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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.

111



Table of Content

DIECIATATION ...ttt ettt et et e aeas 1
ACKNOWLEDGMENTS ...ttt sttt nae e ii
ABSTRACT ...ttt ettt ettt e te et ess e beenteeseenseensesneenseas il
Table O CONTENL ......ooiiiiiieiie ettt et v
LSt OF FIGUIES ...ttt ettt et ettt e e ebeesnaeenbeesnseenseen vii
LSt OF TADIES ..ot st viii
LSt Of APPENAICES ...veeneiieniieiieeiieeiie ettt ettt ettt ettt e e steeeate e beesabeeseesnseenseeenns ix
I INTRODUCTION ....ooiiiiiiiiieieeeeieeste ettt sttt ettt st et sttt e naes 1
1.1 BacCKGround ........coooviiiiiiiiiiieceee ettt st e 1
1.1.1  Sri Lankan context of online purchasing ............cccceceveiierieniiienienieennnnns 2

1.2 Research problemi.........ccoooiiieiiiiiiiecic et 4
1.3 Research questions and research objectiVes.........cccueevveeerieeriiieeriieeeiee e 6
1.3.1  ReSearch qUESTIONS.......ccccueeeiuiieeiiieeiieeeiee et e ereeeireeeeeeeereeesreeesnseeenee 6
1.3.2  ReSEarch ODJECHIVES.....cccviieeciiieeiiieciieeeiee ettt et e e seree e 6

1.4 Scope of the research StUAY ........coocvieeiiiiiiiiieeee e 6
1.5  Significance of the StUAY .......ccccuvieiiiiiiiiie e 7
1.6 Chapter frameWOTK..........cocvuiiiiiiiiiieceeeee et 7

2 LITRETURE REVIEW ..ottt 10
2.1 Online shopping behavior ............ccoecieiiiiiiierieeiieie e 10
2.2 TREOTICS ..ottt sttt ettt ettt et st e bt et eaeees 12
2.2.1  Generation theory and characteristics..........cocevervuerierernenienceieniene, 12
2.2.2  Technology Acceptance Model (TAM)......cceoeeviieiieniienieeieeiee e, 13
2.2.3  Planned behavior theory .........ccceeriiiiieiiiiiieiecie e 14

2.3 Online shopping behavior of generation Y and generation X..........c...c........ 15
2.4 Online purchasing INtENtION .........cecuvieerieeeiieeeiieeeieeeeieeeereeesreeesreeesenee e 17
2.4.1  Off-line purchasing Vs online purchasing...........cccceccueerevvrenvreeencveeennen. 18

v



2.4.2  Repurchase INteNtION........ceeerueeerieeeiiieeiieeeieeeeieeeeree e reeesreeeereeenaeees 20

2.5 Independent variables..........ccccoocuiieeiiieiiie e 21
2.5.1  CUSTOMET TIUST..ceiiiiiiiiiieiiiee ettt 22
2.5.2  Perceived TISK....ooiiiiiiiiiieiee e 23
2.53 EAlOYalty oo e 24
2.54 Brand €qUItY.....coccoecieiiiiieeiie et 25
2.5.5  FLOW EXPETICICE ....cuvieurieiieeiieeiieetiesiieeieeeeteeteesereebeesaaeenseessseenseesnseenne 28
2.5.6  Online prior ShOPPINg EXPEIICNCE.....c.ueerireriierieeieeiieeieeiee e eieesieeenne 28

2.6  Moderating Variable: Generation X and Generation Y ........ccccceceeveeiennnenne. 29

2.7  Key relationship between main variables...........cccoccveevieenieniiieniieeieeie e, 30

2.8 RESEAICH AP ..iocuiiieiiiecee e e e 32
METHODOLOGY ..ottt st sae et nes 34

3.1 Chapter INtrodUCTION. ......ccccuiieiiieeciie ettt etee e e e e e sereeeeaaeas 34

R TN & % 01011 s Tt X S PSS 34
32,1  Hypothesis 1 (CT)uuiuiiiiiiieeiieeeiie ettt ettt evee e saeeen 34
322  Hypothesis 2 (BE) ...ttt 35
323 Hypothesis 3 (EL) .cccoiiioiieeiieeie ettt 36
3.2.4  HypothesiS 4 (PE) ..ooooiiiiiieiieieeeeeetee et 36
3.2.5  Hypothesis 5 (EF) ..ooooiiiiiieieeeeee e 37
3.2.6  Hypothesis 6 (R) ..cccuieiiiiiieiieieeieeeet et 38
3.2.7  HYPOLRESIS 7.ttt ettt ettt 39

