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ABSTRACT: The COVID-19 pandemic has raised public awareness of the link between health and sanitation, which has resulted 

in a rise in the demand for sanitation supplies like hand sanitizer and hand soap. Consumer behavior towards sanitary products 

has changed. The long-term impact of the pandemic on the effect of the marketing mix and health consciousness on consumer 

decisions to buy sanitary products in Indonesia still needs to be analyzed.  

The purpose of this study is to look at the effect of the marketing mix (product, price, place, and promotion) and health 

consciousness on sanitary product purchases. Measurement of these variables was carried out using relevant indicators with a 

Likert scale of 1-5. The data were analyzed using Lisrel 8.80 software, which included a structural equation model (SEM). Data 

collection was carried out through questionnaires (online surveys) by applying purposive sampling techniques. The research 

sample consisted of 250 respondents with characteristics as all Indonesian people aged at least 12 years old, had purchased 

sanitary products in Indonesia. 

Based on analysis using the SEM Lisrel 8.80 method, it was discovered that purchasing decisions are significantly positively 

affected by the marketing mix. Marketing mix has a significant effect but a weakening effect on health consciousness. Health 

consciousness has a positive and significant effect on purchasing decisions. Health consciousness has been shown to mediate 

the effect of the marketing mix on purchasing decisions, but it is weakened. Thus, it is possible to conclude that the marketing 

mix and health consciousness are essential factors in enhancing sanitary product purchasing decisions.  
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I. INTRODUCTION  

The Corona Virus Disease 2019 (COVID-19) pandemic has had a significant effect on economies across the globe, including 

Indonesia. As the virus rapidly spread across the globe, Indonesia was not spared, experiencing significant implications on its 

trade and investment sectors. In response to this pandemic, various measures, including the implementation of health 

protocols, have been undertaken to prevent the further transmission of the virus. The 3M health protocols, which include 

wearing masks, maintaining physical distance, and performing regular handwashing, are among the most important protocols 

that have become embedded in society. These simple but effective techniques for reducing COVID-19 transmission have been 

extensively used. The 3M health protocols have become a mandatory requirement until the pandemic subsides. 

Amidst this pandemic, the demand for personal protective equipment (PPE) has surged, particularly in the healthcare 

sector. PPE plays an important role in protecting individuals against COVID-19, and its availability is essential for healthcare 

professionals. The Solidarity Movement Against COVID-19 has identified Indonesia's need for 3.8 million units of PPE, 

highlighting the importance of adequate protective gear for healthcare workers. The necessary PPE includes masks, hand 

sanitizers, eye protection, face shields, medical gowns, gloves, head covers, and shoe covers. Furthermore, consumer behavior 

has changed significantly as a result of the COVID-19 pandemic, both globally and in Indonesia. Consumers have shifted their 

preferences towards products and services that prioritize personal health and hygiene. Maintaining personal health and hygiene 

has become paramount, and individuals are increasingly aware of the importance of sanitation practices. 

Sanitation, defined as efforts to create and maintain a healthy environment, has gained heightened importance during the 

pandemic. It has an important function in preventing and reducing the danger of COVID-19 transmission. Consequently, 

sanitation products have become more crucial than ever before. Before the pandemic, consumers might not have paid much 

attention to sanitation products such as handwashing soap, hand sanitizers, wet wipes, and gloves, except in certain contexts, 
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such as illness or travel to high-risk areas. However, the COVID-19 pandemic has compelled individuals to take their health and 

hygiene seriously, resulting in a surge in demand for sanitation products. Effective marketing strategies can significantly 

influence customer purchasing decisions both before and after the pandemic. Companies that develop and market products 

with competitive pricing, effective promotion, and seamless delivery meet consumer expectations. Popular sales promotion 

tactics such as discounts and influencer marketing have been widely employed during the pandemic by companies marketing 

sanitation products. Effective promotion strategies leveraging social media and online platforms have a profound effect on 

consumer purchasing decisions. 

