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Limitations and directions for future research

This study contained several limitations. Firstly, it considered only two variables 
(buying intention and trust) that was believed to have an impact on buying behaviour.  
E-cart abandonment may occur due to various reasons such as security and privacy,
demographic factors, literacy level etc and it is necessary to investigate these areas
further in future research and expand the study to include mobile computing and
mobile commerce as well.

Most of the sample consists of Sri Lankan online consumers. Future studies should 
examine other populations as well to investigate contextual differences. Further, the 
data was based mainly on online data collection and as a result missing values and 
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future research should focus on paper-based self-administrated surveys as well.

Conclusion

TPB does not explain any moderating effects on the relationship between BI and 
BB. However, this study shows that there is a complete moderating effect of trust 
in payment mechanisms on the above relationship. Therefore, this study suggests 
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and focuses on the abandonment behaviour of online shoppers. Finally, this paper 
provides directions for future research in online marketing and e-tailing.
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