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ABSTRACT 
 
This study investigates the influence of online user experience on online purchase 
intention in the Sri Lankan context, specifically examining generational differences 
between Generation X and Generation Y. Key factors considered include customer 
trust, brand equity, e-loyalty, experience of flow, prior online shopping experience, and 
perceived risk. The research objectives are (i) to examine the influence of online user 
experience on online purchasing intention, specifically focusing on the roles of 
customer trust, brand equity, e-loyalty, prior online shopping experience, experience of 
flow, and perceived risk in shaping consumer behaviour in online shopping 
environments and (ii) to investigate whether the effect of overall online user experience 
on online purchase intention varies significantly between Generation X and Y.  

Using a cross-sectional survey design, data were collected from Sri Lankan consumers 
across both generations, and regression analysis was performed to assess the impact of 
these factors on online purchase intention. The results reveal that customer trust 
significantly predicts online purchase intention, while other variables, such as brand 
equity, e-loyalty, and perceived risk, show minimal influence. Additionally, no 
significant difference was found in the impact of user experience on purchase intention 
between Generation X and Generation Y.  

These findings suggest that building trust is critical for enhancing online purchase 
intention across generations in Sri Lanka. However, high multicollinearity and the 
cross-sectional design limit the generalizability and causative inferences of the results. 
Future research should incorporate longitudinal approaches, examine additional 
variables, and explore the role of cultural factors to provide a more nuanced 
understanding of online shopping behaviour in emerging markets like Sri Lanka. 

Key words: customer trust, brand equity, e- loyalty, user experience, flow experience, 
online purchasing intention. 
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