In this context, the marketing of sanitation products has shifted its focus from general health and hygiene promotion to 

addressing the new habits and expectations of consumers in maintaining their health. The purpose of this paper is to investigate 

how effective marketing methods influence customer purchasing decisions for sanitation products, both during and post-

pandemic, with a specific focus on the Indonesian market. By examining consumer behavior and analyzing marketing strategies, 

this research seeks to provide insights into the evolving dynamics of the sanitation product market and offer recommendations 

for companies operating in this sector. Overall, understanding the effect of effective marketing strategies on consumer 

purchasing decisions for sanitation products is vital for businesses to navigate the changing landscape brought about by the 

COVID-19 pandemic. By adapting their marketing approaches to meet consumer demands, companies can not only address 

public health concerns but also seize the opportunities presented by this dynamic market. 

 

II. LITERATURE REVIEW 

A. Marketing Mix 

The marketing mix, often known as the 4Ps (product, price, promotion, and place), plays a critical role in influencing consumer 

behavior and purchasing decisions. These four factors are combined, and they are all related to one another and have an impact 

on one another (Dharmesta & Handoko, 2000). The marketing mix is critical in developing effective strategies that prioritize 

customer satisfaction and achieve organizational goals.  

A product is anything that can be provided to the market to attract attention and then acquired, used, or consumed to 

satisfy customer needs or desires. Packaging, price, quality, brand, and related services are examples of tangible and intangible 

features that fall under this category (Kotler & Armstrong, 1997; Stanton, 1996; Tjiptono, 2008). Price is the amount of value 

that is exchanged for ownership or use of a product or service. It influences consumer perceptions and purchasing decisions 

significantly. Costs, competition, customer demand, and perceived value should all be considered when developing pricing 

strategies to ensure profitability and customer satisfaction. Promotion includes a variety of activities that communicate and 

promote the value and benefits of a product or service. It includes advertising, sales promotion, public relations, and personal 

selling. According to Kotler and Armstrong (1997), the implementation of efficient promotional methods is vital to raise 

awareness, stimulate interest, and affect customer behavior. Place describes the locations and distribution routes that 

customers can use to access products and services. It involves decisions about availability, logistics, and physical distribution. 

Products are delivered to clients quickly and easily with the use of an efficient location strategy, which improves accessibility and 

customer satisfaction (Kotler & Armstrong, 1997). Organizations may create successful marketing strategies, cultivate enduring 

customer connections, and achieve sustainable growth and profitability by comprehending and optimizing the marketing mix. 

B. Purchase Decision 

The purchase decision-making process is an important component of consumer behavior and marketing strategy. It involves a 

variety of elements that influence the decisions made by customers when purchasing goods or services (Engel et al., 1994). 

Purchase decisions are greatly influenced by psychological variables like perception and attitudes as well as personal 

characteristics like age, money, and lifestyle. Consumer decisions are also influenced by social variables, such as culture, family, 

and peer groups (Nurmawati, 2019). Purchase decisions are also greatly influenced by the components of the marketing mix, 

which include place, price, promotion, and product. Purchase decisions are greatly influenced by the marketing mix, which 

consists of place, price, promotion, and product (Kotler, 2016). Product characteristics, quality, packaging, and brand reputation 

can all affect consumer perceptions of value. Pricing strategies, such as discounts or promotional offers, can sway consumers' 

decision-making process. Effective promotional activities, including advertising or sales promotions, can create awareness and 

affect consumers' purchase decisions. Decision-making about product purchases is also influenced by the accessibility and 

availability of the products via distribution channels (place). 

For businesses to create marketing strategies that work, it is essential to understand the elements influencing 

consumer purchasing decisions. Psychological factors, social influences, environmental circumstances, and marketing mix all 

have a substantial effect on customer decision-making (Swastha and Irawan, 2017). Businesses can adjust their marketing 
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strategies to match customer needs, build brand loyalty, and eventually affect buying choices by taking these aspects into 

account. Finally, the marketing mix elements - product, price, promotion, and place - affect consumers' perceptions of value and 

accessibility. 

H1 (a-d) : The effect of the 4Ps marketing mix (product, price, promotion, place) on purchasing decisions 

H2 (a-d) : The effect of the 4P marketing mix (product, price, promotion, place) on health consciousness 

C. Health Consciousness 

Health consciousness can be defined as an individual's awareness of, concern for, and active participation in preserving and 

promoting their physical, mental, and emotional well-being. It encompasses a range of behaviors, attitudes, and beliefs related 

to healthy living, preventive healthcare, and self-care practices (Gould et.al in Hyehyun Hong, 2009). Various measurement 

scales have been developed to assess health consciousness, including self-report questionnaires and observational methods, to 

capture its multidimensional nature (Becker et al., 1984). 

