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Abstract 
The purpose of the study is to seek the impact of loyalty on purchase intention of consumers with 
regard to healthy and unhealthy food advertisements in Sri Lanka. After referring to various past 
researches it has been identified that loyalty is one of the most influential factors in determining the 
purchase intention of consumers. However, when referring to past researches it has been evident 
that there is a lack of knowledge in the area of healthy and unhealthy food advertisements 
particularly in Sri Lankan context. Due to the shortfall of literature the present study concentrated on 
exploring the impact of loyalty towards the purchase intention of Sri Lankan consumers. Therefore, 
the objectives of the study were primarily achieved by analysing the data gathered via a self-
administered questionnaire that was distributed among 384 Sri Lankan consumers. Convenient 
sampling was the sampling method that was utilized and analytical techniques such as correlation 
and regression were applied. The present study indicated that loyalty has a positive impact towards 
purchase intention of Sri Lankan consumers when it comes to both healthy and unhealthy food 
advertisements. When it comes to the knowledge implications, the study is significant as it identified 
that that there is a strong correlation existing between the loyalty and purchase intention. It has also 
been apparent that brand loyalty is created through a past positive experience that a consumer has 
with a particular food brand.   
Keywords: Advertisements, Health, Loyalty, Purchase Intention, Food. 
 
Introduction 
In Sri Lanka, unhealthy food advertisements are exceedingly successful and highly influential for 
consumer purchase intention, compared to healthy food advertisements. This has largely resulted in 
Sri Lankans consuming a greater proportion of unhealthy food than healthy food. The population of 
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Sri Lanka is likely to inadvertently take note of these advertisements and tend to change their lifestyle 
and food consumption patterns (Muiz, 2015). 
The dietary patterns of humans specially children and young adults are heavily affected by the 
recommendations they get through external parties. This reflects a hazardous pattern that may put 
the health of children and young adults at risk through under achievement of basic nutritional 
requirements for a healthy life often by consuming excessive calories and intakes of fat, sugars etc. 
Food patterns of humans in the modern era are influenced by a variety of factors such as culture, 
values, economic status etc. and what stands out of all the above  factors is the consumer loyalty 
towards certain brands that manufactures certain food and beverage products that may toxically 
affect the health and well being of children and adults (McGinnis, Gootman, & Kraak, 2006).  
Harris, Bargh, and Brownell (2009) states that researches on advertising to children has revealed that 
effective food advertising lead to greater product preference and often creates a purchasing 
behaviour among the minds of children and young adults. Food that are high in salts and sugars such 
as burgers, fries and soft drinks which are the core ingredients that lead to child obesity are heavily 
promoted in the mass media often as fast food combo meals by involving high creativity while the 
advertising of food that are not high in salts and sugars such as cereals, home cooked mixed meals 
are not so demanded by households for consumption (Jenkin, Wilson, & Hermanson, 2009). 
According to Samaraweera and Samanthi (2010) Food companies in Sri Lanka utilizes a number of 
modes such as television, radio, newspapers etc. to advertise their food and beverages to its 
consumers while television is considered to be the most effective advertising mode in the island 
mainly due to its heavy popularity as a mode of communication throughout the country where 86.3% 
TV penetration is recorded throughout the island higher than all other mass media networks available 
(Central Bank of Sri Lanka [CBSL], 2018). Thereby this study selected television media as the key mode 
of advertising to carry out the research and understand the advertising practices and effectiveness 
of the food industry in Sri Lanka. 
The present study primarily focused on determining the impact of advertising effectiveness of healthy 
food and unhealthy food advertisements in Sri Lanka on consumer purchase intention as there is a 
lack of research on this area. This is new territory for public health in Sri Lanka and in South Asia. 
More research is needed to go forth with what other developed countries such as Sweden and 
Canada have achieved. Because of the paucity of information on food advertisements on television, 
there is an urgent need to evaluate food and beverages–related advertisements aimed at children 
and adults in Sri Lanka, which will not only help the Sri Lankan stake holders but all Asian countries 
(Prathapan, Wijewardena, & Low, 2016). 
 
