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ABSTRACT

Nowadays, with the rapid development ef Intern=t techmology. online shapming is becoming
common and even imeviiable among Sri Lznkem people. They choose online shopping which
15 amotiher shoppime charnel that is more convenient and express tham the traditional shopping
pattern. amd these also antracis mere and more pzople sell peodiucts omlime. But lack @f
comsumer trust is @ critical obsiacle to the success of online retailing. Therefore this study
examines bow omlime shopping behavior is affected by the following online beand trust
fzctors: quallity of imfermafion, secuniy and privacy. percsived risk, Brand name. word-od-
mouth. online experience. website desipn. website relialility and website custamer service.

The purpose of this smdy s to snalyze the online brand tmast factors affecting on enline
shopping Behavior of comsumers thal might be ane of the importamt tssmes of anline
merketing. This study has Been followed by msing a model examining the impacy, of enline
brandl trust @n enline shopping behavier as the bypothesis af study. To imvestigate these
hypotheses: 210 questionmaires respondemls to the questiommaire were comsumers of
“Kapmuka com™ im 8ot Lanka, Questionnaire was simply post om the “wall™ of “Kapruka.com™
Tzn page m all touch points in the form of & web link by wsine “Google Dirive” which cam
eusily @pem by alll 331,000 fans in “Kapruka.oom™

- Datny were analyzed and evaluated by Univariste and Bivariate techmignes. However, the
maim thing os the marketer want to identify thay “Kapruka.com™ enlline frand tnust posttively
(9.347) in influencing the enling shopping behavior. The study considers enline brand frust as
mdependend varizble with nine approprizte dimensions and onling shopping belavior as

Jﬂap:mﬂaamt varialtle with four switable dimensions, The study j'mm:ud ﬂmﬂ‘l{hns independent

vamable dimnensiors indicste high level (mean valpe 15 3479 n anline En&n:rpﬂ} trsi. Ciilzer
side, degendent variable dimensions indicate high level {mean fvafuu: is 3.520) in omline
 shopping hehavior. Eventmally, this report recommends some actions for i improving the role
oF onliine beand trust in influencing the online shopping behevior of “Kaprilka com”.

wonds: Chline Bravd Tirver and Owline Shopping Behavior
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