 E-Commerce Experience and Usage 

 

The analysis of all responses sent by private executives in all three sectors revealed 

that more than 87% of total respondents had experienced E-Commerce at least once 

by involving in a transaction type that was discussed in the literature. Further, more 

than 35% of total respondents think that the risk associated with E-Commerce is the 

main barrier that they come across when using E-Commerce. Low accessibility, low 

E-Commerce awareness and less usefulness have also been identified as barriers in 

using E-Commerce.  Almost 95% of the total population think that they will use and 

practice E-Commerce in the future. Only 5% of total respondents have indicated ‘no 

idea’ to that question. The most significant factor is that there was no one who refused 

using E-Commerce in future applications.   

 

However, it was found that an executive, irrespective of using E-Commerce, thinks 

that the risk associated in E-Commerce in various perspectives such as privacy and 

confidentiality, security and authenticity is the main barrier that they have to face 

when using E-Commerce. Although there is such an influencing factor in decision 

making, most of them have not refused using E-Commerce and are willing to 
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experiment or use it in future opportunities. Since most executives who participated in 

this research are young professionals, it is obvious that their preference goes with hi-

technology luxury products and digital equipments. Individuals who do not like to buy 

physical products over the Internet due to some influencing factors like quality and 

after sales service, may use E-Commerce only for settling their monthly utility bills 

and installments.   

 

5.2 Purchasing Trends and Patterns 

 

It was found that the main purpose, for which the majority of selected private sector 

executives (41%) use E-Commerce, is for purchasing goods and services. Further, 

people who use E-Commerce for paying utility bills and installments frequently were 

ranked next in this order as they were about 38% from the total respondents.  Private 

sector executives who have used E-Commerce for purchasing goods and services have 

indicated that hi-technology products like digital cameras and mobile phones as their 

most preferred item in the E-market space. It is about 42% from total respondents. 

Digital products like mp3 songs and E-books have been identified as the second most 

preferred item in E-market space as they are about 23% from total respondents. This 

indicates that rather than purchasing low cost consumer items, people tend to use E-

Commerce for purchasing products that require more price and quality comparisons, 

investigations and warrants.  

 

5.3 Hypothesis Testing 

 

After the null and alternative hypotheses are defined, the next step is to gather 

evidence for accepting or rejecting the null hypothesis. As long as such accepting and 

rejecting decisions are made based on evidence that does not provide 100% 

confidence, there will be chances for error. No error is committed when a good 

prospect is accepted or a bad one is rejected. But there is a small chance that a bad 

prospect is accepted or a good one is rejected. In the context of statistical hypothesis 

testing, rejecting a true null hypothesis is known as a type I error and accepting a false 

hypothesis is known as type II error (Aczel and Sounderpandian, 2007). Figure 5.1 

illustrates instances of type I and type II errors. 
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Figure 5.1: Instances of Type I and Type II Errors (Source: Aczel and 

Sounderpandian, 2007) 

 

Given a null hypothesis and sample evidence with sample size n the p-value is the 

probability of getting a sample evidence with the same n that is equally or more 

unfavorable to the null hypothesis while the null hypothesis is actually true (Aczel and 

Sounderpandian, 2007). The p-value is calculated giving the null hypothesis the 

maximum benefit of doubt. In other words, p-value is a kind of ‘credibility rating’ of 

null hypothesis in the light of the evidence. 

 

The most common policy in statistical hypothesis testing is to establish a significance 

level, denoted by α, and reject null hypothesis when p-value falls below it. When this 

policy is followed, one can be sure that the maximum probability of type I error is α 

(Aczel and Sounderpandian, 2007). The standard values used for α (significance level) 

are 10%, 5% and 1%. 

 

 

 

 

 

 

 

Figure 5.2: The Two Tailed Test (Source: Aczel and Sounderpandian, 2007) 

 

Depending on the type of null hypothesis, the rejection occurred either on one or both 

tails of the test statistic. Correspondingly, the test became either a one-tailed test or a 

two-tailed test. In the test, there are chances for type I and type II errors. Figure 5.2 

exhibits the concept of the two tailed test. In the case of a two tailed test, the p-value is 

No error Type II error 

Type I error No error 

H0 True H0 False 

Accept H0 

Reject H0 

Rejection 

Regions 
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twice the tail area. If the calculated value of the test statistic falls on the left tail, then 

the area to the left of the calculated value is taken and multiplied by 2. If the 

calculated value of test statistic falls on the right tail, then the area to the right of the 

calculated value is taken and multiplied by 2.  

 

All key research variables, E-Commerce Adoption, Perceived Ease of Use, Perceived 

Usefulness, Trust, Subjective Norm and Perceived Behavioral Control are parametric 

data types. All hypotheses were tested in 95% confidence level (α = 5%) and in two 

tailed t-test. Each operational variable was measured using six different Likert scale 

questions. A numeric value was assigned to each scale as shown below in order to get 

a numeric output that can be analyzed further.  

 

   1 – Strongly Disagree 

   2 – Disagree 

   3 – Neutral 

   4 – Agree 

   5 – Strongly Agree 

 

Table 5.1 gives a summary result of descriptive statistics of all research variables. 

Mean and Standard deviation of each independent variable and the dependent variable 

were calculated by dividing summation of Mean and Standard deviation of each 

question by the number of questions allocated for each operational variable.   

   

 

Table 5.1: Descriptive Statistics for Research Variables 
 

  Mean Std. Deviation N 

E-Commerce Adoption 3.17695 .749786 389 

Perceived Ease of Use 3.91774 .738952 389 

Perceived Usefulness  3.72451 .679860 389 

Trust 2.66881 .702074 389 

Subjective Norm 2.87361 .695020 389 

Perceived Behavioral Control 3.90017 .669209 389 
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5.4 Testing Correlation 

 

The correlation between two random variables X and Y is a measure of the degree of 

linear association between the two variables (Aczel and Sounderpandian, 2007). Two 

variables are highly correlated if they move well together. Correlation is indicated by 

the correlation coefficient denoted by p. The coefficient p can take any value from -1, 

through 0, to 1. The p value of zero implies no linear relationship between two 

random variables. When p = 1, there is a perfect, positive linear relationship between 

two variables. In other words, when independent variable X increases the dependent 

variable Y is increased in the same direction. On the other hand, when p = -1, there is 

a perfect negative linear relationship between two variables. Further, negative linear 

relationship indicates that when independent variable X increases the dependent 

variable Y is increased in the opposite direction. 