Literature Review 
Healthy food are the food that is accepted to be free of artificial chemicals and provide humans with 
the optimum amount of nutrients that are required to maintain a healthy and energetic lifestyle 
(Breastcancer.org, 2018; Cambridge Dictionary, 2020). High Contents of Salt, Sugar and Fat are the 
most common ingredients that are included in processed or unhealthy food and these ingredients 
make the foods more appealing and extending their shelf life thus making the people eating more 
than the recommended amount and making their way to deadly chronic illnesses (National Health 
Service UK, 2017). 
The key reason for the use of advertising by corporates is to increase the profits of the advertiser. 
This can either be a short-term goal which is profits or a strategic long-term goal which is ideally 
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building a strong brand, but no firm would invest money in advertising if positive returns are not 
expected. Generally advertising is carried in order to profit maximization by increasing sales but it 
may also contributed to profits in a way that by increasing the brand value or the cost of the brand 
associated with the company (Percy & Rossiter, 1997). 
Success in advertising is mainly related to the decision making in mission message, media, cost & 
credit and result assessment of the campaign. Accordingly, success of an advertising campaign heavily 
depends on the precise selection and identification of the target audience, selection of ideal medium 
to advertise, right content creation of the advert with a clear message, the creative strategy used to 
carry out the campaign and the assessment of the advertising results respectively (Ghayoomi Javinani 
& Shokri, 2014). Idris, Shukri, and Khatibi (2009) discusses that the effectivity of an advertisement 
depends on both the quality of the advertisement along with the quality of the product that is 
promoted aided by the context in media which the advertisement occurs. 
Attracting Consumer Attention is the main goal behind the marketing of a certain product. The impact 
that is created through customer behaviour is mainly determined by multiple aspects, but the 
psychological-cognitive, emotional and behavioural aspects play the most significant roles (Jakštienė, 
Susnienė, & Narbutas, 2008). Food Advertising is increasingly held responsible for encouraging 
masses for consumption of high calorie and fat unhealthy food products. These causes are directly 
linked to the obesity epidemic among both adults and children (Lobstein & Dibb, 2005). Popular 
media houses in USA such as Discovery, Walt Disney and Nickelodeon has agreed to appear their 
merchandise only on healthy food items with high nutritional standards (Albiniak, 2007). It is 
identified that the modern consumers depend on food advertisements to retrieve nutritional 
information and the health benefits of the food they plan to consume (Chandra, Paul, & Emmett, 
2005). 
Traditionally marketers have researched and found out that loyalty does effect in a positive word of 
mouth thus creating a positive purchase intention among consumers. According to Khuong, Hoa, and 
Nguyen (2016) customer loyalty is heavily affected by trust, brand recall and interest in relation to 
the brand. In a recent study carried out by Khuong et al. (2016) has found out that the more 
consumers are exposed to the advertisements by a particular brand, the more they will become loyal 
to that particular brand. Customer loyalty is built through frequently keeping up the associations with 
the customers mainly through effective advertising and understanding the customer needs and 
wants (Oliver, 1999). 
Powerful food consumption signals are communicated through advertisements of Food and 
Beverages, these includes images of attractive models consuming snacks at non meal times along 
with lucrative emotions linked with consumption of Food (Folta, Goldberg, Economos, Bell, & 
Meltzer, 2006; Harrison & Marske, 2005). Chocolate, ice cream, cake, fruit juice and soft drinks that 
were advertised on mainstream media are mostly requested by preschool children and these desires 
were highly affected by mainstream media advertisements (Powell, Szczypka, Chaloupka, & 
Braunschweig, 2007). It is also identified that majority of the food that are requested by children in 
supermarkets are the harmful food items which are high in fat and sugar content that are highly 
advertised on Television (Cezar, 2008). 
 
Methodology 
In order to carry out the research, non-random sampling method is adopted in which sample 
members are selected randomly. Under the non-random sampling technique, convenient sampling 



