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ABSTRACT

Social media has become the modus operandi of the 21% century. Building on the
foundation of Web 2.0, social media applications have facilitated unprecedented growth in
human interaction in modern times. Communication through social media has found impact
on consumer decision-making and marketing strategies. Also, the advertising on social
media page has built new consumers’ behavior. This study assessed the Level of

Determinations influence on Online Shopping via Social Media in Hambantota District.

Sample selected through convenience sampling method, the researcher has selected 114
Social Media users from Hambantota District and questionnaires were sent online and
Statistical Package for Social Science (SPSS 22.0) was used to present, analyze and

evaluate data.

In terms of the existing level of the Determination factors and Consumer Behavior in
Online Shopping via Social Media in Hambantota District, there cultural, personal and

psychological factors are higher level and social factor is moderate level at the context.

Key words: Attributes of Social Media, Purchase Intention

ii



TABLE OF CONTENTS

ACKTOWIEAOBIEIN .. orvomeencncxsssmosrsssmmnsansnssssmensedahsid s AR H ISR S50 P PSSR s S rsosesv e s i
ADBUPRBT o s sy s s e 53 e S5 A e A B BV A B A e Sty i
Al O nenile e orammemnponnassosmia s e R R A AL TR S EE il
[HBE OF TABIE oovscricinssonsssinsmmusssmnesssmemsmammahsssestss s smm ba b s s s s sea s san ah AR FEERRRIS A 854 vii
EISEBE FIBUIES....mmmmnrmesmsmsssassnssnssnssussnssmmsnssnss4sn o0 AN SN S S O s St e viil
T LT OTES ccainss b va 3 50 o B e b B 9SS A ix
CHAPTER ONE: INTRODUCTION
1.1 Background of the StUAY .....ccccocvvmsssircsrmsrerecsnnssneresssssessmsnssnssssnsissnsssssiensostss 1
1.2 ProBlEtn SAIBIHEIL. . rmemmssasmssissiiiss i b sl ermrsasserss 2
1.3 Research,question; .............................................................................................. 3
] 4 Reneareh Gl eoiives. s wmdilspmmmsmsiass siinmmosmson s ssnssgo s s s 3
1.5 Significance OF STUAY.......ccccuiursnsresummrersssssnornsssssessssnnssmmasassssssassbssassuisnsassassusinss 4
1.6 SEope 0L the STUAY .....scosnenenemmsissiosinassoimsmmuinsisission v ismsvs simss smess v e 4
1.7 Lintntation of the Shuly s s s e e s 5
I F e 2 O VTS —— 5
CHAPTER TWO: LITRATURE REVIEW
R 1t 18 TSR 6] 1 T ST — 6
2:2 Contept Of € COMMIIBIOR s ssrwmsonsstarsn nierissve s ks s Kasermsmens 6
2.3 Online Shopping behavior ........cccciiiiiiiiiiiiiciii et 7
2.4 COnSUITIET DEIENIOL .....esomnssmmonemsmmnssmsssisss i 7 s A MRS A SRR v 7
2.5 Consuimer purchasing desIBION .cummmmissmessssomsanmsasass s oy 7
2.5.1 Cultural fACTOIS. .. .viieieieieeiirie ettt 8
2.5.2 Personal Tatials....cmmescmmmmersenseomsnsmesssosssmumsssmenssns s AR SRR AR E Dby 9
D83 BOBTA] TEAOTOTS eeons ooy e 55 PR VA3 s A T B v 9
254 Paychologival Fattors i.emswmimmsissosssimiisussenssiiiss o s 11
2.6 Social Media Background...........cccovieiiniiiiiiniiiniiin i 13
2.7 'Social. Media METKELING ......o.ereommmsssvnnsenrmsorsnsusssssmmnsnsamnressss Sbsa G015 9080 5523504 14



2.8 Paceboole marketin g, o s s sesssrss 17
2.9 Purchase INTENTION. ......oviiiiiiciie et iee et et sbe s saa e s 18
2.10 SUMIMATY <..viiieieteieiieisiteeseeseesee s s s saesn s s e saeamss s s be e e s b et s abesrenne e nnnnsasnas 19

CHAPTER THREE: CONCEPTUALIZATION AND OPERATIONALIZATION

B 1 T O S O coummnsmsnnonsmem s o oo v b s S M R RS 20

. 32 ConeeptaaliFalin . oo ARS8 20
3.2.1 Delinition OF VATIADIER ....vesmmsnsversmnsenssssssesssmmennenssnsssanmnnsas s s4s035 e nbseanasiins 20