 

 

The degree of correlation between two variables was calculated based on the p-value 

of two variables. When the p-value was greater than 0.5 the correlation was 

considered as a strong positive correlation while the correlation in which the p-value 

was less than 0.5 and greater than 0.3 was considered as a moderate positive 

correlation. Small positive correlations were identified when p-value was greater than 

0 and less than 0.3(Aczel and Sounderpandian, 2007). The same principle will be 

applied to measure the negative correlation by considering the negative p-value. 

 

Table 5.2 shows the correlation matrix for all research variables. The matrix shows the 

p-value (Pearson value) and its correlation significance in 95% confidence level and a 

confidence interval of 5 for each variable. The p-value for the same variable is 1 and 

there is no correlation significance.  

 

Based on the calculations defined in table 5.2 all hypotheses will be tested and the 

degree of correlation will be measured. As discussed, the null hypothesis will be 

rejected and the corresponding alternative hypothesis will be accepted according to 

the policy that is discussed for measuring p-value for falling below to the significance 

level (α) value. When it comes to two-tailed test the α value becomes 0.025. 
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Table 5.2: Correlations Matrix for Key Research Variables 
 

  

E-Commerce 

adoption 

Perceived Ease 

of Use 

Perceived 

Usefulness  Trust 

Subjective 

Norm 

Perceived 

Behavioral 

Control 

E-Commerce 

adoption 

Pearson 

Correlation 
1 .580(**) .613(**) .207(**) .424(**) .444(**) 

  Sig. (2-tailed)   .000 .000 .000 .000 .000 

  N 389 389 389 389 389 389 

Perceived Ease of 

Use 

Pearson 

Correlation 
.580(**) 1 .805(**) .193(**) .545(**) .509(**) 

  Sig. (2-tailed) .000   .000 .000 .000 .000 

  N 389 389 389 389 389 389 

Perceived 

Usefulness  

Pearson 

Correlation 
.613(**) .805(**) 1 .226(**) .479(**) .582(**) 

  Sig. (2-tailed) .000 .000   .000 .000 .000 

  N 389 389 389 389 389 389 

trust Pearson 

Correlation 
.207(**) .193(**) .226(**) 1 .042 .142(**) 

  Sig. (2-tailed) .000 .000 .000   .351 .002 

  N 389 389 389 389 389 389 

Subjective Norm Pearson 

Correlation 
.424(**) .545(**) .479(**) .042 1 .343(**) 

  Sig. (2-tailed) .000 .000 .000 .351   .000 

  N 389 389 389 389 389 389 

Perceived 

Behavioral Control 

Pearson 

Correlation 
.444(**) .509(**) .582(**) .142(**) .343(**) 1 

  Sig. (2-tailed) .000 .000 .000 .002 .000  

  N 389 389 389 389 389 389 

** Correlation is significant at the 0.01 level (2-tailed). 



 

73 

 

5.4.1 Trust and Perceived Usefulness 

 

H1a: There is a relationship between Trust (T) and Perceived Usefulness (PU) in using E-

Commerce. 

H10: There is no relationship between Trust (T) and Perceived Usefulness (PU) in using 

E-Commerce. 

 

As table 5.2 shows, there is a small positive correlation between Trust and Perceived 

Usefulness in using E-Commerce. H10, the null hypothesis, is rejected as r (389) = .226 (p 

< .05) in two tailed normal distribution.  

 

5.4.2 Trust and Perceived Ease of Use 

H2a: There is a relationship between Perceived Ease of Use (PEOU) and Trust (T) in 

using E-Commerce. 

H20: There is no relationship between Perceived Ease of Use (PEOU) and Trust (T) in 

using E-Commerce. 

 

As table 5.2 shows, there is a small positive correlation between Trust and PEOU in using 

E-Commerce. H20, the null hypothesis, is rejected as r (389) = .193 (p < .05) in two tailed 

normal distribution. 

5.4.3 Perceived Ease of Use and Perceived Usefulness 

H3a: There is a relationship between Perceived Ease of Use (PEOU) and Perceived 

Usefulness (PU) in using E-Commerce. 

H30: There is no relationship between Perceived Ease of Use (PEOU) and Perceived 

Usefulness (PU) in using E-Commerce. 

 

As table 5.2 shows, there is a strong positive correlation between Perceived Usefulness 

and Perceived Ease of Use in using E-Commerce. H30, the null hypothesis, is rejected as r 

(389) = .805 (p < .05) in two tailed normal distribution.  
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5.4.4 Perceived Usefulness and E-Commerce Adoption 

H4a: There is a relationship between Perceived Usefulness (PU) and E-Commerce 

Adoption (EA). 

H40: There is no relationship between Perceived Usefulness (PU) and E-Commerce 

Adoption (EA). 

 

As table 5.2 shows, there is a strong positive correlation between Perceived Usefulness 

and E-Commerce Adoption in using E-Commerce. H40, the null hypothesis, is rejected as 

r (389) = .613 (p < .05) in two tailed normal distribution.   

 

5.4.5 Perceived Ease of Use and E-Commerce Adoption 

H5a: There is a relationship between Perceived Ease of Use (PEOU) and E-Commerce 

Adoption (EA). 

H50: There is no relationship between Perceived Ease of Use (PEOU) and E-Commerce 

Adoption (EA). 

 

As table 5.2 shows, there is a strong positive correlation between Perceived Ease of Use 

and E-Commerce Adoption in using E-Commerce. H50, the null hypothesis, is rejected as 

r (389) = .580 (p < .05) in two tailed normal distribution.  

 

5.4.6 Trust and E-Commerce Adoption 

H6a: There is a relationship between Trust (T) and E-Commerce Adoption (EA). 

H60: There is no relationship between Trust (T) and E-Commerce Adoption (EA). 