Health consciousness has a big impact on people's well-being. According to research, those who have higher levels of 

health consciousness are more likely to engage in healthy behaviors like regular physical activity, balanced nutrition, and 

preventative healthcare consumption. They exhibit greater self-efficacy in managing their health, experience improved physical 

and mental health outcomes, and report higher levels of subjective well-being. Health-conscious individuals also tend to adopt 

positive coping strategies, engage in stress management techniques, and prioritize self-care practices, leading to enhanced 

overall well-being (Gould, 1988). 

Moreover, health consciousness has a significant effect on public health initiatives and treatments. Higher health 

consciousness increases the likelihood that people will actively seek out health information, follow health recommendations, 

and take part in health promotion activities. (Gould, 1988). They are receptive to health campaigns, interventions, and 

educational programs aimed at improving health outcomes and reducing the burden of chronic diseases. Understanding the 

factors that shape health consciousness can assist policymakers and public health practitioners in designing targeted 

interventions that promote healthy behaviors and prevent disease. 

In conclusion, health consciousness is a multifaceted concept that encompasses individuals' consciousness, attitudes, 

and behaviors toward maintaining and promoting their well-being. It affects individual lifestyle choices, preventive healthcare 

practices, and overall subjective well-being (Kraft and Goodell in Hyehyun Hong, 2009). By Understanding the factors that affect 

health consciousness, policymakers and public health practitioners can develop effective interventions to foster healthy 

behaviors and improve population-level health outcomes. Further research is needed to explore the dynamic nature of health 

consciousness and its effect on individual and public health. 

H3 : The effect of health consciousness on purchasing decisions 

H4(a-d) : Mediation of Health Consciousness on the effect of 4Ps marketing mix (product, price, promotion, place) and 

Purchasing Decisions 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Conceptual Model 

III. MATERIAL AND METHODS 

This prospective comparative study was conducted on consumers who had purchased sanitary products in Indonesia from 

December 2023 to January 2024. A total of 250 respondents (both female and male) were involved in this study. 

A. Study Design: Quantitative research uses the survey method of a questionnaire  

B. Study Location: This study is based in Indonesia  
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C. Study Duration: December 2023 to January 2024 

D. Sample size: 250 respondents 

E. Sample size calculation: The target of our sample was considered 250 samples. We assumed that the confidence interval of 

10% and the confidence level of 95%. The sample size obtained for this study was 250 consumers of sanitary products in 

Indonesia. 

F. Subjects & selection method: The population of this study are consumers who have transacted sanitary products in 

Indonesia between December 2023 and January 2024.  

G. Inclusion criteria:  

1. Consumers who have transacted and shopped for sanitation products (hand sanitizer, hand wash, wet tissue, medical gloves, 

and others) in Indonesia. 

2. Be at least 12 years old 

H. Procedure methodology  

This research uses a survey method to collect data from respondents. We used Google Forms to collect respondents from 

Indonesia. Our questionnaire includes three variables, namely marketing mix (product, price, promotion, and place), health 

consciousness, and purchase decision. We used a 5-point Likert scale to measure each item (1 = strongly disagree, 5 = strongly 

agree). We distributed the questionnaires through social media daily. Our sample was consumers who had already transacted 

sanitary products in Indonesia. We also provided specific questions to ensure the suitability of potential respondents asking if 

they have ever transacted and shopped for sanitary products (hand sanitizer, hand wash, wet tissue, medical gloves, etc.) in 

Indonesia.  

I. Statistical Analysis  

This research uses a Structural Equation Model (SEM) with Linear Structural Relation (LISREL) v8.80 software. SEM is a statistical 

model used to find relationships between variables. SEM will analyze the structure of the relationship expressed in a set of 

equations that resemble multiple regression equations. All relationships between constructs (dependent and independent 

variables) in the research are shown in the analysis. 

