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ABSTRAqT

This study is aimed to find out the impact of social media on e-business performance.

The study is conducted in Gampaha District and to evaluaterand identify the most

influential factors that increase e-business performance and t6 establish relationship

between social media and e-business performance. This research is the survey involving

individual e-business owners in Gampaha District. There are ten determinants included

in this study to be researched are gender, age, education level, income level, which

social media used, Social media marketing awareness, attitude towards social media

marketing, social media customer perceived value I quality toward social media,

Influence / motivation loward social media marketing.

The study tasted by collecting the data from 103 e-business owners in Gampaha

District. Structured questionnaire that is designed using Five-Point Likert Scales.

(Google Form) was used to collect the data and analyse it using Descriptive statistics,

Correlation analysis, Regression analysis.and ANOVA and T test. Overall, the findings

in this study are supported by other studies in literatures.

The results showed that there is positive significant relationship between social media

and e-business performance and there are no differences in age, gender. e-business type,

education level towards e-business performance among the individual e-business

owlers. whilst age, which social media used, education level, type of business affect e-

business performance but the results are insignificant. The study provides insights both

policy makers and administrators to gain better understanding of the key variables that

are significantly associated with e-business performance and enable them to implement

suitable strategies to minimize potential damaging factors and allow them to improve

business performance.
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