 

As table 5.2 shows, there is a small positive correlation between Trust and E-Commerce 

Adoption in using E-Commerce. H60, the null hypothesis, is rejected as r (389) = .207 (p 

< .05) in two tailed normal distribution.  
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5.4.7 Trust and Perceived Behavioral Control   

H7a: There is a relationship between Trust (T) and Perceived Behavioral Control (PBC) 

in using E-Commerce. 

H70: There is no relationship between Trust (T) and Perceived Behavioral Control (PBC) 

in using E-Commerce. 

 

As table 5.2 shows, there is a small positive correlation between Trust and Perceived 

Behavioral Control in using E-Commerce. H70, the null hypothesis, is rejected as r (389) 

= .142 (p < .05) in two tailed normal distribution.  

 

5.4.8 Trust and Subjective Norm   

H8a: There is a relationship between Trust (T) and Subjective Norm (SN) in using E-

Commerce. 

H80: There is no relationship between Trust (T) and Subjective Norm (SN) in using E-

Commerce. 

 

As table 5.2 shows, there is no correlation between Trust and Subjective Norm in using 

E-Commerce. H80, the null hypothesis, is accepted as r (389) = .042 (p > .05), in two 

tailed normal distribution.  

 

5.4.9 Subjective Norm and E-Commerce Adoption   

H9a: There is a relationship between Subjective Norm (SN) and E-Commerce Adoption 

(EA). 

H90: There is no relationship between Subjective Norm (SN) and E-Commerce Adoption 

(EA). 

 

As table 5.2 shows, there is a moderate positive correlation between Subjective Norm and 

E-Commerce Adoption in using E-Commerce. H90, the null hypothesis, is rejected as r 

(389) = .424 (p < .05) in two tailed normal distribution.  
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5.4.10 Perceived Behavioral Control and E-Commerce Adoption  

H10a: There is a relationship between Perceived Behavioral Control (PBC) and E-

Commerce Adoption (EA). 

H100: There is no relationship between Subjective Norm (PBC) and E-Commerce 

Adoption (EA). 

 

As table 5.2 shows, there is a moderate positive correlation between Perceived Behavioral 

Control and E-Commerce Adoption in using E-Commerce. H100, the null hypothesis, is 

rejected as r (389) = .444 (p < .05) in two tailed normal distribution.  

 

5.4.11 Perceived Behavioral Control and Subjective Norm  

H11a: There is a relationship between Subjective Norm (SN) and Perceived Behavioral 

Control (PBC) in using E-Commerce. 

H110: There is no relationship between Subjective Norm (SN) and Perceived Behavioral 

Control (PBC) in using E-Commerce. 

 

As table 5.2 shows, there is a moderate positive correlation between Perceived Behavioral 

Control and Subjective Norm in using E-Commerce. H100, the null hypothesis, is rejected 

as r (389) = .343 (p < .05) in two tailed normal distribution. 

 

Alternative hypotheses H3, H4 and H5 which were derived from TAM (Davis, 1989) 

displayed strong positive correlations between considered variables while alternative 

hypotheses H9, H10 and H11 which were derived from TPB (Ajzen, 1991) displayed 

moderate positive correlation between considered variables. The small positive 

correlation between Trust and other three independent variables, Perceived Ease of Use, 

Perceived Usefulness and Perceived Behavioral Control, showed the impact of Perceived 

Risk on E-Commerce adoption. In addition to its direct impact on E-Commerce adoption 

it showed its contribution on other variables also. In other words, the increase of 

Perceived Risk in E-Commerce transactions will decrease the usefulness and ease of use 

that a particular person perceived in doing E-Commerce transactions. 



 

77 

 

Table 5.3 summarizes testing results of all proposed alternative hypotheses with their 

degree of correlation.  

 

Table 5.3 Hypothesis Testing Summary 

Alternative Hypothesis Result Correlation 

H1a: There is a relationship between Trust (T) and 

Perceived Usefulness (PU) in using E-Commerce. 

Accepted Small 

Positive 

H2a: There is a relationship between Perceived Ease of Use 

(PEOU) and Trust (T) in using E-Commerce. 

Accepted Small 

Positive 

H3a: There is a relationship between Perceived Ease of Use 

(PEOU) and Perceived Usefulness (PU) in using E-

Commerce. 

Accepted Strong 

Positive 

H4a: There is a relationship between Perceived Usefulness 

(PU) and E-Commerce Adoption (EA). 

Accepted Strong 

Positive 

H5a: There is a relationship between Perceived Ease of Use 

(PEOU) and E-Commerce Adoption (EA). 

Accepted Strong 

Positive 

H6a: There is a relationship between Trust (T) and E-

Commerce Adoption (EA). 

Accepted Small 

Positive 

H7a: There is a relationship between Trust (T) and 

Perceived Behavioral Control (PBC) in using E-Commerce. 

Accepted Small 

Positive 

H8a: There is a relationship between Trust (T) and 

Subjective Norm (SN) in using E-Commerce. 

Rejected No  

Co-relation 

H9a: There is a relationship between Subjective Norm (SN) 

and E-Commerce Adoption (EA). 

Accepted Moderate 

Positive 

H10a: There is a relationship between Perceived Behavioral 

Control (PBC) and E-Commerce Adoption (EA). 

Accepted Moderate 

Positive 

H11a: There is a relationship between Subjective Norm 

(SN) and Perceived Behavioral Control (PBC) in using E-

Commerce. 

Accepted Moderate 

Positive 
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5.5 Regression Analysis 

 

In regression analysis, often the variable of interest depends on more than just one other 

variable. Several independent variables may contain information about the variable that to 

predict or understand. In such cases, it is worthwhile to formulate a model that allows 

considering the relationship between the dependent variable and independent variables. 

When several independent variables are included in a regression equation, that model is 

called a multiple regression model. 

 

Linear regression analysis was carried out using SPSS with one dependent variable, E-

Commerce Adoption (EA), and five independent variables, Perceived Behavioral Control 

(PBC), Subjective Norm (SN), Perceived Ease of Use (PEOU), Perceived Usefulness 

(PU) and Trust (T).  The objective of performing a regression analysis was deriving a 

common model or an equation that can be useful in future investigations on this subject. 