3.3 Conceptual frameWork ..........cccueeiiiiiiiiiiiiniieiieee e 41
3.3.1  Theoretical Background.............ccccoriimiiiiniiiiiiieeiiee e 41

3.4 OperatioNaliZation ...........c.cecuieriieiiieiieeiiesie ettt 43

3.5 Research methodolOgY ......c..oeviiiiiiiiiiiieee e 46
3.5.1  Population and sample .........ccceeeeuiieriiiiiiieeiieeee e 46

3.6  Data analysis Methods..........ccooiiiiiiiiiiiiieiie e 50



4

RESULTS AND ANALYSIS ...ttt 51
4.1 INErOAUCTION ..ttt ettt e 51
4.2 Analysis of demographic data...........cccccveeeiiieeiiieeiieeeee e 51

4.2.1  Gender frequency diStribUtION .........ccceeeeeiieeeiiieeiieeeiie e 52

4.2.2  Frequency distribution of birth year ...........cccecveveiiirieniiieieeieeie, 53

4.2.3  Frequency distribution of education level............cccocceeviieniiniiiniennne 54

4.2.4  Employment status frequency distribution ..........c.cceceveeveriencnnennene. 55

4.2.5 Income level frequency distribution ...........ccceceeveiierieniiieniieniecieee, 56

4.2.6  Years of work experience frequency distribution............cccceeeveeriiennnne. 57
4.3 Descriptive analysis of variables...........ccceceeriieiiienieeiieie e 59

4.3.1  Frequency distribution of main purpose of online shopping.................. 59

4.3.2  Frequency distribution of main challenge in online shopping............... 60
4.4  Reliability and validity analysis .........ccccceeeviieeiiieeiiieeieece e 62

4.4.1  Cronbach's AIPha.......c.ccoeciiieiiiieiiiieiieeee e 62
4.5  Factor @nalySiS......cccciieiiiieeeiieeiiee et et ettt e et ett e et e et e e e e e eaeeennaee e 63

4.5.1  Customer truSt (CT) .ouuiieeiieeeiieeiee et 64

4.5.2  Customer brand equity (BE) .....cccoiiiiiiiiiiiieieeeeee e 67

4.5.3  Customer e- loyalty (EL) ...cccooeeoiiiriiiiieiieeieeeee e 70

4.5.4  Prior online shopping experience (PE) .......ccccccevviiiiiiniiieniiniieiee, 72

4.5.5 Experience of flow (EF)......ccccoooiiiiiiiiiiiiieeeeeeee e 75

4.5.6  Perceived riSK (R) ..oieciiiieiiicieeeeeeeeee e 78

4.5.7  Online purchase intention (IP)........ccccceviiriiieniiniiiiieeeeee e 80
4.0 T-TeSt ettt e 82

4.6.1  Group statistics for generation X and Y .......ccceeeveevieniiienieniieenieeine 82

4.6.2 Independent samples test- online purchasing intention ......................... 84
4.7  Harman’s SINGle-factor teST ......ccueieriiieiiieeiie e e 87
4.8  Multiple Regression ANalySis ........ccceeeeveeeriieeiiieeiieecieeeeeee e evee e 88

vi



4.8.1  DeSCrIPtiVEe StatiStICS.....ceriuieeriieeriieeiieeeiieeeiteeeitreeereeesreeesreeesreeenaneas 88

4.8.2  COITElAtIONS .....eeeieieiiieiie ettt 90
4.8.3  Model SUMMATY......ccccuiiiiiieeeiieeiee et e e e eaeees 91
4.8.4  ANOV AL . ettt 92
4.8.5  COCTIICIENES ..cueeiiiiieiieeiieiece et 94

4.9 HypOthesis tESTINE ...eevuveeiieriieeiiesiie ettt ettt ettt e ae e e ene 97
4.10 Chapter SUMMATY .......ccveeiiieiieeiieeiie ettt ettt e see et e et e s aeenbeeeenes 103

