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In compliance with the standards established by the World Health 
Organization (WHO) during the pandemic, Tarlac State University heeded 
the call of the times by producing Alcohol-Based Hand Sanitizer (ABHS) for 
its employees. The TSU Analytical Testing Laboratory and Natural Products 
Research Center and the College of Science led this initiative. Although it 
was suitable for topical and antibacterial applications, the original 
formulation of ABHS has a distinct chemical odor. The researchers 
addressed this concern by incorporating the ylang-ylang essential oil 
produced locally in the municipality of Anao, Tarlac. Using product 
knowledge and involvement as independent variables, the customer 
purchase intention for ABHS was explored after the project had completed 
its second phase. 237 respondents received the modified questionnaire, 
and regression analysis was used to test the research hypotheses. The 
findings indicated that (1) Consumers’ involvement with ABHS with ylang-
ylang oil considerably influenced their purchase intention, and (2) 
Consumers’ product knowledge of ABHS with ylang-ylang oil had no 
sufficient information to establish a discernible influence on purchase 
intention. These show that respondents choose products based on their 
needs, preferences, and values rather than on product brands or labels. This 
confirmed other studies that found consumers who are strongly involved 
with a product pay less attention to pricing and give more weight to cues 
relating to information about where the product was made. Furthermore, 
the results provided significant recommendations for consumer behavior 
strategies.  

1. INTRODUCTION  

Since the pandemic began in 2020, the globe has recognized the necessity of appropriate hygiene and 
sanitization in preventing illness transmission among families, public spaces, and health institutions. 
It was demonstrated that hand cleaning with alcohol and sanitizers is one method of preventing the 
transmission of germs, and there was a rise in product demand, resulting in market scarcity. 

There had also been "pandemic pantries," a phenomenon pertaining to hoarding emergency products 
worldwide. Public health organizations advocated frequent hand washing and sanitization. For this 
reason, rubbing alcohol and hand sanitizer products have been flying off the shelves, and according 
to research, the sales have increased by 300% since 2020. In Italy, one of the most affected countries 
by COVID-19, of the most affected nations by COVID-19, sales of hand sanitizers increased by 561% 
during the first three weeks of the pandemic (24th February-15th March 2020). There have been 
complaints among hospitals and healthcare institutions that they have run out of hand sanitizer 
supplies, and manufacturers and pharmacies struggled to keep up with the demands.  

To address the serious scarcity of hand sanitizers, perfumeries, pharmacies, and chemical industries 
have started manufacturing hand sanitizers (Bomgardner et al., 2020). Many requests have been 
related to hand sanitizers as educational institutions and pharmacists address the growing demand 
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in laboratories. Pharmacists may manufacture hand sanitizers; nevertheless, they require a suitable 
formula and production guidelines to provide a consistent product of adequate quality. Consumer 
behaviors and patterns are fast changing because of the COVID-19 problem (McKenzie, 2020), and 
the extraordinary need for hand sanitizers is expected to persist for a lengthy period.  

To respond to this concern, Tarlac State University Analytical Testing Laboratory and Natural 
Products Research Center and College of Science followed the standards established by the World 
Health Organization to develop an Alcohol-Based Hand Sanitizer (ABHS). They incorporated ylang-
ylang oil, a product sourced from the municipality of Anao, Tarlac. 

2. LITERATURE REVIEW  

This paper will discuss the theory of planned behavior (TPB) as the overarching theory and the 
variables included in this research. 

2.1. Theory of planned behavior  

This research is rooted in the Theory of Planned Behavior (TPB). According to 8 Ajzen (1991), the 
purpose seems to be the best predictor of conduct. Before deciding, individuals are taught to analyze 
the useful information gained logically and foresee the repercussions of the conduct. Moreover, TPB 
is the most widely utilized theory in sustainable consumption and has been embraced as the 
underlying theory by various research (Marvi et al., 2020). 

Additionally, TPB is derived from the Theory of Reasoned Activity (TRA). 10 Ajzen and Fishbein 
(1975) felt that attitude and subjective norms determine readiness to act. Attitude is seen as an 
appraisal of conduct, showing the degree of approval or disagreement. Personal criteria relate to the 
social pressure that an individual feels from individuals who are highly important to them. The TRA 
model was first designed to predict behavioral intention to take acceptable measures in daily life, 
such as utilizing contraception. Moreover, TRA was then utilized to predict behavioral preferences in 
marketing and consumer behavior and was very predictive (Asih et al., 2020; Zhao et al., 2019). 