Such a linear equation can be used to describe E-Commerce adoption model in various 

cultures and to rank the significance of each adoption factor. The table 5.4 shows R, R 

Square, adjusted R Square and the standard error. R is the correlation between the 

observed and predicted values of the dependent variable. 

 

Table 5.4: Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .650(a) .422 .415 .573646 

(a) Predictors: (Constant), Perceived Behavioral Control, Trust, Subjective Norm, 

Perceived Ease of Use, Perceived Usefulness  

 
 

The values of R range from -1 to 1. The sign of R indicates the direction of the 

relationship (positive or negative). The absolute value of R indicates the strength, with 

larger absolute values indicating stronger relationships. As R = 0.650 is quite large and 

close to 1 there is a strong relationship between independent variables and the dependent 

variable. R Square is the proportion of variation in the dependent variable explained by 

the regression model. The values of R Square range from 0 to 1. Small values indicate 
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that the model does not fit the data well. The sample R Square tends to optimistically 

estimate how well the model fits the population. Adjusted R Square attempts to correct R 

Square to more closely reflect the goodness of fit of the model in the population. 

 

Besides R Square, The ANOVA (Analysis of Variance) principle can be used to check 

how well the model fits the data. In order to achieve ANOVA testing, it is assumed that 

population considered for this research is normally distributed with equal variance. The 

table 5.5 shows multiple ANOVA for E-Commerce Adoption factors. The ANOVA table 

lists the sum of squares, the degrees of freedom, the mean squares and the F ratio. The 

table format simplifies the analysis and the interpretation of the results. The structure of 

the ANOVA table is based on the fact that both the sums of squares and the degrees of 

freedom are additive.   

 

Table 5.5: ANOVA for E-Commerce Adoption Factors 

Model 
Sum of 

Squares df 

Mean 

Square F Sig. 

 Regression 92.092 5 18.418 55.971 .000 

  Residual 126.034 383 .329    

  Total 218.126 388      

 

Under the assumptions of ANOVA, the ratio MSR/MSE processes an F distribution with 

r – 1 degrees of for the numerator and n – r degrees of freedom for denominator when the 

null hypothesis is true (Aczel and Sounderpandian, 2007). 

 

The F statistic is the Regression Mean Square (MSR) divided by the Residual Mean 

Square (MSE). If the significance value of the F statistic is small (smaller than 0.05) then 

the independent variables do a good job explaining the variation in the dependent 

variable. If the significance value of F is larger than 0.05 then the independent variables 

do not explain the variation in the dependent variable and the null hypothesis that all the 

population values for the regression coefficients are 0.0 is accepted. Since significance of 

F value (0.000) in table 5.6 is less than 0.05 we can reject the null hypothesis and claim 
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that all independent variables Perceived Behavioral Control, Perceived Usefulness, Trust, 

Subjective Norm and Perceived Ease of Use are affecting E-Commerce adoption. 

 

Table 5.6 shows coefficients of E-Commerce Adoption factors of all independent 

variables with respect to t distribution.  

 

Table 5.6: Coefficients of E-Commerce Adoption Factors 

Model 

Non standardized 

coefficients 

Standardized 

coefficients 

t Sig B Std. Error Beta 

 (Constant) .033 .209  0.160 .873 

 Perceived Ease of Use .173 .070 .170 2.469 .014 

 Perceived Usefulness  .367 .077 .332 4.741 .000 

 Trust .083 .043 .078 1.944 .053 

 Subjective norm .142 .050 .132 2.822 .005 

 Perceived Behavioral 

Control 
.121 .054 .108 2.242 .026 

Dependent variable: E-Commerce Adoption 
 

 

After checking for the model fit, the relative importance of each independent variable in 

predicting the dependent variable can be estimated. The non standardized (B) coefficients 

are the coefficients of the estimated regression model. With reference to B values in table 

5.7, the following regression equation can be derived.  

 

EA = 0.033 + 0.173 * PEOU + 0.367 * PU + 0.083 * T + 0.142 * SN + 0.121 * PBC 

 

Based on the coefficient of the linear equation, the derived regression model further 

indicated that Perceived Ease of Use and Perceived Usefulness are the two most 

significant influencing factors in determining E-Commerce adoption. In other words, 

higher Perceived Ease of Use and Perceived Usefulness will yield higher E-Commerce 

adoption. It further indicated that, the low trust associated with E-Commerce transactions 
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has the lowest impact on the E-Commerce adoption when compared to other factors in the 

derived model.  

 

Table 5.8 shows the ranking of E-Commerce adoption factors according to the order of 

significance. 

 

Table 5.7: Ranking of E-Commerce Adoption Factors 

Rank E-Commerce Adoption Factor 

1 Perceived Usefulness 

2 Perceived Ease of Use 

3 Subjective Norm 

4 Persevered Behavioral Control 

5 Trust 
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Chapter 6 

 

6. Conclusion and Recommendations 
 

This chapter will answer research questions from the interpretations of the analysis done 

and based on this; a general conclusion will be drawn. The conclusion would explain and 

discuss the findings of the research in a concise manner to the objectives defined in the 

first chapter.  Thereafter, the recommendations will be discussed with reference to the 

factors affecting adoption of E-Commerce among Sri Lankan private sector executives. 

The scope and limitations will be discussed to identify research boundaries and to address 

various issues that were raised during the investigation. Finally, the author will discuss 

future extensions which would enable the reader to be aware of what is expected in future 

by the author in this area of interest.  

 

6.1 Conclusion 

 

This study was aimed at integrating two well known technology adoption models, the 

TAM and the TPB, and their relationship with the trust factor or the Perceived Risk 

associated with E-Commerce in order to develop a model for measuring E-Commerce 

adoption factors among Sri Lankan private sector executives. The framework for adoption 

and diffusion of E-Commerce (Uzoka et al., 2007) was selected as the research 

framework and the conceptual model was built based on that. The proposed model helped 

in exploring factors affecting it and ranking them with respect to its significance in 

making decisions for using E-Commerce.  

