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Abstract

This study scrutinizes the multifaceted dimensions of sexual wellness, encompassing
physical, mental, and social well-being within the sexual paradigm. It investigates the
impact of sexual wellness products (SWP) on consumer behaviour, emphasizing
divergences in buying patterns between rural and urban societies. Employing the
Theory of Planned Behaviour, the study integrates attitudes, subjective norms,
perceived behavioural control, and interactive intention to elucidate their collective
influence on SWP and utilizing quantitative method. The findings reveal a positive
relationship between attitudes and behavioural intentions on SWP, with subjective
norms contributing notably to behavioural intentions. The research compares rural
and urban consumers having a sample size of 546, that employs a comprehensive
structural equation model, revealing intricate intetrelationships (y* = 1852.68, x2/df =
2.85, CFI = 0.94, GFI = 0.91, TLI = 0.93, RMSEA = 0.078) among various attributes
in the sexual wellness product domain, shaping mathematical patterns in consumer
behaviour and perceptions. These insights offer actionable guidance for marketers and
policymakers to tailor strategies to the distinct characteristics of diverse consumer
segments. Urban-rural distinctions in socio-cultural values, access, economic factors,
education, and community influences emerge as pivotal drivers shaping consumer
behaviour and feelings. Urban environments show greater openness and accessibility,
while rural settings, rooted in tradition, face limitations, emphasizing the need for
tailored marketing strategies and public health interventions. This study bridges the
gap between marketing, public health, and socio-cultural dynamics, offering a data-
driven approach to understanding and addressing consumer behavior in the sexual
wellness market. It provides theoretical advancements, empirical insights, and practical
applications that collectively enhance both academic discourse and real-world strategy
development in the field.
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INTRODUCTION

The landscape of sexual wellness has undergone a profound transformation in recent
years, with a burgeoning market offering an array of products designed to enhance intimate
experiences and promote sexual health. From contraceptives to adult toys, the availability and
acceptance of sexual wellness products have grown, challenging traditional societal norms
and reshaping consumer behaviors. This paper examines the involved dynamic range of
consumer behavior and perception surrounding sexual wellness products, focusing on the
nuanced differences between rural and urban societies. The marketing of sexual wellness
products has evolved, emphasizing their role in enhancing sexual health and overall well-
being. This shift in marketing strategies reflects a broader understanding of these products
beyond mere pleasure, recognizing their potential positive impact on individuals' physical,
mental, and social dimensions of sexual health [1]. The study explores how these products
impact attitudes and choices, reflecting changing societal norms and an increased awareness

of the importance of sexual well-being in both urban and rural settings.
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Sexual wellness products aim to promote safe and enjoyable sexual experiences,
offering access to information, education, and care in the realm of sexual health. These
products strive to ensure that intimate encounters are both pleasurable and secure, free from
coercion, discrimination, unplanned pregnancy, and violence [2]. The diverse types of sexual
wellness products have been effectively categorized in Table 1 along with brief market
insights for better clarity and understanding. By shedding light on the intricate interplay of
socio-cultural, economic, and educational factors, this research aims to provide valuable

insights for marketers, policymakers, and healthcare professionals to develop more inclusive

and effective approaches to sexual wellness that cater to the diverse needs of our society.

Table 1

Diverse Categories, Examples, and Market Trends of Sexual Wellness Products [3]

Product Type

Examples of Products

Market Trends

Contraceptives

Birth control pills, condoms,
intrauterine devices IUDs)

Growing demand for non-hormonal
and sustainable options

Exotic Lingerie and

Lingerie sets, role-play costumes

Increasing popularity driven by body

flavored lubes

Apparel positivity trends
. . Rapid market growth, innovations in
Sex Toys Vibrators, dildos, anal toys P 8 ’
technology
. Water-based, silicone-based, Rising awareness of sexual comfort
Lubricants

and pleasure

Delay Sprays

Products to prolong ejaculation

Growing interest in enhancing
sexual performance

Latex, non-latex, flavored

Emphasis on sexual health,

menstrual care

Condoms L .
condoms diversification of options
Pregnancy Testin . Advancements in accuracy and
shaney & Home pregnancy test kits . y
Kit convenience
Reusable silicone cups for Shift towards eco-friendly and cost-
Menstrual Cups