TRA, on the other hand, believed that behavioral decision-making is solely governed by the will, 
ignoring the importance of unique opportunities and resources (Marvi et al., 2020). In one instance, 
some consumers support a sustainable product but forsake it owing to budgetary restrictions or a 
lack of availability. As a result, TRA has been questioned. As a result, TPB enhanced TRA and included 
the non-volitional aspect known as perceived behavior control, considerably improving the theory's 
predictability. Perceived behavior control offers customers knowledge about constraints such as 
money, time, and technology. It is believed that if volition cannot completely control individual 
behavior, perceived behavior control becomes the most important element (Xu et al., 2020). Hence, 
TPB includes the three factors mentioned above to predict intention. 

2.2 Product knowledge 

Product knowledge is an essential research issue because it contributes to studying consumer 
behavior. According to Brucks (1985), product knowledge pertains to customers' recollections or 
information about a product. According to Lin and Zhen (2005), it is dependent on the consumer's 
consciousness or comprehension of certain products or services, as well as the consumer's trust in 
them. According to Brucks' (1985) definition of product knowledge, it may be separated into three 
primary sections: topic knowledge or perceived information, objective knowledge, and experience-
based knowledge. Nevertheless, Alba and Hutchinson (1987) state that product knowledge should 
be divided into two parts: expertise and product familiarity. 

2.3 Product involvement 

Customer involvement refers to a customer actively participating in service/product processes 
(Inuzuka and Chang, 2022). There are other situations when a company considers the demands of its 
customers to deliver an immersive experience, which is referred to as customer engagement (Lu, 
Marjerison, and Seufert, 2022). These concepts are somehow related to involvement. However, this 
research pertains to involvement as a customer's level of interest in purchasing a specific product 
and their commitment to purchasing a specific brand (N. M. Nguyen & Nguyen, 2020; Peng et al., 
2019). Consumer involvement tends to be higher for higher-priced things acquired after thorough 
study and contemplation (Belanche et al., 2017; Handriana & Wisandiko, 2017; Soliha & Widyasari, 
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2018). The previously mentioned marketing activities and government actions boost advertising, 
consumer research, and product participation. As a result, this study assesses these outward 
indications of action by assessing consumer product involvement.  According to studies, more 
product involvement influences purchasing decisions favorably (Hollebeek et al., 2007; O'Cass, 2000; 
Prendergast et al., 2010; Shirin & Kambiz, 2011). When external clues to a certain product or service 
are positive, it motivates people to try the product or service.  

2.4 Purchase intention 

According to Athapaththu and Kulathunga (2018), purchase intention is the customer's eagerness to 
acquire a given item or service. Buying intent is frequently tied to customer conduct, discernments, 
and attitudes. This is consistent with earlier research, which defines purchase intention as the 
likelihood that a client would buy a product (Wijayaningtyas & Nainggolan, 2020) and his actions 
toward a brand (Spears & Singh, 2004). 

Purchase intention is an individual's subjective inclination to select a specific product (Wang et al., 
2013). Furthermore, it is recognized as an excellent predictor of conduct in various scenarios. Dezdar 
(2017) discovered that buying intention has a considerable influence on real purchase behavior, even 
when used as a proxy for actual behavior. Purchase intention is an important explanatory component 
of sustainable purchasing behavior in sustainable consumption (Ajzen, 1991). As a result, 
researching customers' buying intentions toward TSU ABHS aids in analyzing actual purchasing 
behavior. Additionally, sustainable buying intention is defined as the possibility of customers 
prioritizing items with pro-environmental performance above other similar products on the market.  

2.5 Proposed framework 

Based on the discussion above, past work indicates that product knowledge and involvement 
influence customers' purchase intentions for items and services. This study uses TPB as the 
underlying theory to establish a relationship between these three classical factors. Accordingly, this 
research presents a theoretical framework for investigating the effects of product knowledge and 
product involvement on intent to purchase. Below is a framework presented by Chang and Chen 
(2022), which is also adapted in this research:  

Figure 1: Framework 

People's standards influence their decision-making and purchasing intent for a certain item as the 
scenario and surroundings change (Soelton et al., 2021). It is a scenario where individuals become 
more considerate of one another than before. After all, the health and safety of one another and others 
are of utmost priority (Handoko et al., 2020). Simply put, purchasing behavior changes occur 
(Wijayaningtyas et al., 2019).  

For this reason, this research sought to respond to the following questions in particular: 

1. To what extent does product knowledge, and product involvement relate to the intent to purchase?  

3. What are the recommendations of the research results in the discipline of consumer behavior? 

Following the questions above, the proposed hypotheses were:  

H1: Product knowledge has a significant influence on consumers’ intent to purchase ABHS. 

