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COVID-19 pandemic has changed the economic activities globally resulting

in an increasing shift in consumels buying behaviour from traditional

shopping to online shopping around the globe. However,lhe popularity and

.rrug" oionline agricrlturafmarketing are low in Sri Lanka. Therefore, this

research intends to explore the factors influencing consumer's willingness to

practice online markeiing of agricultural products in Sri Lanka. A sample of
200 online customers *ho .rguged in online shopping was selected using

snowball sampling to collect primary data through an online survey. Collected

data were inalyzed quantitatively. Descriptive statistics identified an

increasing .rrgug.-.rri i, online agricultural marketing especially for

vegetablei 1SS.S%1, fruits (47.6Yo), and dairy products (45.1o/o) due to the

cdvD-tq pandemic. consumer unawareness (42.2%), unavailability

(25.2%),lowquality (18.5%), and damages during delivery of agricultural

p.odrr"ir (15.0;/i wlre identified as the main problems in online marketing.

brdinal logistic regression results exposed that the consumers' satisfaction

level on online -*k"tit g was significantly influenced by the quality of

agricultural products [odds Ratio (oR): 2.87], availability of agricultural

pioducts (oli:1.21), product variety (oR: 3.22), after-sale services (oR: 3.07)

and online security (On: :.+:) at'ohsignificant level while delivery time (OR:

1.50) at 10% signifrcant level. The results of binary logistic regression

,.r"ul.d that age(OR: 0.06), income (OR: 1 .52), andthe curfew period (OR:

1.14) were the moiivative factors for online marketing of agricultural products

in Sri Laril at 5% significant level while locating in a high-risk area for

COVID-19 (OR:1.1a) was significantly influenced at l0o/o significant level.

The study concluded that there is a growing tendency to practice online

marketing of agriculiural products in Sri Lanka. Therefore, online marketers

should take necessary initiatives to offer trustworthy and esteemed services to

increase the consurners' satisfaction in the online marketing of agricultural

products in Sri Lanka.
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