effective options

Dental Dams

Latex or polyurethane sheets for
oral sex protection

Increasing awareness of safe oral sex
practices

RESEARCH METHOD

Sexual Wellness Market in India

The Indian sexual wellness market, worth $1,153.5 million in 2020, is projected to
grow at a Compound Annual Growth Rate (CAGR) of 5.8% from 2021 to 2030, reaching a
value of $2,095.4 million by 2030. [3]. The primary driver for the sexual wellness market in
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India is the online retail platform. Many manufacturing companies in this sector run web-
based retail stores, allowing users access to product information, launches, features, demos,
prices, and other relevant details [3]. The surge in online shopping is attributed to the
availability of diverse product options and price comparisons, which is helpful for retailers
due to zero expenditures on physical outlets. The preference for online shopping has
increased as consumers can read reviews, compare stores and products, and verify prices from
different sellers. The COVID-19 pandemic further accelerated online sales growth in India,
fuelling the expansion of the sexual wellness market [3-5].

The sex toys category dominated the market in 2020 and is projected to have the
greatest compound annual growth rate (CAGR) during the forecast period [2]. This is
attributed to the growing interest among millennials in sexual activities, influenced by social
media, pornography, and sex movies. Among end users, the men's segment dominates, with
products such as sex toys, male condoms, lubricants, and delay sprays. Innovations in male
onanists and appearing awareness of sexual health contribute to the growth of sexual wellness
products among humanity [3]. The expansion of the sexual wellness market in India is
propelled by the rising acceptance of sexual autonomy among the younger population and
the increasing recognition of the importance of sexual health. [4]. The market is experiencing
a notable surge in demand for innovative products, including sex toys, stimulated by the
growing representation of sexuality and adult content on digital, social media, and OTT
platforms [4-5]. These trends collectively contribute to the vibrancy and expansion of the
sexual wellness market in India.

Brand Awareness and Sexual Product

Consumer recognition of a company's products and setrvices pertains to the likelihood
that they are informed about their existence and accessibility. The recognition of a brand
holds considerable influence over consumers' decisions when purchasing a product or service
[6]. It can impact their perceived risk assessment and level of confidence in the buying
decision by their familiarity with the brand and its distinctive qualities.

The sexual wellness industry faces challenges like social taboos and lack of education,

which need to be addressed for industry growth. Brand awareness impacts sales by
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influencing consumer choices and building trust [6]. Cultivating brand awareness shows
credibility, trust, and familiarity among consumers, influencing their decision-making [7].
Social Media Impact

Social media platforms have revolutionized the way sexual products are marketed and
purchased, offering a discreet and convenient channel for consumers. Online retailers
leverage targeted ads and personalized recommendations to ensure privacy and discretion [8].
This aspect of social media contributes to consumers' comfort and confidence when engaging
with sexual product companies. It has played a vital role in breaking down societal taboos
surrounding sexual products. It has created a space for open discussions about sexual
wellness, pleasure, and empowerment [9].
Research Hypothesis

The study of consumer behavior in the context of sexual wellness products draws
upon various theoretical frameworks that provide insights into the factors influencing
individual choices and societal norms. One prominent theoretical perspective is that
According to the Theory of Planned Behaviour [10], an individual's attitude towards a
particular behavior, subjective norms, and perceived behavioral control all influence their

intention to engage in that behavior.

Adttitude (A)

Beliefs about sexual wellness
products

1. effectiveness,

2. safety,

3. cultural acceptance

Subjective Norms (SN)
1. Perceived social pressure

regarding the use of sexual i

wellness products. Behavioral Actual Usage Behaviour
2. Influence of important ) = Intention (BI) ] (AUB)
individuals or groups (e.g.,
family, friends, community b 'y
leaders).

Figure 2
Theoretical Framework of the Theory of Planned Behavior Applied to Consumer
Decision-Making in the Sexual Wellness Product Market
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This framework facilitates a systematic exploration of how these factors interplay,
offering valuable insights into the nuanced motivations influencing the adoption or rejection
of sexual wellness products. Applied across diverse socio-economic contexts, TPB
contributes to targeted consumer behavior analysis, shedding light on the complex interplay
between individual attitudes, societal norms, and the practical aspects influencing the
consumption of sexual wellness products.