H2: Product involvement has a significant influence on consumers’ intent to purchase ABHS. 
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Significance of study  

There has been a rise in the importance of hand sanitizer and wellness. Now is an important 
opportunity for healthcare businesses to grow and extend their digital audience. Prospective 
customers are growing rapidly, and hand cleaning is becoming an increasingly important aspect of 
personal hygiene habits (35 Berardi et al., 2020). Nonetheless, the pandemic remains a fluid, fast-
moving issue for everyone. Consumer demand has become increasingly variable and unpredictable. 
Consumer intention research is essential to forecast an individual's actual behavior in purchasing 
hand sanitizers on a strong basis (36 Brahmana et al., 2018; 37 Dobewall et al., 2018). 

As a result, this research intends to study the link between the aspects that might persuade clients to 
purchase hand sanitizers, particularly TSU ABHS. Additionally, the Theory of Planned Behavior (TPB) 
serves as the framework for determining which aspects are extremely significant in this continual 
shift in consumer behavior. Hand sanitizer was deemed an excellent health merchandise that some, 
if not all, people might make or sell for profit during and even after the COVID-19 epidemic. 

3. RESEARCH METHOD 

The research framework intends to evaluate the impacts of product knowledge and product 
involvement on purchase intention regarding Alcohol-Based Hand Sanitizer (ABHS). Considering the 
purposes, the two research hypotheses were addressed as shown in Figure 1. 

This tested the explanations and tenets of the Theory of Planned Behavior. It was also intended to 
establish the causality of the model's variables. The study used quantitative methods, with online 
questionnaires as the primary data-collecting instrument to examine the relationship between the 
variables.  

3.1 Population, sample, and sampling techniques  

The respondents included those who were in the Philippines during the COVID-19 outbreak. Using 
the purposive sampling approach, the respondents should have purchased hand sanitizer in the last 
eight months, were at least 18 years old, and lived in the Philippines during the epidemic. The survey 
for the research was done online using Google Forms, with 237 respondents. As a result, the data 
included in the study was data obtained straight from respondents.  

The survey was conducted from October to December 2022. The purpose of this study was 
summarized in the questionnaire's introductory section. Before answering the survey, respondents 
were asked to express their agreement and were assured that their participation was fully optional 
and that they may withdraw from the research at any time. 

3.2 Instrumentation  

Respondents were given four components of an online questionnaire modified from the ones used 
internationally. The researcher also requested permission from the instrument's designers through 
email. The researcher also created a self-report survey based on the respondents' age, gender, 
affiliation, and industry. 

The Product Knowledge Scale asked questions like "I have had the experience of purchasing alcohol 
products/hand sanitizer with ylang-ylang essential oil" and "I know the function and purpose of the 
improve Alcohol-Based Hand Sanitizer (ABHS) with ylang-ylang essential oil," comprised the second 
section of the questionnaire. This component is graded on a 5-point Likert scale from Strongly 
Disagree to Strongly Agree.  

The third component was the Product Involvement Scale, which was likewise graded on a scale of 
Strongly Disagree to Agree. It requested customers to answer questions like "Alcohol products/hand 
sanitizers with ylang-ylang oil are significant to me" and "I am interested in alcohol products/hand 
sanitizer with ylang-ylang essential oil." 

The fourth component concerns customer purchase intentions toward ABHS with ylang-ylang 
essential oil. It posed questions such as "The likelihood of me buying an upgraded Alcohol-Based 
Hand Sanitizer (ABHS) with ylang-ylang essential oil is high." and "I will recommend that people buy 
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alcohol products/ hand sanitizer with ylang-ylang essential oil. This, like the second and third parts, 
was on a 5-point Likert scale, with answers ranging from Strongly Disagree to Strongly Agree. 

 

3.3 Data analysis procedure   

The responses to the questions were analyzed, and the scores were put to regression analysis to 
assess the link between Product Knowledge, Product Involvement, and Buy Intention. Analysis of 
variance (ANOVA) was performed to assess significant levels of all theoretical model variables across 
distinct groups of respondents based on their age, gender, affiliation, and industry. The current 
study's confidence level was 95%, with a 5% level of significance. As a result, the variable's level of 
significance was determined to be 5%. Product knowledge, product involvement, and purchase 
intention were all measured using a correlation matrix. 

4. RESULTS AND DISCUSSION 

The total number of respondents in this survey is 238, of which only 237 fulfill the respondent 
conditions stated for this study and have complete replies after additional screening. 

4.1. Purchase intention 

Table 1: Model summary – purchase intention 

Model R R² 
Adjusted 
R² 

 

H₁ 0.75 0.563 0.559  

Table 1 revealed that approximately 56% of the variation in Purchase intention can be explained by 
the independent variables, product knowledge or product involvement. The 44% variation could be 
attributed to other factors that may affect Purchase Intention that were not included in this research. 