 

A sample of 389 private sector executives in three different economic sectors, IT and 

Telecommunications, Banking and Finance, and Manufacturing was selected for the study 

and interviewed using a questionnaire which was developed to measure the influence of 

each selected variable towards E-Commerce adoption. Eleven different hypotheses were 

proposed in order to measure the relationship between E-Commerce adoption factors and 

their rate of adoption. The model results revealed that Perceived Ease of Use, Perceived 
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Usefulness, Trust, Subjective Norm and Perceived Behavioral Control are factors that are 

positively related to the attitude towards using E-Commerce frequently. 

 

Acceptance of alternative hypotheses H3 which represented a strong positive correlation 

between Perceived Ease of Use and E-Commerce adoption, H4 which represented a 

strong positive correlation between Perceived Usefulness and E-Commerce adoption and 

H5 which represented a strong positive correlation between Perceived Usefulness and 

Perceived Ease of Use further established the findings of the TAM of Davis (1989).  The 

developed model further revealed that variables that have highest significance for 

measuring E-Commerce adoption are Perceived Ease of Use and Perceived Usefulness. 

Further, acceptance of those aforementioned hypotheses aligned with findings of previous 

literature done by Klopping and McKinney (2004), Delafrooz et al. (2008) and Sulaiman 

et al. (2008) which proved the impact of Perceived Usefulness and Perceived Ease of Use 

in E-Commerce adoption.   

 

Acceptance of alternative hypotheses H9 which represented a moderate positive 

correlation between Perceived Behavioral Control and E-Commerce adoption, H10 which 

represented a moderate positive correlation between Subjective Norm and E-Commerce 

adoption and H11 which represented a moderate positive correlation between Subjective 

Norm and Perceived Behavioral Control further established the findings of the TPB of 

Ajzen (1991).  The developed model further revealed that the two next most significant 

variables for measuring E-Commerce adoption are Perceived Behavioral Control and 

Subjective Norm. By accepting those aforementioned hypotheses, research results aligned 

with findings of previous literature done by Uzoka et al. (2007) and Hernandez et al. 

(2009).  

 

Acceptance of alternative hypothesis H6 which represented a small positive co-relation 

between trust and E-Commerce adoption further established findings of Olusegun et al. 

(2006), Wang et al. (2008), Connolly and Bannister (2007), Slyke et al. (2004), Jahangir 

and Begum (2008), Chang and Zhu (2006) and Sulaiman et al. (2008) who discussed the 

impact of trust or Perceived Risk in E-Commerce adoption.  
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Further, the rejection of alternative hypothesis H8 revealed that there was no impact on 

Subjective Norm by the trust factor in E-Commerce adoption. Anyway, the acceptance of 

alternative hypotheses H1, H2 and H7 revealed that there was a small positive impact on 

Perceived Ease of Use, Perceived Usefulness and Perceived Behavioral Control 

respectively by the trust factor in E-Commerce adoption. In other words, the increase of 

Perceived Risk or the decrease of trust on E-Commerce transactions negatively correlated 

with Perceived Ease of Use, Perceived Usefulness and Perceived Behavioral Control. 

 

The analysis of E-Commerce experience of private sector executives revealed that people 

use E-Commerce mainly for purchasing goods and services, and paying utility bills and 

installments. Further, it emphasized that people tend to use E-Commerce mainly for 

purchasing hi-technology products and digital products from the web market space. In 

other words, instead of buying daily consumer products, people use E-Commerce for 

purchasing some specific products that need more comparisons and observations. When 

analyzing factors affecting adoption of E-Commerce, research results indicated that the 

attitude factor which can be further described by Perceived Usefulness and Perceived 

Ease of Use has the highest significance on the selected group in the decision making 

process. Other factors that contribute to the decision making process in using E-

Commerce were Subjective Norm and Perceived Behavioral Control. The most 

interesting thing was that no one had decided to refuse E-Commerce in future 

applications. The majority was willing to use it or experiment with it, in future situations. 

 

Two demographic variables, disposable income and education level, are positively related 

to Internet shopping while people in age group 20-40 dominated in purchasing products 

and services over the Internet. In other words, young educated professionals who have 

higher disposable income are using E-Commerce more frequently than others. People 

who pay more household bills displayed a significantly high volume of E-Commerce 

transactions.  
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However, the spending on Internet and frequency of online purchases were on very low 

levels, because of less availability of buying options and low trust associated with E-

Commerce sites. Development of Telecommunications infrastructure which can create 

high awareness and opportunities will improve the Internet usage and the E-Commerce 

involvement of people in Sri Lanka. With a matching E-Commerce model, there is a high 

possibility in creating a very active E-Commerce community in future, if authorities take 

the correct actions soon. 

 

6.2 Recommendations 

 

E-Commerce companies as well as those planning to start E-Commerce operations should 

take into consideration the needs and wants of each consumer group as well as the factors 

preventing them from involving in dealing online. Those companies should take steps to 

minimize the fear for online transactions in the consumer’s mind. In other words, 

individual online transactions should be secure enough for someone to reduce his 

Perceived Risk and use credit card numbers in the web market. Improving  the reputation 

and brand image as well as providing specific warranties, will also help in improving 

consumer confidence. On the other hand credit card providers should take enough 

security measures to prevent unauthorized transactions. 

 

Online stores must demonstrate that online shopping is not only convenient, safe, easy 

and fun; they must also offer other incentives and motivations to attract consumers. Thus, 

in addition to  building consumer confidence, offering more rewarding shopping 

experiences than what is presently available, would benefit in increasing a number of 

consumers to shop online and to continue doing so in the future. Some of the banks have 

already taken steps to promote online transactions and decided to provide rewards to their 

customers who use online facilities to pay utility bills and installments. Further, all web 

stores should enhance the quality of their products and come up with innovative ideas to 

cater to different consumer needs. It is necessary to deliver a product that shows same 

quality and capability to what is displayed in online product catalogs.   
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The proposed model of E-Commerce adoption will not only help managers to grasp the 

whole process of E-Commerce from the viewpoint of consumer behavior; but will help 

them to focus appropriately on the factors affecting each process. Moreover, the results of 

customer interests in Perceived Usefulness, Perceived Ease of Use, Subjective Norm and 

Perceived Behavioral Control, and Perceived Risk in E-Commerce show that online 

customers interacted with each process in the E-Commerce model differently depending 

on their individual characteristics. These differences will yield insights that can help a 

manager to serve better in different customer segments. As an example a web store can 

achieve the top level management of a particular firm and by making an E-Commerce 

awareness and impressing its usefulness, the store can increase its online transactions and 

customer base. 

