A STUDY ON CONSUMER ATTITUDES TOWARDS
TELEVISION ADVERTISING USING CELEBRITY
ENDORSEMENT

\>1 06 JaN 2014

THILEEPANA THAVARAJAH

DEPARTMENT OF MANAGMENT -
FACULTY OF COMMERCE AND MANAGEMNT .
EASTERN UNIVERSITY, SRI LANKA® ='
2013- )



ABTRACT

Competition is becoming more intense. Having & goad prodiuct alone is ot emcugh to compete in
marikets of kigh standards. Obriously., the chamges in markets to focus en mare perssasive ways
of promoting their products. In today's market driven, Creative advertising has Become am
immporiant marketing strategy for many companies o promotie their prodiucts to the targel market.
Among the diffierent styles available. cellebrity endorsement is becoming a popular choice in the
advertising industry.

This sindy inclodes three independemts variables such @5 physical attractivensss. souroe
eredibility and brand congreency and ome dependent warinble such as consumer attifmdes.
Quantitative metiodology has been apgplied or this research and questiommaires were wsed o
colllect datia. 200 questionrasres were issoed and collected data were analyzed. This stndly foumd
fret there is influence of celebrity advertising om consumer attitudes. Reseasch fourd that brand
congruency highly influence en consumer attitudes ard moderate level influence an physical
giraciiveress and soumce credibilfity. [n addition. the stody offers suogestions amd
tecommendations 1o the persomal care brands advertising apencies and marketers. Therefore the
marketers i order to inzrease their profit and survey the personal care markets,
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