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ABSTRACT

Nowadays, with the rapid development of internet of technology, online shopping is
becoming common and even inevitable among Jaffna District is dramatically
increasing. The purpose of this study is to identify the factors affecting on online
shopping behavior of consumers that might be one of the most important issues of e-
- commerce and marketing field. However, there is very limited knowledge about online
consumer behavior. Because it is a complicated socio-technical phenomenon and
involves too many factors. One of the objectives of this study is covering the
shortcomings of previous studies that didn't examine main factors that influence on
online shopping behavior. This goal has been followed by using a model examining the
impact of perceived risks, perceived benefits on attitude toward online shopping and
subjective norms, perceived behavioral control, domain specific innovativeness and

attitude toward online shopping on online shopping behavior as the hypotheses 6f study.

The respondents of the studies are consumers who have online shopping in Jaffna
District. To investigate objectives of this study, 120 questionnaires are distributed
among online consumer in Jaffna District through convenience sampling method.
Finally, the data are analyzed using descriptive analysis, cross tabulation and regression

analysis with the support of Statistical Package for Social Science (SPSS 19.0).

The finding of the present stu"dy su'gges; that, the perceived riskjs,. perceived benefits,
attitude toward online shopping, subjective. nenﬁs, perceivéd behavioral control,
domain specific inﬁovativeness and online shopping behaviot’ are having the high
degree of consumers from the online shopping. The results of‘f)crcen{ed benefits was
significantly meact on attitude toward online shopping and ercéwed rlrgks was not
significantly on attitude toward online shopping. Further the" a‘tque toward online
shopping and domain specific innovativeness were significantly impact on online
shopping behavior. Subjective norms and perceived behavioral confrol were not
significantly on online shopping behavior. '

i - 7
Keywords: B2C e-commerce, Consumer Attitudes, Online Shoppmg?Perceived Risk,

Shopping Behavior.
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