Attitudes (Att)

The term "attitude" refers to the extent to which an individual holds a positive or
negative evaluation of a particular behavior. [10]. It is a medium that influences individuals'
responses and behaviors [11]. It is a mental state of readiness shaped by individuals'
experiences and evaluations, exerting a specific influence on their responses to sexual wellness
products [12].
As one of the primary factors of intention in the Theory of Planned Behaviour (TPB), attitude
toward sexual health goods indicates how positively or negatively people perceive utilizing
these items [13]. Individuals may weigh the potential benefits, such as improved relationships
or personal satisfaction, against perceived risks or societal stigmas attached to the use of these
products [14]. Positive attitudes may stem from perceptions of enhanced intimacy, improved
well-being, or a desire for experimentation and pleasure. On the other hand, negative attitudes
may be influenced by cultural taboos, societal judgments, or personal discomfort associated
with using such products [15]. Our literature review predicts that attitude positively influences
purchase intentions for sexual wellness products. Thus, we propose that:
H1: Urban consumers will exhibit more positive attitudes towards sexual wellness products compared to rural
consumers, driven by factors such as modernization, exposure to global trends, and a more liberal cultural
outlook.
H2: Positive attitudes towards sexnal wellness products in both urban and rural areas will positively correlate
to the use of these products.
Subjective Norm (SN)

A positive correlation has been found between behavioral intention and subjective

norm [21]. Subjective norm is defined as the perceived social pressure that influences an
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individual's decision to engage in or refrain from a specific behavior [10], [10], purchase
organic food [17], return to a green hotel [19], and environmentally conscious consumption
[20, 21].

Subjective norms may be described as the social pressure to do or not execute
conduct [10]. It expresses a person's impression or opinion about what key people feel the
individual should do. This correlates with the better idea of normative beliefs, which refer to
particular behavioral behaviors anticipated or desired given conditions [22].

This social pressure is often shaped by the influence of close and important
individuals in one's life, such as friends, relatives, colleagues, or business partners. SN signifies
the degree of normative behavioral beliefs and the motivation to follow these beliefs [23].
With an intense literature review, we expect that subjective norms will positively influence
the purchase intention of consumers in terms of sexual wellness products. Thus, highlighting
the following hypotheses:

H3: Subjective norms in urban areas will be influenced by diverse social factors, such as peers, media, and
societal trends, contributing to a more favorable perception of sexual wellness product usage.

H4: Subjective norms in rural areas will be more influenced by close-knit social networks, family expectations,
and community values, potentially resulting in a more conservative view of sexual wellness product usage.
Perceived Behavioural Control (PBC)

Perceived Behavioural Control (PBC) is the perceived ease or difficulty of doing an
activity, integrating both previous experiences and projected barriers. In the context of sexual
wellness goods [10], PBC refers to an individual's subjective judgment of the ease or difficulty
involved with participating in activities connected to the use or purchase of such items.

On the contrary, Bandura's concept of self-efficacy focuses on individual judgments
of one's capabilities to perform a behavior, and PBC emphasizes external and general factors
[24]. It extends beyond internal control factors to consider a broader spectrum, including
resources, opportunities, facilitating factors, and action control [11]. The concept of PBC
measures an individual's degree of having both the opportunity and ability to perform a

behavior [25].
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In the framework of the study, PBC gauges the perceived level of control a person
believes they have over their ability to acquire, use, or engage with sexual wellness products.
It encompasses factors such as confidence, accessibility, and perceived obstacles that might
influence one's capability to make informed decisions and take action about sexual wellness
[15]. A higher PBC implies a greater sense of control and confidence in navigating the process
of acquiring and using sexual wellness products, influencing behavioral intentions and,
consequently, actual behavior. Likewise, we predict that perceived behavioral control will
positively influence purchase intention for sexual wellness products and develop the
following hypothesis:

H5: Urban consumers will perceive a higher level of control over the usage of sexual wellness products, driven
by greater accessibility, availability of information, and economic factors.

H6: Limited accessibility, economic constraints, and lower educational levels will lead to a lower perceived
bebavioral control among rural consumers regarding the usage of sexual wellness products.