 

Most private sector executives do their financial transactions and shopping through 

internet in order to increase the productivity and save time. They perceived significantly 

greater benefits in terms of convenience, wider selection and usefulness. Therefore, 

online retailers need to ensure that the online shopping process through their websites is 

easy, simple and convenient for consumers to shop online.  

 

Further, online retailers need to provide competitive price advantages for products in 

order to attract online customers to their websites and encourage them to make a purchase 

decision. In order to avoid intense price competition, online retailers need to find other 

ways to differentiate themselves from their competitors. Therefore, the findings of the 

research suggest that web stores need to provide more convenience and product ranges in 

order to attract more online customers. Further, the availability of intelligent search 

engines and comparing shopping agents will enable the consumer to easily obtain product 

information and compare product offerings from various online retailers.  

 

It should be noted that web site developers and designers have to carefully evaluate how 

and why a visitor uses their sites. More specifically, what shopping process or task is the 

site needed to support, and how well does the site and the underlying technology fit that 

specific shopping task? Users can visit a web site for different purposes. For example, 
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users may visit the site to seek data on one product, to find information about criteria for 

comparison, to compare products with competitors in terms of price differences, quality, 

performance etc, to obtain information about future developments of the product, to make 

one purchase, or to make multiple purchases. In order to achieve these potential tasks that 

a website has to serve, the web site designers and the top level management in cooperate 

marketing should assess how well the web site fits these needs and how far the web site 

can achieve these needs.  

 

It is necessary to make sure that product information is sufficiently detailed, accurate and 

easy to find. Further, web stores need to be updated regularly in order to provide latest 

information to the customer. They should be readable and easy to access in terms of 

performance. The ultimate objective of the web store in increasing revenue should be to 

increase the proportion of actual transactions to the number of web hits. 

 

6.3 Scope and Limitations 

 

Subjects selected for this study were private sector executives working in three leading 

economic sectors in the country, IT and Telecommunications, Banking and Finance, and 

Manufacturing. Collecting data from all other sectors to represent the entire population of 

private sector executives in Sri Lanka was a tedious task, as there is no exact figure about 

the entire  population. In other words, the target sample does not represent private sector 

executives in all sectors in the country.  

 

Further, the research has not considered all variables associated in E-Commerce adoption. 

It has not considered some economic variables like economic growth, GDP per capita etc, 

and political influence of the country. The scope was limited to key behavioral variables 

indentified by the framework for adoption and diffusion of E-Commerce (Uzoka et al., 

2007). The entire research was based on five key variables namely Perceived Usefulness, 

Perceived Ease of Use, Subjective Norm, Perceived Behavioral Control and Trust in E-

Commerce. The sample size was decided on 95% confidence level and a confidence 

interval of 5.  
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Investigating E-Commerce adoption in Sri Lanka is a relatively new process and because 

of this, the previous studies which have addressed this issue in the Sri Lankan context are 

limited. Hence, there is a limitation in the area of sampling and identifying sampling 

groups who have enough experience in E-Commerce usage. When considering the data 

collection process, some of the recipients did not even return the questionnaire, sent to 

them and some of the respondents did not know much about E-Commerce and hence 

filled the questionnaire the way they understood it. Because of this, the questionnaire had 

to be distributed in order to satisfy the minimum sample size. The response rate for the 

questionnaire sent to private sector executives in all three sectors were around 44%. The 

lowest response rate which is 37% was recorded from private sector executives working 

in the manufacturing sector while the highest 53% was recorded from the IT and 

Telecommunications sector.  

 

6.4 Future Research Directions 

 

Based on the research context done up to now, the author would like to comprehend the 

future extensions that could be incorporated to the area of interest.  

 

The current research about E-Commerce adoption factors had to be conducted in a broad 

way because existing literature related to the selected subject in the Sri Lankan context 

was limited. Yet there is no proper identification of how Sri Lankan Internet users’ 

expectation in this field is matched with a more sophisticated E-Commerce environment.  

Consumer attitudes identification can also be further studied in relation to E-Commerce 

as that was influenced a lot by previous trading patterns that they have been involved in. 

Therefore, very good opportunities exist for researchers to do in depth studies and 

identify patterns in the area of E-Commerce transactions and purchasing habits. 

 

The current research result is basically a general view point from private sector 

executives in three different economic segments in the country, IT and 

Telecommunications, Banking and Finance, and Manufacturing. For the future, it would 
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be more attractive to evaluate the feedback from other sectors also, by extending 

sampling groups into different economic segments to get a more diversified sample. In 

addition, each operational variable could be measured more comprehensively by 

expanding the questionnaire and including more questions from different perspectives in 

each industry to address various scenarios in E-Commerce usage and adoption factors like 

organization culture, social status etc,. 

 

Further, there are other factors that can influence on E-Commerce adoption, which have 

not been included in this study. Enhancement of the proposed conceptual model by 

adding other relevant variables will give more clarifying power to the study. Therefore, a 

future research needs to select the other essential variables such as an entire web system 

and its architecture, customer service, cultural differences etc, that influence consumers’ 

E-Commerce adoption behavior. Further, it can address vendor related matters like brand 

name, sustainability in the industry, future growth, product innovations etc.



 

90 

 

References 
 

Aczel A. Sounderpandian J. (2007), Complete Business Statistics, 6
th

 Edition, McGraw-

Hill Publications. 

 

Ajzen I. (1991). The Theory of Planned Behavior, Organizational Behavior and Human 

Decision Process.  50, 179-211.  

