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Abstract

The purpose of this study is to investigate the A@ehnology Acceptance Model that appropriate &djut
users’ intention to purchase the electronic proslittotough online. In this study it proposes the mewdel which

is developed based on the original Technology Atnee Model with incorporating the construct of
Information Adaptation Model. The data were cobecthrough convenience sampling and sample size was
determined as 300 individuals. Data were analyzsdl tasted the hypotheses by using Structural Emuati
Modeling. The results of the analysis revealed fhatceived Usefulness, Perceived Ease of Use autéso
Credibility, are strong predictors of online purshaintention. Further it confirmed that consumeitiate
mediates the relationship between independenthiasaand dependent variable of purchase intenfitsa, fit
indices obtained for the conceptual model referthto high validity of the model in explaining thelations
among variables. Hence the proposed model is mppeopriate to predict and explain online purchasing
intention. This will important for e-marketers ffarmulating their e-marketing strategies to catesténg and
potential consumers to improve online shopping Bgpee and satisfaction while understanding whistedrSri
Lankan consumers to online purchasing behaviour.

Keywords: Information Adaptation Model, Technology Acceptantéodel, online purchasing, Source
credibility

1. Introduction

In the modern era, online shopping is growing adotive world. According to eMarketer report in JAQ17, it
has estimated that retail ecommerce sales wil$RiR90 trillion this year (2017) making up 10.1%gbbbal
retails sales. Three out of five internet usersldwide will make at least one digital purchase ®12
(eMarketer, 2017). The e-commerce sales in AsiafiPaill remain as the world’s largest retail ecorarce
market throughout the forecast period (2020), vaties expected to $2.725 trillion by 2020 (eMankete
2016).According to these statistics, sales in A%aaific region is reportedly higher than the averagte of
worldwide, while marking bigger players as Chinagdnesia and India are driving the region’s growatid
countries including Sri Lanka now immensely expaeiag growing demand for reliable e-commerce welssit
with staggering growth of telecommunication indystr Island wide( SLTRC annual report, 2016).

With the advancement of information technology,ngfs continue to drive towards digitalization. The
consumers who grew up with digital technology gractally, Millennial and Generation Z are much ietted
and comfortable with the new technological trentisese generations are shaping up new marketing<griem
present as well as future. Therefore, it's very mumportant that service providers and manufacsurer
understand how these consumers behavior in theefutrtual market while using technology.

Online purchasing behavior refers to the procespunéhasing products or services through the leterfihe
online buying process consists of five steps sintdbawhich are associated with traditional shoppiedpavior.
Goldsmith and Goldsmith (2002) found that expergehonline shoppers have more trust and bettemfipeln
online service than non-experienced shoppers whie ha online shopping experience before. Therefcer
acceptance on the technology is very much impagrtaetause without users’ acceptance, the new té&uwno
will be waste and useless. To explain the technolamge Davis in 1989 proposed the Technology Aetee
model. It suggests the formation of the individsi@atitention to adopt or reject a behavior. Accagdim Sussman
& Siegal (2003) technology depends on the individuzeliefs and assessments of the consequenaoption.
TAM has two primary determinants of IT acceptanfee first determinant is perceived usefulness (Rbich
is defined as the degree to which person beliekas using a particular system would enhance hisiesr
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performance. The second determinant is perceived-efiuse (PEOU) which is defined as the degreehich
person believes that using a particular system advin@ free of effort. Both PU and PEOU influencerisse
behavioural intention to use technology. Althougbvously researchers have investigated and repticthe
TAM and agreed that it is valid in predicting thelividual’s acceptance towards the technology. Adiog to
the Moon & Kim (2001) the TAM's fundamental consttsi does not fully reflect the specific influenasfs
technological and usage-context factors that migy #ie users’ acceptance. Therefore another raory used
in this study is Information Adoption Model (IAMJAM analyses factors that determine the information
adoption (Cheung et al., 2008). In this study Seutcedibility of IAM model is used to see to whatent
source credibility affects the information adoptioihon line information seekers. Information seskeonsider
the source trustworthiness and expertise beforeptiog or rejecting the information (Ohanian, 198Beung et
al., 2008). Therefore, the two source credibilip slimensions, namely, trustworthiness, expertiseevased in
this study to enhance the understanding of anidhdal's information technology adaptation behavior.

In this present study it has proposed new concéfriammeworks to investigate the causal relationdiepyveen
the perceived usefulness, ease of use, sourcebiitydnd online purchase intention those to bediaied by
customer attitude to aid explaining the causalityag the studied variables. This paper intenddlltedme of
this knowledge gap by empirically investigating theterminants of Sri Lankan consumers’ online pasaig
intentions. Relatively few empirical studies haweb carried out in the Sri Lanka context this rdgér has

virtual mode needs continual improvement if itdstieet the changing and developing needs and exjwets of
consumers. Therefore, it is very much importantitideistries to be prepared for this transforma#ind gain the
competitive advantage in future market.