 

Table 1. Demographics of Respondents (n=250) 

Items Frequency Percentage 

Purchased Products 1-3 products 202 81% 

3-5 products 41 16% 

More than 5 products 7 3% 

Number of products 
purchased 

Hand sanitizer, Hand 
Antiseptic, Hand Rub 

163 65% 

Hand wash 56 22,5% 

Wet tissue 28 11% 

More (Handscoon, etc) 3 1,5% 

Gender  Male 85 34% 

Female 165 66% 

Age 12-18 years 4 2% 

18-24 years 37 15% 

25-34 years 131 52% 

More than 35 years 78 31% 

Education SHS 50 20% 

Bachelors (S1) 167 67% 

Master (S2) 32 12,6% 

PhD (S3) 1 0,4% 

Domicile Western Indonesia 202 81% 

Central Indonesia 40 16% 

Eastern Indonesia 8 3% 

 

Table 1 presents demographic information about the respondents of this study. The majority of respondents, 66% were female 

(n=165) and 34% were male (n=85). The majority of respondents in this study were aged 25-34 years (n=131). The majority of 

respondents' education level was undergraduate (n=167). The majority of respondents are located in Western Indonesia 

(n=202). The majority of respondents of the sanitation products most frequently purchased is hand sanitizer (n=163) and the 

number of products purchased in a purchase is 1-3 products (n=202). 
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J. Measurement Items 

Researchers will use 15 items derived from research (Madhyamapurush, et al., 2021), 4 items from (Hanaysha, et al., 2021), and 

6 items from (Tran et al., 2020) to determine the effect of the marketing mix and health consciousness on purchasing decisions.  

 

Table 2. Measurement Items 

Items STDEV MEAN G. MEAN References 

Products 

Self-sanitizing products are certified based on 
safety standards 
 

0,82 4,28 

3,98 
(Madhyamapuru
sh et al. 2021) 

The personal sanitary products used are from 
well-known brands 0,95 3,73 

The self-sanitizing products used have many 
types 
 

0,74 3,90 

Self-sanitizing products used can affect 
consumers' perceptions of these products 
(quality and benefits) 

0,79 4,03 

Price 

Self-sanitizing products have prices that match 
the quality of the product 
 

0,70 4,23 

4,21 
(Madhyamapuru
sh et al. 2021) 

The price of personal hygiene products is 
determined based on their type 0,63 4,20 

Price tags on personal hygiene products are 
clearly displayed 
 

0,62 4,19 

Self-sanitizing products can be paid with 
various types of payments 0,64 4,22 

Promotion 

Self-sanitizing products are publicized through 
social media 
 

0,83 3,99 

4,21 
(Madhyamapuru
sh et al. 2021) 

There are bonuses or bundling in product 
purchases 

0,84 4.,12 

There are special discounts that attract 
attention to shopping 

0,73 4,26 

There is a promotion of self-sanitizing 
products at certain events or events 

0,71 4,26 

Place 

There are various marketing media (website, 
social media) to find details of personal 
sanitation products 

0,69 4,24 

4,30 
(Madhyamapuru
sh et al. 2021) 

Easily accessible in various places both offline 
stores or online stores in purchasing personal 
sanitation products   

0,60 4,33 

Consumers can make payments both directly 
(cash) and digitally (online) 0,58 4,34 

Purchase Decision 

I often buy personal sanitation products to 
fulfill my personal sanitation needs. 
 

0,78 4,14 

3,96 
(Hanaysha et al. 
2021) I usually buy several self-sanitizing products 

from well-known brands 0,91 3,81 
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IV. RESULTS 

A. Validity and Reliability  

The latent variables of this research are marketing mix 4ps (product, price, promotion, place), health consciousness, and 

purchase decision. The result is shown in Table 3, the indicator is valid when the standard loading factor (SLF) is ≥ 0.50. The 

indicators are reliable when the value of construct reliability (CR) value ≥ 0.70 and the average variance extracted (AVE) is ≥ 0.50. 

As shown in Table 3, all the indicators are valid and reliable. 