 

Azam S. (2006). Implication of B2C E-Commerce in Bangladesh: The Effect of Buying 

Culture and e-infrastructure. Journal on Advances in Global Business Research. 3(1),  55-

66. 

 

Brachear T., Kashyap V., Musante M. and Donthu N. (2008). A Six Country Comparison 

of the Internet Shopper Profile. Journal of Administrative Sciences. 10(21), 54-75. 

 

Census Department Measures ICT Penetration into Households, Department of Census 

and Statistics Sri Lanka. (2007).  

 

Computer Literacy Survey. Department of Census and Statistics and Sri Lanka, (2009). 

 

Connolly R. and Bannister F. (2007). Consumer Trust in Electronic Commerce: Social 

and Technical Antecedents. World Academy of Science, Engineering and Technology. 34, 

239-248. 

 

Chang Y. and Zhu D. (2006). Factors Influencing Consumer’s Initial Intention of Online 

Shopping in China: an Empirical Study. The Sixth Wuhan International Conference on E-

Business. 48-52. 

 

Creswell, J.W. (2003), Research Design: Qualitative, Quantitative and Mixed Methods 

Approach, Second Edition, Sage Publication, Inc. 

 



 

91 

 

Davis F.D. (1989). Perceived Usefulness, Perceived Ease of Use and User Acceptance of 

Information Technology. MIS Quarterly. 13, 319-340. 

 

Delafrooz N., Paim L. and Khatibi A. (2008). Developing an Instrument for Measurement 

of Attitude towards Online Shopping. International Bulletin of Business Administration, 

3. 

 

Delafrooz N., Paim L., Haron S., Sidin S. and Khatibi A. (2009). Factors Affecting 

Student’s Attitude towards Online Shopping. African Journal of Business Management, 

3(5). 200-209. 

  

E-readiness Rankings 2009 the Usage Imperative. (2009). Economist Intelligence Unit. 

IBM. 

 

E-readiness Rankings 2008 Maintaining Momentum. (2008). Economist Intelligence 

Unit. IBM. 

 

Gefen D. and Straub D. (2000). The Relative Importance of Perceived Ease of Use in IS 

Adoption: A Study of E-Commerce Adoption. International Journal of Association of 

Information Systems. 1(8). 

 

Gamage L. (2001). Intellectual Property, Internet and E-Commerce Developments in Sri 

Lanka, International Conference on Intellectual Property, the Internet, Electronic 

Commerce and Traditional Knowledge. 

 

Gamage P. and Halpin E. (2007). E-Sri Lanka Bridging the Digital Divide. The 

Electronic Library. 25(6), 693-710.  

 

Hayashi F. and Klee E. (2003). Technology Adoption and Consumer Payments: Evidence 

from Survey Data. Review of Network Economics. 2(2), 175-190. 

 



 

92 

 

Hernandez B., Jimenez J. and Martin J. (2009). The Impact of Self-Efficacy, Ease of Use 

and Usefulness on E-purchasing: An analysis of Experienced E-shoppers. Interacting 

with Computers. 21,146-156. 

 

Jahangir N. and Begum N. (2008). The Role of Perceived Usefulness, Perceived Ease of 

Use, Security and Privacy and Customer Attitude Engender Customer Adaptation in the 

Context of Electronic Banking, African Journal of Business Management, 2(1), 32-40. 

 

Kapurubandara M, Lawson R. (2007). SMEs in Developing Countries Need Support to 

Address the Challenges of Adopting E-Commerce Technologies. 20th Bled eConference, 

Merging and Emerging Technologies, Processes and Institutions. 

 

Klopping I. and McKinney E. (2004). Extending the Technology Acceptance Model and 

the Task Technology Fit Model to E-Commerce, Information Technology, Learning and 

Performance Journal, 22(1), 35-48. 

 

Lane M., Vyver G., Delpachithra S., Howard S. (2004). An Electronic Commerce 

Initiative in Sri Lanka: The Vision the Central Province Electronic Commerce Portal. The 

Electronic Journal on Information Systems in Developing Countries, 16(1),  1-18.   

 

Lumsden J, Mackay L(2006). How Does Personality Affect Trust in B2C E-Commerce?, 

ACM International Conference Proceeding Series, 156, 471-481. 

 

Mutum D., Ghazali E. (2006). Online Shoppers Vs Non shoppers: A lifestyle study of 

Malaysian Internet Users.  Journal on Advances in Global business research, 3(1), 166-

176. 

 

Olusegun F., Gabriel A.O., Sharma S.K, Zhang J. (2006). Factors Affecting the Adoption 

of E-Commerce: A Study in Nigeria. Journal of Applied Sciences, 6(10),  2224-2230. 

 



 

93 

 

Okada H., Atchariyachanvanich K., Sonehara N. (2007). Theoretical Model of Purchase 

and Repurchase in Internet Shopping: Evidence from Japanese Online Customers, 

ICEC’07, ACM. 

 

Paul P.A, Chai L. (2002). What Drivers Electronic Commerce across Cultures? A Cross 

Cultural Empirical Investigation of the Theory of Planned Behavior. Journal of 

Electronic Commerce Research, 3(4).  

 

Rising Demand, The increasing demand for IT workers, spells a challenging opportunity 

for the IT industry, IT workforce survey 2007. 

 

Sulaiman A., Ng J. and Mohezar S. (2008). E-Ticketing as new way of Buying Tickets: 

Malaysian Perceptions. Journal of Social Science, 17(2), 149-157. 

 

Slyke C., Belanger F. and Comunale C. (2004). Factors Influencing the Adoption of Web 

Based Shopping: The Impact of Trust, ACM SIGMIS Database, 35(2), 32-49. 

 

Tan M. and Teo M. (1998), Factors Influencing the Adoption of the Internet. 

International Journal of Electronic Commerce, 2(2), 5-18. 

  

Uzoka F. Shemi A. and Seleka G. (2007). Behavioral Influences on E-Commerce 

Adoption in a Developing Country Context. The Electronic Journal on Information 

Systems in Developing countries. 31(4), 1-15.  