2. Literature Review

This study has used Technology Acceptance ModeM)T#o predict consumer behavior in making purchase
decision of online shopping. TAM was first develdpby Davis (1989) in order to explain technology
acceptance. To formulate TAM, Davis adopted Thddeasoned Action (TRA) by Fishbein and Ajzen, 1935 a
reference TAM suggests that two variables, perckiease of use and perceived usefulness, are samifi
determinants of behavioral intention to use a sgAtrhnology. The Usefulness and Ease of Use grecéed

be able to influence individual attitude on tecliyy acceptance, both can also explain intentioruge
technology.

TAM model has been widely used by many researcimesder to examine the intention to use infornmatio
technology. According to the study of Chuttur (200%AM is not good enough in predicting technology
acceptance. Based on empirical result that stititrealictive with TAM, the theory which is based ©heory
Reasoned Action (TRA) and the consumer behavidhigresearch, at last, it was decided that atitstill be
used as intervening variable that influence intanto shop online. Therefore TAM is still not ddish and
liable for the further improvements. According tori§ue et al. (2008), Kim & Song (2010) and Xieakt(2011),
perceived usefulness was proven to have significapact on the intention to purchase via interBeatvis et al.,
1989 suggested that there is strong direct reldt@ween usefulness and intention to use. Furteghaml et al.
(2002) stated that the degree to which an innomatioeasy to understand or use could be considased
perceived ease of use. Many researchers have prbeiddence of the significant effect of perceieade of use
on usage intention, (Hernandez and Mazzon, 200TitiGu and Ndubisi, 2006; Eriksson, 2005; Wang ket a
2003; Venkatesh, 2000; Venkatesh and Davis, 1986katesh and Mor-ris, 2000). Based on above argismen
following hypotheses have been formulated:

H1 — Perceived Usefulness has positive and sigmifimfluence on online purchase intention
H2 — Perceived Ease of Use has positive and sigmifiinfluence on online purchase intention

Another main theory used in this study is InforroatiAdoption Model (IAM) which was developed as the
integration of Technology Acceptance Model (TAM)daBlaboration Likelihood Model (ELM) (Sussman &
Siegal, 2003).Information Adaptation Model whichpkains factors that affect the adoption of a betiavir a
technology, can influence the adoption of an infation. Even though IAM is commonly used to examine
informational influence, it received criticism frorasearchers. According to Erkan & Evans (2016i)rcihat
IAM has limited scope as it investigates influenafe source credibility and information quality ontyn
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information adoption. Therefore, previously reséars had to combined IAM and TRA in order to exasrtime
influence of information characteristics on constiméehaviour, particularly purchase intention (Gwan &
Huarng, 2015; Erkan & Evans, 2016). Recently, Ched Barnes (2007) have empirically found that two
technological aspects of the interface, namelygieet ease of use and perceived usefulness sigmilfjcaffect
customer adaptation intentions. Hence in this prestudy, conceptual framework was formulated with
incorporating Source Credibility the construct 6M and TAM models. Source credibility is defined dhe
extent to which the source is perceived as possgssipertise relevant to the communication topid ean be
trusted to give an objective opinion on the subjéGoldsmith et al., 2000). In According to Ohanigk®90)
made a further comment that “communicator's pasitiharacteristics affect the receiver's acceptarice
message. These definitions of source credibilitglicdate that expertise and trustworthiness are ég k
components. The past research showed that sourgsfs/orthiness, expertise and attractivenessrapeitant
factors in influencing consumers’ perception (Chgeenal., 2008). Expertise and trustworthinesscaresidered
the most important components of source credibilipviand et al., 1953)and they are shown to have a
persuasive effect on consumers’ attitude, behaaldatention and actual behaviour (Senecal & Nar2éD4)
Therefore third independent variable has been ahited as source credibility and based on previessarch
arguments next hypothesis was formulated as below,

H3: Source credibility has positive and significarftuence on online purchase intention

Attitude to online is positive or negative feelimg evaluation result felt by consumer related wattiine
shopping through e-commerce channel. Thereforerifemer has attitude such as think it positives likplease
it, consumer will intend to shop online. Some pttnconsumers may have a positive attitude to nenli
shopping, but some of their associates may havativegattitudes. According to the technologicaleptance
model introduced by Davis et al (1989), attitudaysla mediate effect on variables (Perceived usedsl and
Perceived ease of use). However, this model wasatsd by removing the variable of attitude (Dagi300).
Anyway consumers’ relevant social and psycholog@@racteristics are mainly derived from psychalabi
theories such as TPB, social cognitive theory. Favle attitudes towards-shopping are positivelyoeissed
with consumers’ e-shopping intention and actual (@&sg. Ahn et al., 2004; Kitchen et al., 2014; Gs€and
Fenech, 2002; Ratten and Ratten, 2007).Based éingsments fourth Hypotheses were formulated.