International Journal of Academic Research in Business and Social Sciences 

Vol. 1 0 , No. 5, May, 2020, E-ISSN: 2222-6990 © 2020 HRMARS 

316 
 

method is used in order to gather the first available primary data from a set of people that is easy to 
contact and reach. Since the population size of the research is 21.44 million, which is the population 
size of Sri Lanka, since it is more than one million, based on the Krejcie and Morgan sampling method 
research was conducted under a sample size of 384 members residing in the districts of Colombo, 
Gampaha and Anuradhapura. The key reason for selecting above 3 districts for the sampling purpose 
is the convenience the researchers associate with collecting data from the above districts as well as 
the population of the above 3 districts which represent a significant portion of the total population 
of Sri Lanka. In order to collect more accurate and precise data, the research used a self-
administrative questionnaire where the data is collected from participants by distributing it in both 
online and offline ways whichever convenient. The first part of the questionnaire mainly consists of 
the demographic factors namely age, sex while the remaining section is used to gather data in related 
to both healthy and unhealthy food advertising through the predesigned variables that ware 
designed to understand advertising effectiveness. Five-point Likert scale measurements were used 
to in the second segment of the questionnaire to understand how the predesigned variables affect 
the purchase intention (1=Strongly Disagree, 2=Disagree, 3=Neither Agree nor Disagree, 4=Agree, 
5=Strongly Agree). 
 
Findings and Discussion 
The sample size of the study is 384 while the actual number of samples collected being 396. Category 
of gender is represented by 230 and 166 male and female participants which is indicated as a 
percentage of 58.08% and 41.92% respectively. Under the category of age, majority of the sample is 
represented by respondents who are in between 22 -37 years of age which is 291 respondents, 
represented as a percentage of 73.48%. The lowest participation is represented by the age above 54 
years old which is 24 participants represented as 6.06% as a percentage. Usage of television is the 
third characteristic of demographic factors as the majority of the respondents of 319 participants 
which is 80.55% as a percentage stated that they watch television regularly while the remaining 77 
participants which is 19.44% as a percentage stated vice-versa. The last demographic factor of the 
study which is the number of hours spent on watching television is largely dominated by 146 
participants who stated that 1.-2 hours are spent daily to watch television which is 36.86% as a 
percentage while the least number of participants which is 53 stated that 4 hours a day is spent to 
watch television daily. 
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Table 1: The Summary of Reliability and Validity 

Variable Question Factor Loadings KMO Cronbach α 
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Loyalty 

LT1 0.789  
 

0.810 

 
 

0.9850 
LT2 0.869 

LT3 0.805 

LT4 0.749 

 
 
 

Purchase Intention  
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Loyalty 

LT1 0.786  
 

0.768 

 
 

0.921 
LT2 0.884 

LT3 0.840 

LT4 0.776 

 
 

Purchase Intention 

PI 1 0.750  
 
 

0.846 

 
 
 

0.936 

PI 2 0.795 

PI 3 0.906 

PI 4 0.890 

 
Table 1 represents the validity and the reliability of the data set that was considered before stepping 
into the further analysis. As per the table, majority of the factor loading values signifies a value 
greater than 0.7 hence it is concluded that majority of the factors has significantly contributed 
towards its distinct variables. Further, it can be concluded that all the variables have reached its 
required margins of KMO and Cronbach alpha values thus a strong validity and a reliability is evident 
in the data set. 
 
Table 2: SEM Fitting Index 

Index of fit Chi-sq./df RMSEA CFI 

Values 3.450 .079 0.900 

 
Table 2 represents the Model Fit Index of the study where three fitness indexes are used to study the 
fitness of the model.  
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Table 3: Correlation between variables 

 r value P – value 

Healthy Food Advertisements   

    LT1 PI 0.789 0.001 

Unhealthy Food Advertisements   

    LT2 PI 0.487 0.001 

LT = Loyalty Value, PI = Purchase Intention 

 
The above table illustrates the coefficient correlation between the Independent Variable which is 
Loyalty with the dependent variable of Purchase Intention in both Healthy and Unhealthy Food 
Advertisements. Loyalty factor in healthy food advertisements depicts a strong correlation with 
purchase intention with a r Value of 0.789 at P<0.001 significant points compared to that of the 
moderate correlation between loyalty of unhealthy food advertisements and purchase intention 
depicted by a r Value of 0.487 at P<0.001 significant points. 
Table 4: Regression and hypothesis testing 