 

Table 3. Validity and Reliability Test Results (n=250) 

Latent Variable Indicators SLF CR AVE Information 

Product 

PT1 0,72 

0,76 0,51 

Valid & Reliable 

PT2 0,66 Valid & Reliable 

PT3 0,52 Dropped 

PT4 0,76 Valid & Reliable 

Price 

PC1 0,75 

0,82 0,53 

Valid & Reliable 

PC2 0,76 Valid & Reliable 

PC3 0,7 Valid & Reliable 

PC4 0,71 Valid & Reliable 

Promotion 

PR1 0,54 

0,78 0,54 

Dropped 

PR2 0,82 Valid & Reliable 

PR3 0,74 Valid & Reliable 

PR4 0,63 Valid & Reliable 

Place 

PL1 0,49 

0,75 0,60 

Dropped 

PL2 0,76 Valid & Reliable 

PL3 0,79 Valid & Reliable 

Purchase 
Decision 

PD1 0,66 

0,82 0,54 

Valid & Reliable 

PD2 0,79 Valid & Reliable 

PD3 0,74 Valid & Reliable 

PD4 0,74 Valid & Reliable 

Health HC1 0,51 0,81 0,52 Dropped 

I would recommend personal hygiene 
products from a particular brand to others. 0,87 3,74 

Overall, I am satisfied with my purchase of 
personal hygiene products from my preferred 
brand. 

0,60 4,17 

Health Consciousness 

I am concerned about harmful chemicals in my 
personal hygiene products. 
 

0,96 3,82 

4,08 (Tran et al. 2020) 

I pay attention to the quality of my personal 
hygiene products 
 

0,78 4,05 

I usually read the detailed elements of my 
personal sanitary products 

0,73 4,04 

I read more health-related articles 
 

0,67 4,12 

I am interested in information about my 
health 
 

0,61 4,28 

I am always worried about my health 
condition 

0,71 4,20 
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Consciousness HC2 0,85 Valid & Reliable 

HC3 0,75 Valid & Reliable 

HC4 0,64 Valid & Reliable 

HC5 0,58 Valid & Reliable 

HC6 0,61 Valid & Reliable 

 

B. Overall Model Fit  

Table 4 shows the result of goodness-fit-measurement. This research measures the value of Chi-Square, NCP, RMR, RMSEA, GFI, 

ECVI AGFI, CFI, NFI, NNFI, IFI, RFI, and Critical N. The result shows that RMR meets the criteria (0,025) or a good fit with the 

criteria good fit value ≤ 0,05 or ≤ 0,01 and the RMSEA also reaches the good fit (0,032) with the criteria good fit value ≤ 0,08. 

Meanwhile, the other indexes of goodness-fit-measurement meet the criteria (GFI, ECVI AGFI, CFI, NFI, NNFI, IFI, RFI) with the 

criteria good fit value ≥ 0,9. From the result, the model of this research represented the relationship between latent variables 

 

Table 4. Overall Model Fit Test Result 

Goodness of Fit Cut off Value Results Information 

Absolute Fit Measures 

Chi-square (df.161) < 2df 202,91 Good Fit 

Non-centrality 
Parameter (NCP) 

≈ 9,54 ; 82,43 41,91 Good Fit 

Root Mean Square 
Residual (RMR) 

≤ 0,05 0,025 Good Fit 

Root Mean Square Error 
of Approximation 
(RMSEA) 

≤ 0,08  0,032 Good Fit 

Goodness of Fit Index 
(GFI) 

≥ 0,9 0,93 Good Fit 

Expected Cross 
Validation Index (ECVI) 

ECVI for Saturated Model ≈ 1.86 1,38 Good Fit 

Incremental Fit Measures  

Adjusted Goodness of Fit 
Index (AGFI) 

≥ 0,9 0,90 Good Fit 

Comparative Fit Index 
(CFI) 

≥ 0,9 0,99 Good Fit 

Normed Fit Index (NFI) 
≥ 0,9 0,96 Good Fit 

Non-Normed Fit Index 
(NNFI) 

≥ 0,9 0,99 Good Fit 

Incremental Fit Index 
(IFI) 

≥ 0,9 0,99 Good Fit 

Relative Fit Index (RFI) 
≥ 0,9 0,95 Good Fit 

Other GOFI 

Critical N (CN) > 200 256,91 Good Fit 

 