H4: Consumer attitude positively and signifidamfluence on online purchase intention

H5: Consumer attitude mediate the relationsleippvben a) Perceived Usefulness b) Perceived &ddse c)
Source Credibility on online purchase intention.

3. Conceptual Framework

On the basis of literature the following conceptmaldel has been developed (see Figure 1). It has designed
using the construct of TAM and IAM models. The pepd conceptual framework will lead to investigéue
causal relationship between the Perceived UsefsiinBsrceived Ease of Use, Source Credibility oe lin
purchase intention and the mediation effect of norer attitude between independent and dependdabies.
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Figure 1: Conceptual Framework of this study
According to this model, the following research biheses were developed:

H1 —Perceived Usefulness has positive and significdluence on online purchase intention
H2 —Perceived Ease of Use has positive and signifimfluence on online purchase intention
H3 - Source Credibility has positive and significarfluence on online purchase intention

H4 -Consumer attitude positively and significantiffuence on online purchase intention

H5-Consumer attitude mediate the relationship betwa Perceived Usefulness b) Perceived Ease oflUse
Source Credibility on online purchase intention.

4, Research Methodology

The research model includes five constructs, astl eanstruct is measured with multiple items. fdhis were
adapted from extant literature to improve the contalidity and measured with a seven-point Likecale
ranging from extremely disagree (1) to extremelyeadq7). The study uses a scale of 19 items. Tdiestscal
procedures and measures, in chronological order, ratiability analysis, confirmatory factor anak/sand
structural equation modeling (SEM).The target papah of this research include both existing ne imopping
consumers between the age group of 18 to 35, wid in Colombo district, Sri Lanka. The samplingtioel
used is the convenience sampling technique andri@iddduals were included in the sample.

Reliability analysis measures how consistent resate yielded over time and across situations. lGrcim's
alpha was applied to establish reliability (Zikmu2®03). The least value acceptable for the rditglof the
items was 0.7 (Lance, Butts, & Michels) the alpbafticient was calculated for each item. The resalitained
refer to high reliability of the questionnairespssented in Table 01.

Table 01: Results of Estimating Cronbach’s Alpha

Variable Number of indicators = Cronbach's alpha Numkber of observations
Perceived Usefulness (PR) 4 0.762 300
Perceived Ease of Use (PEOU) 3 0.891 300
Source Credibility (SC) 6 0.808 300
Consumer attitudes(CA) 3 0.879 300
Online purchase intention(OPI) 3 0.868 300
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5. Results and Analysis
5.1 Confirmatory factor analysis

In this research, confirmatory factor analysis waed to test the construct validity of questiormalhen
conducting confirmatory factor analysis, accordioghe Carmines & Zeller (1979) variables with loaygs less
than 0.3 should be constrained to zero. Resultoofirmatory factor analysis which were from SE8/niore
rigorous test of unidimensionality (Garver and Memnt 1999). Based on the confirmatory factor anslya! of
the variables were retained. All the items ‘loadige larger than 0.3.

5.2 Structural Equation Modeling

The SEM is the most suitable analysis to estimiagestrength of causal relationship among variablesthis
research, several fit indices that were used tesasthe overall fit of the model include CMIN/DRFIGAGFI,
CFl and RMSEA. For a good model fit, CMIN/DF must lless than 3, GFI, AGFI and CFI must be greatan th
0.90 and RMSEA must be less than 0.1 (Allameh gt24115). Figure 2 shows the specified relationship
between the research variables. The overall madelals good, CMIN/3.280, RMSEA 0.037 GFI 0.916, and
CFI 0.968Table 3 illustrates the results of thaittiral model and the overall fit statistics. Tlesults of the
hypotheses testing indicate a good fit betweemtbdel and the empirical data. The results of SEbhsthat
four hypotheses underlying this model are suppaatatie0.05 level of significance. The standardigstimates
for Perceived Usefulness (0.092), perceived eass®{0.572) and source of credibility (0.389) sigmificant,
which shows that these constructs have a significdluence on online purchase intention, thus garfg H1,
H2 and H3. Consumer attitude has a significant positive effect on online purchase intention (0)3&0d,
consequently, H4 is supported.
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Figure 2: Result of overall SEM model
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Table 2: Goodness of fit of the structural model

Index Criteria Cutoff value

Chi-square/df 3.280 <5
Goodness of fit index (GFI) 0.916 >0.90
Comparative fit index (CFI) 0.968 >0.90
Root mean square error of approximation (RMSEA) .030 <0.10
Table 3: The results of hypotheses testing

