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Abstract

Most male and female likes to keep of the appearance in superb condition and they
are not enough consideration was given to the harm and dangerous effects being made
to the body and to the person. This problem is the basic for the rescarch. This study
attempted to gain knowledge about Consumer Attitude towards Purchase Intention on
skin care products in Sri Lanka with special reference to Nuwaraeliya District. Based
on literature review the study found out that most of the Customer Attitudes were
strongly related to Purchase Intention procedure. Customer Attitude was related to the
factors of Knowledge, Trust, Familiarity, brand image, product quality. and

Advertising.

This research was a descriptive type research with a quantitative prospective and the
population of the study consist of above 15 years old male and female of Nuwaraeliya
District. Data collection has been undertaken as an anonymous survey. Randomly
selected the lady and men customers who use beauty products and who attend 1o
beauty centers located in Nuwaraeliva District. A total of 150 questionnaires were

distributed to male and female cosmetic consumers aged between 13-63.

Statistical package for social science (SPSS) 19.0 are used fi.ﬁr/ﬁtuii:\'[[cui analysis and
the survey unaly¥ed descriptively using tables, frequencies and percentages. The
hypothesis have beerf tested using Pearson correlation, {_‘ort:bllmion study indicated
that Product quality was highly significantly rciat;c\! to énn&qn{f;r Purchase Intention
and the i E-u:k;v. of the model was checkgd by 1'E:uress'9tsngl1L;-ruﬂcaﬁcI1 results showed
that there “is poellwc and significant ["'..EU\HUH"-]'”F h{_mum fagtors of Customer
ﬁmtudcs ﬂ\ﬂD‘v‘-‘lt dge, trust, product quality, ad»ulmnb an,i’ brand image) towards

Pumhdbe Intention on skin care products in Sri I [nka. Further sugpestion were

provides by the rescarcher.
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