C. Structural Model 

This research uses SEM-LISREL v8.80 to calculate the T-value and path coefficient to obtain the results. Figure 1 shows the 

results of the structural model of this research. We tested whether a good marketing mix can generate health consciousness to 

create purchasing decisions, and also tested the effect of the marketing mix and health consciousness which might increase 

purchasing decisions. This research uses a significance level of 0.05 or a confidence level of 95%. Items at a significance level of 

0.05 must have a t value > 1.96. The research results show that product, price, promotion, and place have a significant effect on 

purchasing decisions (2.62; -5.33; -2.25; 2.27) product, price, promotion, and place have a significant but weakening effect on 

health consciousness ( 6.8; 4.04; 2.36; -2.25), health consciousness has a significant effect on purchasing decisions (4.33) and 

mediation test of the effect of the marketing mix (product, price, promotion, and place) on purchasing decisions through health 

consciousness has a significant but debilitating effect (3.87; 2.9; 2.02; -2.08) 
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These results show that H1 and H3 are supported and have a positive and significant effect, and H2 and H4 are supported 

and have a negative and significant effect. This considers that the marketing mix and health consciousness have a significant 

effect on purchasing decisions for sanitation products. This structural model represents the results of the relationship between 

variables. 

 
Figure 2. Structural Model 

 

V. DISCUSSION 

This research uses the LISREL v8.8 SEM analysis tool. After carrying out descriptive analysis, analysis was carried out to 

determine the relationship between variables. This research consists of four hypotheses consisting of marketing mix (product, 

price, promotion, and place), health consciousness, and purchase decisions. The research results show that all hypotheses are 

accepted. After seeing the model's validity, reliability, and goodness of fit, hypothesis testing is carried out. Hypothesis Test 

Results can be seen in Table 6 below: 

 

Table 6: Hypothesis Testing 

Hypothesis T-table T-value Result 

H1a Product → Purchase Decision 1,96 2,62 Supported 

H1b Price → Purchase Decision 1,96 -5,33 Supported 

H1c Promotion → Purchase Decision 1,96 -2,25 Supported 

H1d Place → Purchase Decision 1,96 2,27 Supported 

H2a Product → Health Consciousness 1,96 6,8 Supported 

H2b Price → Health Consciousness 1,96 4,04 Supported 

H2c Promotion → Health Consciousness 1,96 2,36 Supported 

H2d Place → Health Consciousness 1,96 -2,25 Supported 

H3 Health Consciousness → Purchase Decision 1,96 4,33 Supported 

H4a Product → Health Consciousness→ Purchase Decision 1,96 3,87 Supported 

H4b Price → Health Consciousness→ Purchase Decision 1,96 2,9 Supported 

H4c Promotion → Health Consciousness→ Purchase Decision 1,96 2,02 Supported 

H4d Place → Health Consciousness→ Purchase Decision 1,96 -2,08 Supported 

 

The product affects consumers' decisions to buy, according to the findings of testing the first hypothesis (H1a), with a t-value 

of 2.62 which is higher than 1.96. According to earlier studies (Vanapruk & Boontheingtham, 2019; Buakhao, 2019; and 

Madhyamapurush et al., 2021), the outcomes of this hypothesis test are consistent. Price (H1b) has a negative and significant 

effect on purchase decisions, according to the findings of the hypothesis test, with a t-value of -5.33, which is higher than 1.96. 

This study contradicts studies by Hanaysha et al. (2021), Voravodhi et al. (2018), Novela et al. (2016), and Siriporn et al. (2022) 

that demonstrate the positive effect of pricing considerations on the process of making a purchase decision. This research 

reveals that the price has a negative and significant effect. Therefore, the findings of this study align with those of Abdelhady et 
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al.'s 2019 research, which demonstrates a statistically significant (negative) relationship between price and the choice to buy. 

With a t-value of -2.25, which is higher than 1.96, the testing of the H1c hypothesis reveals that promotions have a negative and 

significant effect on purchasing decisions. Research by Abdelhady et al., 2019 and Madhyamapurush et al., 2021, which 

demonstrates that there is a statistically significant (positive) relationship between promotions and purchasing decision-making, 

is not consistent with this study. Nonetheless, the outcomes of this hypothesis test are consistent with the research results of 

Hanaysha et al.'s 2018 investigation. The results of the study indicate that purchasing decisions are negatively affected by sales 

promotions. Eleboda (2017) also found that sales promotions have a negative effect on customer purchase decisions. The place 

has a positive and significant effect on purchase decisions, according to the testing of the H1d hypothesis, with a t-value of 2.27, 

which is higher than 1.96. This research is supported by other inquiries, including Hanaysha et al., 2018, Hanaysha et al., 2021, 

Ho et al., 2017, and Voravodhi et al., 2018. Place makes a significant positive difference in what people decide to purchase. 