Hypothesis Path Estimate P value Result
H1 OPI<---PU .092 0.00 Supported
H2 OPI<---PEOU .572 0.00 Supported
H3 OPI<--- SC .389 0.00 Supported
H4 OPI<---CA .350| 0.00 Supported

Results for the mediation effect role of consuntgtuale

The mediating effect of consumer attitude on thati@nship between the independent and dependeiatbles

were tested using Baron and Kenny’s methodologydBand Kenny, 1986). Recent research indicatdstiba
majority of mediation analyses are guided by thecedures outlined by Baron and Kenny (Preacheit-ayes,

2004). Therefore, the mediation effect of a meifitatvariable on the relationships between an inddpst

variable and a dependent variable occurs when donditions meet. First, each of the independeniakbas

significantly affects the mediator. Second, the iaed has a significant effect on the dependenitdTieach of
the independent variables significantly affect dependent variable in the absence of the mediatarth, the
effect of each of the independent variables ondéqgendent variable is significantly reduced upanatdition

of the mediator (Baron and Kenny, 1986). Table Hilgts the p values and standardized estimatesweMer,

these results indicate that consumer attitude fulddiates the relationship between independentlapendent
variables. Thus H5 was supported.

Table 4;: Summary of mediation testing

Mediation Direct without = Direct effect with Indirect Remarks
mediations Mediator effect(Significance)
B P B P P Status
PU_CA OPI 0.024 0.045 0.106 0.149 0.003 SignificantFull mediation
PEOU_CA OPI 0.556 0.124 0.516 0.852 0.003 Sigmfica Full mediation
SC_CA OFPI 0.404 0.089 0.376 0.430 0.004 SignificantFull mediation
6. Conclusion

The result shows that perceived usefulness, pardedase of use and source of credibility haveifsignt
impact on online purchase intention and consumgtu@ mediate the relationship between independent
variables and dependent variable of online purchgsation. It means the all the hypotheses of thégarch are
confirmed.

6.1 Conceptual Implications and Managerial Implmas

The present study was derived to address the odsemps which were found in the e- shopping bemavio
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marketing literature and expanding the current Kedge on online environment while providing moréegle
model for today’s online environment, specially siolering technology acceptance model. This is dne
pioneering studies in defining and investigating thature of online purchasing behavior by combining
Technology Acceptance Model with construct of Imfation Adoption Model to assess the influence of
information source credibility online purchasingntext. Further this research provides support fog t
contention that consumer attitude performs a miegjable in the link between perceived usefulnesse of use,
source credibility and purchase intention. Moreptteg study examines a category of product of ededats that

is generally price sensitive and which is not freply purchased and this study identified new matat
influence on online purchasing behavior of the @oer within present context.

From managerial perspective, perceived usefulmeas® of use, and source credibility are very ingmbrfactors
to determine the online purchase intention of carens within the study context. When consider thst toat
incurred to develop the proper e- commerce systasiery much important to make sure that customiér
accept the facility to use. In order to achievie tioal, practitioners must give much attentiomévelop easy-
to-use, useful, informative and reliable systemtsusithe study recommended Source Credibility asobribe
influential factors that determine the online p@sd intention. Hence it is necessary to provideemo
trustworthy platform in order to attract more pdighconsumers to purchase products and serviaesigh
online, especially with regard to high valued elecic products. Therefore e- marketers should paghm
attention on making secure online purchasing pwaspecially with reference to the monetary trainsas
done through online. The study revealed that ondineppers expect a useful and ease-to-use funatiich
lines with previous studies. With respect to usefghk, practitioners are expected to provide mdigeft and
effective services through designing a user-frignidterface and platform as an example, a searathamsm
that can not only provide relevant information bigo facilitate product comparison and help usemkartheir
best decisions in a most efficient way.

Limitations and Future Directions

This study is only based on Sri Lankan consumeid amly focuses on the electronic product category.
Exploring other products or services categories@msumers in other countries may offer differestghts and
findings. Therefore future research could be expdrd test the proposed conceptual model on corrsunith
different cultural background. It is recommendeaanduct a study including the proposed concephaalel on
the random sample that would result in greater igdizability of the future study’s findings. Thisusly also
focused on existing users. It will be more impottaninvestigate non-users’ perspectives to gaiormation of
how to persuade them into users. The comparisatewwfographic profiles between users and non-usexisads
recommended. Future research should also investmaer personality traits such as impulsive andictide
consumptions towards online purchasing behaviadhasnoderator variables in the study. Further nodshe
studies have been conduct based on TAM but not Mddel, hence there is significant opportunity tonbine
constructs of Information adaptation model in fetwesearch to examine the influence of informatjoality
impact on purchase intention. As a extension isfgtudy further research could be included ingesé impact

of eWOM sources such as social media networkgudgon forums or consumer review platforms towards
purchasing intention.
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