5 CONCLUSION......oittitiertetete ettt sttt ettt sttt e naes 105
5.1  Discussion and original cCONtribUtion...........cccveevieriienieeieeiie e e 105
5.2 Implications of the research ..........ccccevviieiiiiniiiiiiicceee e 115
5.3 LIMIEALIONS .utieiiieiieiieeieeeite ettt ettt ettt et e bt e et esateebeesaeeebeens 118
5.4  Recommendations for future research.............cccoiiiiiiniiiiiiie, 120
REFERENCE ...ttt ettt ettt et be et sneeneeenee e 122
APPENDICES ...ttt ettt st b et ene et e e 141

List of Figures

Figure 3.1: Conceptual frameWork ............ccceevuiiriieiiienieeieeeie e 42
Figure 4.1 Gender frequency diStribution...........cccueevuieriieiiienieeiieeie e 52
Figure 4.2 Birth year frequency distribution.............ccccveeeeieercieeniiieeie e 53
Figure 4.3 Frequency distribution of education level ............cccooeeiieiciiiniiiiniieeie 54
Figure 4.4: Employment status frequency distribution............coccevceeverviiniencniiencenens 55
Figure 4.5 Frequency distribution of income level............c.coocveiiiiiiiiinniiiiieneee, 56
Figure 4.6 Years of work experience frequency distribution ...........c.ccceeeevveeeciveennnennn. 58
Figure 4.7 Frequency distribution of main purpose of online shopping...................... 59
Figure 4.4.8 Main challenge in online shopping frequency distribution...................... 61
Figure 4.9:Histogram : intention to online purchase ...........cccccecevieveriiniencniencenens 95
Figure 4.10: Scatterplot: Intention to online purchase..........c.ccocevveveriinieneniencenens 96
Figure 4.11: Normal P-P Plot: intention to online purchase.........c..cccccceeeevieeeviieennnennn. 96
Figure 4.12: Group StatiSTICS ...uvieruieeriieeiiieeiiee et e eciteeeieeeereeeereeeeveeesnseeessseeennaeas 100

vil



Figure 4.13: Independent Samples TeSt........ccccveeeriieeiiieeiiieeieeeie e 101

List of Tables
Table 2.1: Brand EQUITY ......ccooiiieiiece ettt e 26
Table 3.1: OperationaliZatioN...........cceeevieriieriiieiiesie ettt et sre e e sreeaeeseeeenne 43
Table 4.1: Gender frequency diStribUtiON ..........ccueeviieriieiiieiieeie e 52
Table 4.2 Frequency distribution of birth year ............cccccveeeiieniiiicieeeeeee e, 53
Table 4.3 Education level frequency distribution...........ccceeeveeveiieiiieeniieecieeeeee e 54
Table 4.4 Employment status frequency distribution .............ceceevierciienieniieenieeneennn. 55
Table 4.5 Income level frequency diStribution ...........ccceeeeveevieniienieiiiieieeie e 56
Table 4.6 Years of work experience frequency distribution............ccceeeevveercreeenneennne. 57
Table 4.7 Main purpose of online shopping frequency distribution.............ccceueen.e. 59
Table 4.8 Frequency distribution of main challenge in online shopping..................... 60
Table 4.9 Reliability StatiStICS.....cccvieruieriieriieeiieiie ettt ettt ee e s ene 62
Table 4.10: CT- COrrelations ..........ccoeeieiiiiieiiieieeie ettt 64
Table 4.11: CT- Anti-IMage MatriCeS.....ccuuierureeriieeriieerieeecieeerreeereeeereeesreeesnsee e 65
Table 4.12: CT- KMO and Bartlett's Test......c.cccooveriirienieniiienienieeieeieseeieseescee 65
Table 4.13: CT- Total variance explained ............ccccueerieriienieniienieeieeceeee e 66
Table 4.14: Component MatriX?.........ccoeeiiieriiieeiiieeriee e eree e eree e sreeeseaee e 66
Table 4.15: CT- CommUNALITIES ......cc.eeruiiiiiieiiieiieiie et 67
Table 4.16: BE- COrTelations ..........cooeevierieniiiinienieeieeiese ettt 67
Table 4.17: BE- Anti-image MatriCeS.......ccvevuieriieriieiieeieeieeeie et sve e 68
Table 4.18: BE- KMO and Bartlett's Test.......ccooiiiiiiiiiiiiiieniceeeceeeeee 68
Table 4.19: BE- Total Variance Explained..........c.cccccuveeviiiiiiieniiiecieeee e 69
Table 4.20: BE- Component Matrix?............cocuieriieriienienieeieeeie et s 69
Table 4.21: BE- COMMUNALILIES .....covieiiiriiiiiiieniieieeieeiieseee ettt 70
Table 4.22: EL- COTTelations ........c.cooueeiiiiiiiiiiieiieseeieeeee et 70
Table 4.23: EL- Total Variance Explained..........ccccoooveeeriiiiciiiniieciecceeeee e 71
Table 4.24: EL- Component MatriX...........ccueecuieruierieenienieeiieseeesieesireeseeseeeseeseneenne 71
Table 4.25: EL- ComMMUNAIITIES.......coouiiierieiiiieriieieeieeiiesie ettt 72
Table 4.26: Correlations.........coiuiiiiiiiieie e 72
Table 4.27: PE- Anti-ImMage MatriCes ......c.uieruieeriieeiiieerieeeeieeeerreeeveeesreeeseveeesnsee e 73
Table 4.28: PE- KMO and Bartlett's TeSt ........cccooveriiiienieniiiinienieeieeieseeeseescean 73
Table 4.29: PE- Total Variance Explained ...........cccccoevieeiienieniienieiiieiece e 73

