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Advertissment by Involvemen: of celebrities beoomes am essence im moderm
competitive marksting enviconment for hipk recognition and cresfion of siromg
parchase imtemtion Nowadays it kas become a pervasive clement of advertising
mdestry im St Lamka Malted Milk: Powder marketers use celebrity f::ndi-:-trsm £
inflluznce the purchase dectsion of consuumers im order fo imcrease tTheir aaim and
extznd their market shases This study specially focmses om examaming the
Relationskip between Celebrity Endorsement and Purchase Intention of Malted Milk
Powder.

The descriptive rescarch was wsed witk 200 respondenis who resided in Nuwara Eliya
Divisionsl Secreteriat Area as the comvemien: sample. Data was collected ﬂzlmugh
closed ended questioanaires and the amalysis vras conductad by SPES Statistics. which
are Univariate, Bivariate, and Research Hypothesis. The findings of the present smdy
soggest that the Celebrity Endorsement 1s having the srttnm;g _pm:itiw:: relationship wath
Purchese Intiention of Malted Milk Powrders. :

<
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