4.2. Multiple linear regression results 

ANOVA 

Model   
Sum of 
Squares 

df 
Mean 
Square 

F p 

H₁ Regression 52.601 2 26.3 150.861 < .001 

 Residual 40.794 234 0.174   

 Total 93.395 236    

Table 2. Multiple regression  

Table 2 describes the significance of the model. Based on the statistical analysis (F=150.861, df=2, 
234, p<.001), the overall model is significant since at least one of the independent variables between 
knowledge and involvement is significant. 

Table 3. Product Knowledge and Product Involvement 

Coefficients 

Model   
Unstandardize
d 

Standard 
Error 

Standardized t p 

H₁ (Intercept) 0.869 0.167  5.199 < .001 

 PK -0.067 0.049 -0.073 -1.369 0.172 

 Involvement 0.858 0.058 0.791 14.819 < .001 

The analysis in Table 3 reported that out of the two independent variables, only Product Involvement 
(t=14.819, p<.001) has a significant influence on Purchase Intention. Consumers’ Product Knowledge 
(t=-1.369, p=0.172) of ABHS had no sufficient information to establish a discernible influence on 
Purchase intention. 
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5. CONCLUSION  

Three variables were employed in this study: Product Knowledge (PK), Product Involvement (ProdI), 
and Purchase Intention (PIn) to evaluate the characteristics that may drive consumers to purchase 
alcohol-based hand sanitizer products during the COVID-19 pandemic. 

Product Involvement and Purchase Intention have a strong relationship. Results validated that 
customers were free of extra knowledge and information sources when deciding whether to buy 
ABHS. Towards the tail end of the pandemic, people thought that any product containing alcohol was 
vital for bacterial prevention, and the fact that the ABHS was developed by a university laboratory 
(which also supports local livelihood) made it more enticing. Research demonstrated that customers 
valued everything connected to their health, increasing the likelihood of acquiring a product. Akir 
and Othman (2010), Lin and Shui (2011), and Jurniati and Hafasnudin (2017) all supported these 
findings. 

While Product Knowledge is required to identify the quality of a product, it does not affect consumers’ 
buying intentions. This was corroborated by Akir and Othman's 2010 study. 

Some of the research limitations were attributable to pandemic conditions during further analysis. 
The core data for the research were only gathered using a Google Form link. Meanwhile, the optimal 
technique was to interview the respondents right after the questionnaires were finished to avoid the 
danger of misunderstanding and acquire more information during the Focus Group Discussion. 

The major source for the research data was a small sample of just 237 respondents in this study. 
Those who seek to benefit from the findings of this study should be cautious in generalizing or 
analogizing the research findings. 

Additional research is required to assess the influence on the intent to purchase ABHS and other 
healthcare items in the Philippines by undertaking a more extensive investigation of other factors, 
such as origin, word-of-mouth advertising, price, etc. Future post-pandemic research will be advised 
to analyze the intention to re-purchase with the other factors in the existing framework, utilizing a 
certain brand of hand sanitizers as another research variable. 

6. RECOMMENDATIONS 

In some markets, subpar items may be offered to the consumers. When this is due to the use of 
ineffective components or formulation procedures, but the alcoholic concentration remains within 
the accepted disinfection standard (i.e. 60-95% for ethanol), the risk for buyers is primarily the 
reduced opinion of the product’s quality and attractiveness, as well as reduced ease of use, while 
maintaining overall product efficacy. Inappropriate usage and sanitization techniques may also be 
used for poorly designed products. 

Perhaps more concerning is the existence of hand cleansers containing substandard quantities of 
alcohol that are not marketed as antiseptics. There is a real risk that customers would use hand 
cleansers that look like hand disinfectants, oblivious to the fact that such products cannot provide 
disinfection and are not safe to use during the COVID-19 epidemic. To reduce this danger, 
pharmacists and merchants must assist customers in purchasing products for CoViD-19 
contamination management; 2) the public is discouraged from purchasing hand sanitizer online from 
unknown or untrustworthy e-commerce sites; 3) awareness campaigns should be promoted to 
educate the public on the difference between products fit for general and personal hygiene; and 
finally, 4) regulatory institutions should reexamine policies and procedures on hand sanitizers to 
better protect buyers. 

The need for hand sanitizers is expected to remain strong during the COVID-19 pandemic until more 
effective infection prevention methods are available. Furthermore, even beyond the pandemic, public 
consciousness of hand sanitization is expected to have longstanding repercussions on hygienic 
practices worldwide. People are likely to accept hand sanitizers as a new self-hygiene standard. 
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Understanding how people buy alcohol-based hand sanitizers can be useful for researchers, ABHS 
makers, and merchants. ABHS purchasing is growing in popularity among Filipino customers. 
Furthermore, the urgent demand for health and sanitation development has increased the 
procurement of ABHS and other health goods. Furthermore, the additional empirical study will help 
authorities and legislators involved in developing alcohol and hand sanitizers, as well as medical and 
educational institutions. 
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