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FACTORS INFLUENCING CONSUMERS'
TRUST ON E-COMMERCE ADOPTION IN SRI LANKA
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Abstract

The purpose of the research is to find the factors which persuade the consumers' trust on e-
commerce adoptionin SriLanka. The creation of the Internet has reduced physical borders and made
the world a smaller place where people can able to keep in touch with one another at any time from
every nook and corner. This research arise the following research questions. How the security and
privacy concerns in online transaction relate with e-commerce adoption? How do the
trustworthiness and reliability of the web vendors relate to the consumer's adoption of e-
commerce? and How the performance, physical, security, privacy and delivery risk affect consumers
to adopt in e-commerce. Questionnaire was used as a research instrument and basically the
questionnaire cover two parts; such as 1st part covers questions related to online purchase and
adoption of electronic commerce. The 2nd part covers factors affecting e-commerce security,
privacy, and trust as well as risk perceptions. The extensive literature survey helped to form the
research variables and hypothesis. To measure the questions likert scale measurement was used.
The likert scale measurement were ranging from 1 - very unimportant to 5 - very important. This
research shows that, consumer's perceived privacy, security and trustworthiness of Web vendor in
e-commerce transaction positively contributes to his/her trust in e-commerce adoption. On the
other hand the influence of a consumer's perceived security in e-commerce transaction is mediated
by consumer's perceived privacy and consumer's adoption in e-commerce transaction not
negatively associated with e-commerce perceived risks.
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1.INTRODUCTION
Electronic commerce is defined as

where people can be able to keep in touch
with each other at any time from any nook

“any form of business transaction in which
the parties interact electronically rather
than by physical exchanges or direct
physical contact” Euro Info
Correspondence Centre (2002). The
creation of the Internet has reduced physical
borders and made the world a smaller place

and corner. It is changing the entire world by
putting it under one umbrella called the
World Wide Web (WWW). As more and
more people are getting connected up to the
Internet each and every day, the value for
electronic market places increases. This
research focuses to identify the Factors
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