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Impact of Celebrity Endorsement and Health Consciousness on Brand Equity in 

the Carbonated Soft Drink Industry in Sri Lanka 

Vadivelu Thusyanthy 

ABSTRACT 

This study aims to assess the degree of youth educated consumers' perceived evaluation 

on celebrity endorsement, health consciousness, brand credibility and brand equity, and 

aims to examine the impact of youth educated consumers' perceived evaluation on 

celebrity endorsement and their health consciousness on their perceived evaluation on 

brand equity comprehensively, in the carbonated soft drink industry in Sri Lanka. The 

mediating role of youth educated consumers' perceived evaluation on brand credibility 

between their perceived evaluation on celebrity endorsement and their perceived 

evaluation on brand equity is also to be examined. The celebrity endorsement, health 

consciousness, brand credibility and customer based brand equity dimensions were 

adapted from Ohanian (1990) source model, Gould (1990) health consciousness model, 

Erdem and Swait (2004) brand credibility model and Aaker (1991) customer based 

brand equity model, respectively. In addition, the impact of celebrity endorsement on 

customer based brand equity was developed using the associative network memory 

model theory, the impact of health consciousness on customer based brand equity was 

constructed using health belief model and brand value concept. whereas the brand 

signaling theory was applied to examine the mediating role of brand credibility. The 

conceptual framework was tested using descriptive research design. Data were collected 

using structured questionnaire from 381 samples of undergraduate students from live 
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prominent universities in Sri Lanka. The 338 valid responses were analyzed using 

descriptive and inferential statistics, and hypotheses were tested based on one sample t-

test, simple linear regression analysis and Judd and Kenny's (1981) series of regression 

analysis procedure. The results suggest that the degree of youth educated consumers' 

perceived evaluation on celebrity endorsement, health consciousness and brand 

credibility was low level, whereas their perceived evaluation on brand equity was 

moderate level in the carbonated soft drink industry in Sri Lanka. In addition, youth 

educated consumers' perceived evaluation on celebrity endorsement has a significant 

positive impact on their perceived evaluation on brand equity; youth educated 

consumers' health consciousness has a significant positive impact on their perceived 

evaluation on brand equity; youth educated consumers' perceived evaluation on 

celebrity endorsement has a significant positive impact on their perceived evaluation on 

brand credibility; youth educated consumers' perceived evaluation on brand credibility 

has a significant positive impact on their perceived evaluation on brand equity; and 

youth educated consumers' perceived evaluation on brand credibility has a significant 

mediating impact between their perceived evaluation on celebrity endorsement and their 

perceived evaluation on brand equity in the carbonated soft drink industry in Sri Lanka. 

For practical implications marketing managers in the carbonated soft drink industry 

need to enhance the degree of celebrity endorsement, customer based brand equity and 

brand credibility, while paying attention on the health consciousness of consumers; 

selecting an effective celebrity endorser and carefLilly observing the health concern of 

the consumers in long-term to impact the customer based brand equity, and 

strengthening the celebrity endorsement, brand credibility and customer based brand 

equity. Since the present study is one of the first to empirically examine and confirm the 



degree and impact of youth educated consumers' perceived evaluation on celebrity 

endorsement and health consciousness on their perceived evaluation on brand equity 

comprehensively in the carbonated soft drink industry in Sri Lanka, it is an original 

study. 

Keywords Brands, Celebrity endorsement, Health consciousness, Sri Lanka, Youth 
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