Overall, the H1 hypothesis's results indicate that purchase decisions are significantly affected by the marketing mix, which 

consists of product, price, promotion, and place. Product and place have a positive significant effect on purchasing decisions 

when examined from the four dimensions of the marketing mix factors; price and promotion have a negative and significant 

effect. 

With a t-value of 6.80, which is higher than 1.96, the product has a positive and significant effect on health consciousness, 

according to the results of testing the H2a hypothesis. Thus, in general, the product significantly and positively affects public 

health consciousness. The 4Ps marketing mix (product, price, promotion, and place) has a positive and significant effect on 

health consciousness, according to studies by Tran et al., 2021; Hsu et al., 2016; and others. With a t-value of 4.04, which is 

higher than 1.96, hypothesis H2b, the subject of the next hypothesis testing, indicates that price has a positive and significant 

effect on health consciousness. These results support a study conducted in 2020 by Tran et al. that found a positive relationship 

between price and health consciousness. With a t-value of 2.36, which is higher than 1.96, the next hypothesis testing result, H2c, 

indicates that promotion has a positive and significant effect on health consciousness. Therefore, promotion typically has a 

positive effect on raising public awareness of the significance of health-related items. Research by Tran et al., 2020, which claims 

that this marketing mix may affect the level of public knowledge of the importance of health if applied effectively, represents a 

piece of research that supports this claim. The following hypothesis testing result, H2d, has a t-value of -2.25, which is higher than 

1.96, and indicates that place has a substantial negative effect on health consciousness. The hypothesis test's results 

demonstrate how place has a negative effect on health consciousness. This contradicts studies by Hsu et al. (2016), Chaiorawan 

(2016), and Tran et al. (2020) that found that place was a significant factor. This indicates that when a consumer wants to 

purchase a product, place is the most crucial factor. People can access products more easily when they are available in multiple 

locations (Tran, et al., 2020). This study, however, is consistent with Huang et al.'s 2020 research, which found that the 

marketing mix elements of place, price, promotion, and product had little effect on health consciousness. Product, price, 

promotion, and place are the four dimensions of the marketing mix variables that have a significant effect on health 

consciousness, according to the overall results of the H2 hypothesis test. Of these, the place has a significant negative effect on 

health consciousness, while the other three dimensions have positive and significant effects. 

The test results for hypothesis H3 reveal that health consciousness has a positive and significant effect on purchase 

decisions, with a t-value of 4.33, which is higher than 1.96. This indicates that the more the public's awareness of the importance 

of health, the more likely they are to purchase health-promoting products. The results of this research are in line with research 

conducted by Tran, et al., 2020 which found that health consciousness had a significant positive effect on purchasing decisions. 

Health consciousness is a person's level of awareness of the importance of health and a healthy lifestyle. The result that health 

consciousness is an important factor in purchasing decisions is also following research by Hsu et al., 2016. 

The results of the H4a hypothesis test indicate that health consciousness may act as a mediator between product effect and 

purchase decisions. The indirect coefficient value (indirect effect) of 0.36, which is higher than the direct coefficient value (direct 

effect) of 0.33, and the t-value of 3.87, which is higher than 1.96, both support this. This suggests that health consciousness acts 

as a mediator between items' positive effects on purchasing decisions. This is consistent with a study by Tran et al., 2020, which 

shows these two elements have a mediating function in the relationship between purchase decisions and the marketing mix. 

