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The advancement of internet technology has opened the door for global customers to shift their 

daily routines. Many offline activities shift online, and online retail buying can be seen a sharp 

increase due to the use of the internet in recent years in the world as well as in Sri Lanka. The 

research aims to determine factors affecting urban consumers’ online purchase intention for 

agricultural commodities in Sri Lanka. The study limited their research only to urban areas in 

the country since rural cities and villages are not yet engaged with online shopping as they have 

easy access to agricultural commodities than urban areas. The research examined independent 

variables such as Perceived Ease of Use and Food Quality, and dependent variables such as 

Perceived Usefulness, Website Trust, Perceived Risk, and Purchase Intention. The multi-stage 

sampling technique was used to select the most urbanized districts in Sri Lanka: Colombo, 

Gampaha, Kalutara, and Kandy. Using the convenience sampling technique, a total of 112 

questionnaires were collected via a google form. Using IBM SPSS version 26 descriptive 

statistics were performed. Cronbach’s alpha was used to measure the reliability of variables. 

The Kaiser-Meyer-Olkin (KMO) and Bartlett’s tests were carried out to test the validity. IBM 

SPSS AMOS version 26 was used to develop the Structural Equation Model (SEM) and build 

up the measurement model and structural model to test the hypothesis by factor analysis and 

regression analysis of variables. The results revealed that Food Quality on Purchase Intention 

has a significantly positive influence (p < .001), the influence of Perceived Ease of Use is 

significantly positive for Perceived Usefulness (p < .001) and the influence of Perceived Ease 

of Use on Website Trust is also significantly positive (p < .001). Perceived Risk on Purchase 

Intention has a negative relationship and is not significant.  Perceived Usefulness on Purchase 

Intention and Website Trust on Purchase Intention has a positive relationship are not 

significant. The study suggests conducting additional research on novel marketing strategy 

distinct from conventional media tools and further analysis of food quality.  
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