 

Wang N., Dongchang L. and Cheng J. (2008). Study on the Influencing Factors of Online 

Shopping, presented at 11
th

 Joint conference of Information Sciences. 

 

Wu I. and Chen J. (2005). An extension of Trust and TAM model with TPB in the initial 

adoption of on-line tax: An empirical study. International Journal of Human Computer 

Studies. 62, 784-808. 

 

 



 

94 

Appendices 

Appendix A: Final Questionnaire 

 

 

 

Questionnaire on Factors Affecting Adoption of E-Commerce by Sri Lankan 

Private Sector Executives 

 

 

Dear participant, 

 

The following is a survey that is conducted within Sri Lankan private sector 

executives.  

 

This is carried out in order to gather data for an analysis of factors affecting adoption 

of E-Commerce by Sri Lankan private sector executives. It is a part of the research 

study to fulfill requirements of the Master in Business Administration in Information 

Technology offered by the University of Moratuwa.   

 

The results of the survey will only be used for this study and anonymity is guaranteed.  

 

The questionnaire consists of three main sections. Kindly read the instructions on 

how to respond to the questions at the beginning of each section. 

 

Please be kind enough to e-mail the completed questionnaire to the following e-mail 

address: senakae@gmail.com 

 

 

Thank you for your co-operation 

Regards 

Senaka Ekanayake
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Section I  

These questions are to collect your demographic information. Please tick on the 

option that is relevant to you  

 

1. Gender 

 Male      Female 

 

2. Marital status 

 Married      Unmarried 

 

3. Primary business of your company, 

    IT and Telecommunication 

    Banking and Financial     

    Manufacturing  

 

4. Highest educational qualification in IT 

  Postgraduate/Masters        Degree              Diploma             None 

 
 

 

 

Section II 

These questions are to measure your experience in E-Commerce. Please tick on 

the option that is relevant you. 

 

Note:- For this study E-Commerce is primarily defined as purchasing goods and 

services, paying utility bills and installments and doing e-channeling through the 

Internet.  
 

5. Have you experienced E-Commerce?  

  Yes                        No 

 

6. In your view, what is the main barrier you face in using E-Commerce? 

Low accessibility  

Low computer literacy level                                                         

Low awareness about E-Commerce        

The risk associated with E-Commerce  

Less usefulness      

Others negative opinions  

  
 

      If your answer to question 5 is ‘Yes’ please answer following questions 

7. For what purpose you use E-Commerce? 

Purchasing goods and services        

Paying utility bills and installments 

E-channeling                                    

 
 

8. What kind of products have you purchased most using E-Commerce?  

Hi-tech products (cameras, mobile phones, memory cards etc) 

Food items and beverages 

Digital products (e-books, videos, etc) 
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Text books, Journals, Magazines 

E-tickets 

  
 

9. Would you practice E-Commerce in future? 

 Definitely Yes   Probably Yes   No idea   Probably Not   Definitely 

Not 

 
 

 

Instructions: Please state to which extent you agree or disagree on each statement. 

 

SA – Strongly Agree      A- Agree     N-Neutral     D-Disagree     SD-Strongly Disagree 
 

E-Commerce adoption SA A N D SD 

10. I use E-Commerce frequently for my personal activities        

11. I use E-Commerce frequently for my company purposes          

12. I use E-Commerce frequently in local transactions      

13. I may use E-Commerce, although traditional commerce is 

more convenient in certain situations 
     

14. A significant portion of my total expenses is done through 

E-Commerce 
     

15. I use E-Commerce frequently to pay utility bills and 

installments 
     

 

 

 

 

Section III 

Instructions: Following questions are to measure the gravity of the factors 

influencing you to adopt E-Commerce. Please state which extent you agree or 

disagree on each statement. 

 

SA – Strongly   

         Agree       

A- Agree     N-Neutral     D-Disagree     SD-Strongly  

       Disagree 

 

 

Perceived Ease of Use SA A N D SD 

16. E-Commerce provides me in-depth information about 

products and services  
     

17. Searching information about a product or a service is 

easier with E-Commerce. 
     

18. Ordering goods and services is easier with E-Commerce.      

19. E-Commerce provides easy price comparison between 

products and services 
     

20. E-Commerce provides me an easy payment mechanism.      

21. E-Commerce does not require a lot of mental effort in use.      

      

Perceived Usefulness SA A N D SD 

22. E-Commerce provides me a vast selection of products and 

services 
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23. E-Commerce saves money as it reduces my transportation 

cost. 
     

24. E-Commerce saves my time as it cuts down waiting time 

in queues. 
     

25. E-Commerce provides a better customer service       

26. E-Commerce provides me 24X7 availability      

27. E-Commerce allows to purchase best product       

      

Trust  SA A N D SD 

28. I believe in the technology used in E-Commerce sites and 

its ability to protect my credit card information 
     

29. Availability of a third party security certificate about the 

web site is not important for me to purchase online 
     

30. E-Commerce is safe to do higher value transactions.      

31. E-Commerce will allow me to keep my privacy       

32. The quality of goods and services displayed in the Internet 

is comparable with its physical appearance and 

performance. 

     

33. I don’t worry about the support given by E-Commerce to 

trace my purchasing habits and buying patterns. 
     

      

Subjective Norm  SA A N D SD 

34. My working hours and time restrictions force me to use E-

Commerce more than the traditional methods. 
     

35. Frequent overseas travels to fulfill organizational 

requirements force me to use E-Commerce more. 
     

36. My organization culture encourages me to use E-

Commerce through office network. 
     

37. My job forces me to use E-Commerce during office hours      

38. People who influence me thinks that I should use E-

Commerce 
     

39. People who provides valued opinions to me would respect 

that I use E-Commerce. 
     

      

Perceived Behavioral control SA A N D SD 

40. I have enough knowledge on IT to use E-Commerce.      

41. E-Commerce and its related technologies are not 

complicated to use  
     

42. I have enough knowledge on threats and vulnerabilities in 

E-Commerce. 
     

43. I have enough Internet facilities to use E-Commerce      

44. The speed of the network does not discourage me in using 

E-Commerce 
     

45. Using E-Commerce is entirely within my control      
 

 

 