The results of the H4b hypothesis test indicate that health consciousness may act as a mediator between price and purchase 

decisions. This is proven by the indirect coefficient (indirect effect) of 0.19, which is higher than the direct coefficient value 

(direct effect) of -0.52, and the t-value of 2.9, which is higher than 1.96. This indicates the level of health consciousness 

influences the positive effect of price on purchasing decisions. Purchase decisions will be affected by the rising health 

consciousness that results from more reasonably priced sanitation products. This is consistent with a study by Tran et al., 2020, 

which reveals that health consciousness has a mediating role in the direct connection between the marketing mix (product, 

price, promotion, and place) and consumer decision-making. The H4c hypothesis was tested, and the results showed that health 
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consciousness can operate as a mediator between the effect of promotions on purchasing decisions. The indirect coefficient 

value (indirect effect) of 0.08, which is more than the direct coefficient value (direct effect) of -0.12, and the t-value of 2.02, 

which is greater than 1.96, both demonstrate this. It indicates that health consciousness plays a role in mediating and 

influencing the positive effect of promotions on purchase decisions. Overall, the results of this hypothesis test indicate that 

health consciousness acts as a mediating factor between promotions and positive purchasing decisions. This is consistent with 

studies by Rahamat et al., 2022, and Tran et al., 2020, which show that consumers' purchase decisions are highly influenced by 

their level of health consciousness and the interaction between the marketing mix (product, price, promotion, and place). The 

testing of the H4d hypothesis's results shows that health consciousness is not a significant mediator between place's effect on 

purchase decisions and health consciousness. This is supported by the t-value of -2.08, which is lower than the t-value of place 

on purchase decisions, which is 2.27. In addition, the direct coefficient value (direct effect) is 0.16, and the indirect coefficient 

value (indirect effect) is -0.09. This contradicts a study by Tran et al., 2020, which analyzed the direct positive effects of health 

consciousness and the 4Ps of marketing mix (product, price, promotion, and place) on purchasing decisions. The results of this 

hypothesis test indicate that there is a negative and significant effect of health consciousness as a mediator on place and 

purchase decisions. This is in line with research by Huang et al., 2022, which shows that, aside from the fact that health 

consciousness does not reinforce the positive connection between the marketing mix and consumers' tendency to make 

purchases, health consciousness is not a significant factor in product purchasing decisions. The results of the hypothesis test H4 

reveal that health consciousness has a significant effect on purchase decisions across all dimensions of the marketing mix factors 

(product, price, promotion, and place) (Tran et al., 2020; Chaiorawan, 2016). According to Huang et al. (2022), this indicates that 

health consciousness operates as a mediator between the marketing mix's effect on purchase decisions and place, but its 

negative effect decreases the relationship between both of them. 

 

VI. CONCLUSION 

The marketing mix, which includes product, price, promotion, and site, has significant effects on consumers' purchasing 

decisions for sanitation products. The study reveals that products with safety certifications and promotions through discounts 

and health events are perceived as most satisfying. However, renowned brands and social media publicity do not have optimal 

effects, and pricing, despite unclear labeling, is deemed appropriate. Consumers prefer accessible offline and online sales 

channels with flexible payment options. Furthermore, the marketing mix positively affects health consciousness but weakens it 

through the dimension of place. Health consciousness, on the other hand, significantly affects purchase decisions for sanitation 

products, as heightened consciousness of health leads to increased interest in health-related products. It acts as a mediating 

variable between the marketing mix variables and purchase decisions, with larger indirect effects compared to direct effects. 

Ultimately, for businesses to effectively design strategies that meet customer demands and preferences in the sanitation 

product market, they must comprehend the interaction between the marketing mix and health consciousness. 

 

VII. LIMITATIONS AND FUTURE RESEARCH DIRECTIONS 

Although this study offers insightful information about how health consciousness and the marketing mix affect sanitary product 

purchases in Indonesia, it must be acknowledged that it has limitations. The limited generalizability of the results could be due 

to the small sample size and selective sampling technique. Furthermore, there is a chance of self-reporting bias due to the use of 

self-report measures. The cross-sectional design precludes the determination of causality and comprehension of dynamic 

interactions. Future studies could make use of larger and more varied populations, random sampling strategies, objective data-

gathering methodologies, and longitudinal designs to overcome these constraints. In addition, investigating moderating factors, 

conducting comparative analyses across different regions, taking into account additional elements of the marketing mix, and 

designing intervention studies would help to gain a more complete understanding of consumer behavior and decision-making 

concerning sanitary products. 
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