 Beta Value P - Value Result 

Healthy Food Advertisements    

   LT1 PI 0.106 0.001 Supported 

Unhealthy Food Advertisements    

   LT2 PI 0.177 0.001 Supported 

LT = Loyalty Value, PI = Purchase Intention 

 
Table 4 represents the regression paths and hypothesis testing of the study’s key two objectives. A 
comparative analysis of each objective, and the results are discussed based on the past findings and 
other relevant factors in order to come up with a clear idea on the concepts The First and the Second 
objective of the study focuses on studying the impact of Loyalty on Purchase Intention of both healthy 
and unhealthy food advertisements respectively, which is analysed lately as a comparison. At the end 
of the analysis the study found that Loyalty factor in healthy food advertisements depicts a strong 
correlation with purchase intention with a r Value of 0.789 at P<0.001 significant points while the 
computation of impact of the above two variables found out a regression weight of (β=0.122) at 
P<0.001. This indicates that when Loyalty Value of Healthy food advertisements increases by one 
unit, Purchase intention of healthy food advertisements increase by 0.106 units. In addition, (LT1 – 
Loyalty Value of Healthy Food Advertisements creates a significant impact on PI) was found out to be 
statistically supported. On the other hand, loyalty factor in unhealthy food advertisements depicts a 
moderate correlation with purchase intention with a r Value of 0.487 at P<0.001 significant points 
while the computation of impact of the above two variables found out a regression weight of 
(β=0.177) at P<0.001. This indicates that when loyalty value of unhealthy food advertisements 
increases by one unit, Purchase intention of unhealthy food advertisements increase by 0.177 units. 
In addition, (LT2 – Loyalty Value of unhealthy food advertisements creates a significant impact on PI) 
was found out to be statistically supported. Belanche, Cenjor, and Pérez-Rueda (2019) and Hameed 
and Kanwal (2018) states that brand loyalty significantly affects the purchase intention of consumers 
and the key reasons for the above finding is that brand loyalty is often created through a positive 
experience a customer has had with the product previously. When it is looked into in the Sri Lankan 
context, through this study it is already found that, loyalty factor plays a huge role in purchase 
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intention regardless of the health factor of the product. This is quite due to the positive experience 
that the customer has experienced with the product before. According to Kelly et al. (2010) some of 
the major food companies that produce unhealthy food products thrive due to the brand loyalty they 
have with regards to the products they produce. It is clearly evident that major food companies in 
the world produce some of the world’s unhealthiest food and their brand names are almost 
invincible. On the other hand, as stated in the above study, some healthy food companies do thrive 
with regards to their brand loyalty as well. Thus it is clearly evident through this objective, customer 
loyalty is an invincible factor that any company lean to have and it is the same for food industry as 
well, rightly analyzed and depicted in the study, as Loyalty Value of both healthy and unhealthy food 
advertisements significantly affects the Purchase Intentions of Consumers. 
 
Conclusion 
The key objective of this study was to determine the affectivity of loyalty value in healthy and 
unhealthy food advertisements towards consumers’ purchase intention. At the end of this study, 
comparable to many of the previous findings, it was evident that loyalty value in food advertisements 
creates a significant impact towards purchase intention regardless of the nature of the product. With 
regards to the Sri Lankan context of the current study it was found out that loyalty value in unhealthy 
food advertisements are highly effective compared to that of healthy food advertisements which is 
also found out be effective. Previous researchers has emphasized on the importance of loyalty factor 
in the food industry and with regards to the Sri Lankan scenario it is understood that the Sri Lankan 
healthy food manufacturers should emphasize more on developing consumer loyalty in their 
particular food and beverage brands so that they can effectively compete in the industry and carry 
out their marketing campaigns much more effectively compared to the unhealthy food 
manufacturers in Sri Lanka. Furthermore, higher the loyalty value in a particular food brand, higher 
the effectivity of the advertisement thus may help significantly in creating a purchase intention in the 
minds of the consumers. 
The study is essentially significant for the emerging healthy food suppliers and manufacturers, 
entrepreneurs and the government of Sri Lanka. The study is greatly useful for the emerging healthy 
food suppliers and manufacturers to identify the impact of loyalty in advertising effectiveness on 
purchase intention of consumers. It will be beneficial for them to adapt the research findings into 
their advertising campaigns and commercials. The study encourages entrepreneurs to have new ways 
of thinking with regard to manufacturing and supplying of healthy food among Sri Lankan consumers. 
The study is similarly significant for the Sri Lankan government to impose stringent policies and 
regulations to control unhealthy food campaigns in Sri Lanka.  
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