viil



Table 4.30: PE- Component MatriX®...........ccoovieiiieeriieeiiee e eieeeereeesveeesveeesnsee e 74

Table 4.31: PE- CommUNAlItIES......cccueeiiiiiiieiiieiiecieeeeie e 74
Table 4.32: EF- Correlation MatriX ........cocceveerierienieenienieneeieseesieeie e 75
Table 4.33: EF- Anti-image MatriCes .......cccvevuieriieiiieiieeieeiie et eiee e enne 76
Table 4.34: EF- KMO and Bartlett's Test.........cccoeiiiiiiiiiiiiiieiecececeee 76
Table 4.35: Total variance explained...........ccceeeriiieiiieeriie e 77
Table 4.36: COMMUNAIILIES ......coveiieiieieiieteeiert et 77
Table 4.37: Component MatriX®...........ccceeriiriiieniienie ettt see e e ene 77
Table 4.38: Correlation MatriX .......ccceeiiiiiiiiiieieeeeee e e 78
Table 4.39: R- Total Variance EXplained ............ccceeeveeeriieeeiieeiieciecee e 78
Table 4.40: R- Component MatriX.........c.eeoueeriieeriierieeniienieeiieseeesieesreeseesseesseeseneenne 79
Table 4.41: R- ComMUNAIITIES .....cc.eeruieiiriieiiiieriieieeieetere ettt 79
Table 4.42: KMO and Bartlett's Test.......ccccueiuiiiiiiiiieiieeeeceeeceee e 80
Table 4.43: CommUNAIITIES ......c.eeiiiiiiiiiiiiiee e 80
Table 4.44: Total Variance Explained ............ccoceeviiiiiiniieniieiieiecceeeee e 81
Table 4.45: Component MatriX®...........cccveriiriiieniienieeieeie et see e s 81
Table 4.46: Group statistics for generation X and Y ......cccceeevvevciieicieencieeciee e 82
Table 4.47: Independent samples test- online purchasing intention.............c.cccuu....... 84
Table 4.48: Harman’s single-factor test.........ccuevuiiiiierieiiieiieeieeeieee e 87
Table 4.49: DeScriptive STAtISICS ....ccvierveeriieriieriiesieeriieeteeiee e eiee e ereeseeeseesaee e 88
Table 4.50: Correlations. ........coiuieiiiiiiee e 90
Table 4.51: Model SUMMATY .........coooiieeeeeeeeeeeeeeeeeee et 91
Table 4.52: ANOVA ...ttt sttt 92
Table 4.53: CoffICIENtS™......couiiiiiieiiee et 94
List of Appendices
Appendix A- Sample QUESIONNAITE. ... ...oviuiieiiii e eeeeaeenann 142

X