38 ODBIATONEIZAIIIN. .o omssssisss sssinsins e i s A T ST A S s aise 24
T B TTTTUTIATS oot 3 o S S A AR R e 26

CHAPTER FOUR: METHODOLOGY

4.1 Introduction.......... e R RS 27
4.2 ReseatChIEsION. ...oocsresssssiisssmsinsssiivsinsin T I T — 27
IR RS 1 1k 1111 41 R TSR RS EERIEIP AR —— 27
4.3.1 Target Populalion. . s v iiresrsesmmmmssonnss 28
4.3.2 Sampling Element........ccccoovvviiiiieniciice e R 28
4.4 Methods of Data Collection and Measure .. ...aacmssnmrmssmmsmmmoss 29
4.4.1 Source of Data...ummis: e A S RS 29
4.4.2 Structure 0f QUESTIONNAITE . .......ccovuieiieeiieee e reree e e eece e sibs e 30
4.5 Data Presentation and ANAIYSIS ....cc.seeeemrerssessesessssessssisssssssssasissnnsssssnasesersiaisnsss 30
4.5.1 Method of Data Presentation .o iusssssivssmms e smsssasimisss 30
4.5.2 Data Analyzing and Evaluation............ccccocceeciiiiniinniinnse e 31
2 BRI v somommisrsmmmsomsnssmnsessemmssnmas s s s s R A A SR SRR A SRR A B 33

CHAPTER FIVE: DATA PRESENTATION AND ANALYSIS

T I 01 (0[5 LT 1 Loy (RO ST 34
5.2 Personal Information..........oceeoeeeeiiieeeciecicciiceteiccis e 35
521 GRIEE .. crnornmsmsssmmsmssmssmmmm s s s s aansnansanssnspases S es s S AT AR 9% 35
B2 DR i S P S RS B AN D YAV ot 36
5.2.3 Educationg] evel ..cumnusnammmmnsmisssssnensisesis st 37



3.3 Botial Media UBEEE s s e s G i rvesesses 38
5.3.1 Time Spend in sogial mmedia site.uwsmammeasmmamsasmasss 38
5.3.2 Comparison between Most popular Social network platforms................. 39

5.4 Research Information..........coooiiiiiiiiiiiiiicec e e 40

54,1 Cultueal Tastors o nnmmnmasmsins s s s 40
542 Petsonal BASIOTS . commisimesivss svssssmsis s it et sEosioiss oo vaivs 41
5.4.3 SOCIAl FACLOTS ..evveiriieeeeie et s 42
5.4.4 Psychological factorsS........cociveicriiniiiciiciii i 43

5.5 Cross tabulation Analysis with personal information...........cccoccoiiiiiiiiciinnnn, 44
5.6.1 Analysis of determinants of consumer behavior by gender...........cc........ 45
5.6.2 Analysis of d‘eterminants of consumer behavior by age .........ccoceeciiiiinns 45
5.6.3 Analysis of determinants of consumer behavior by educational level .....46

3.7 ANOVA Test and t Test.oiiimanmmmmsiimmis i dissssssmsssmssmasnisig 46
DR UM s isonsnns s vos s s 3 B T S S B S NS AV 48

CHAPTER SIX: DISSCUSSION

0.1 TETEOIEIEEINL  oocsecnn renssmmmesemonsmsessmssamsmianseas senmes snsmesr spsesms i AU ST SR 49
6.2 Digcussion on ressareh variables qouaanuniasnsmanssmasasssssmes 49
6.2.1 Cultural factors influence on online shopping via social media ................ 49
6.2.2 Personal factors influencing on online shopping via social media ............ 50
6.2.3 Social factors influence on online shopping via social media.................... 50
6.2.4 Psychological factors influence on online shopping via social media....... 51
6.3 SUIMIMEATY ..eeetieetiieiie ittt et et e s e s e seeeeaeeeseeenbeess e e b e e eseebaerstebbeeiaesaeenseesrnas 51

CHAPTER SEVEN: CONCLUSIONS AND RECOMMENDATIONS

1 1 o) | 52
T LB B I ivnsccsssssmsvscsmmmsssss s i S AV TS 52
7.3 RecOMMENdAtIONS ..couvimieiieiieiieiieieeiie ettt en e 33
7.4 Suggestions for Future Studies .........cccvmieiiiiiiniiiiicce e 54
1.5 Assumption of the Study .oewanusnnnaamismmn e 54