Behavioural intention (BI)

In the context of sexual wellness products, behavioral intention refers to an
individual's expressed preparedness and inclination to engage in actions related to the usage
or purchase of such products. It is a key issue widely explored in behavioral science and
consumet behavior, offering insights into the factors that impact consumers' choices and
actions surrounding sexual well-being goods. Understanding behavioral intention is crucial to
predicting and interpreting the following real behaviors. BI comprises a variety of factors,
including a propensity to investigate, purchase, and utilize goods aimed to improve sexual

health, enjoyment, and well-being,.

RESEARCH METHOD
Sampling and Data Collection

The questionnaires were distributed via email to most of the target consumers, while
printed copies were also distributed to reach more potential respondents. This approach
aimed to maximize the participation and successful completion of the research. Out of the

700 questionnaires distributed, a total of 546 questionnaires were received, resulting in a
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response rate of 78%. The questionnaires utilized a 5-point rating scale to assess the
respondents' feedback. This rating scale allowed participants to indicate the level of
importance attached to their consumption. The questionnaire included items scored on a
scale of 1 to 5, with 1 being the least important and 5 representing the most significant [26].

The inclusion criteria involved as age of the participants should be above 18 and have
primary educational experience. These criteria were established to capture the diversity and
characteristics of individuals who were likely to engage in the purchase of sexual wellness

products.
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Figure 3
Distribution of Participants Residing in Urban, Semi-Urban & Rural Areas.

Ethical Consideration

Participants were presented with complete information regarding the goal and
methods of the study, and their informed permission was acquired before their engagement.
Anonymity and confidentiality were strictly supported, ensuring that participants' identities

and responses remained confidential.

Demographic Analysis

The study divided the participants into urban and rural areas, with 220 participants
from urban areas and most respondents from rural areas. Figure 3 depicts the area-wise
distribution of participants concerning their place of living, i.e., urban, semi-urban, and rural
areas. Out of the 546 respondents, the majority were male, accounting for 66.3% (n= 362),
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while 33.7% (n= 184) were female. The age distribution revealed that a considerable
proportion of the respondents fell within the 25-50 age range, with n = 216 individuals
making up 39.6% of the total respondents. Regarding marital status, 34.8% of the
respondents reported being married and consistently using wellness products. The annual
incomes of the participants varied, ranging from under 3 Lakhs to over 7 Lakhs. Notably, the
highest proportion of respondents, 42.1% of the total, reported a yearly income under 7
Lakhs. Regarding educational background, 312 respondents with bachelot's degrees represent
the largest group among the total participants. Furthermore, most respondents, 65.9% of the
total, were professional employees. This shows that a significant proportion of the
participants were actively engaged in professional occupations. It is worth mentioning that
around n = 360 respondents reported leading an everyday societal life as working
professionals. This suggests that a significant portion of the participants were employed
individuals who supported a routine lifestyle within the societal norms.

Table 2
An Analytical Overview of Demographic Profile and Socioeconomic Study

Frequency | Percent
Variables Categories (n=546) (%)
Age 18-24 176 32.2
25-50 216 39.6
51-70 126 23.1
Above 70 28 5.1
Gender Male 362 66.3
Female 184 33.7
Marital Status Married 190 34.8
Unmarried 356 65.2
Educational Less than
Background Highschool 8 1.5
Highschool 14 2.5
Intermediate 33 6
Bachelora€™s
degree 312 57.1
Mastera€™s degree 169 30.9
PhD or Doctoral
Degree 11 2

Socio-Cultural Variations ...

Page 67



A

Vol. 2 No. 1, (2024), 58 — 77

DANADYAKSA

Occupation Student 76 13.9
Working
Professionals 360 65.9
Businessperson 110 20.2

Place of Living Utrban 220 40.2
Semi-urban 136 24.9
Rural 190 34.9

Income (Annual -

INR) Less than 3 Lakhs 100 18.3
Between 3 -7 Lakhs 230 42.1
Between 7-10 Lakhs 196 35.8
Above 10 Lakhs 20 3.8

RESULTS AND DISCUSSION

Questionnaire Items and the Result of the Measurement Model (Factor Loading,

Table 3

Reliability, and Validity)

e-ISSN: 3025-8545

Factor
Construct Item Loading
Incorporating sexual wellness products contributes to a healthier and
Attitude more satisfying sexual life. 0.803
Using sexual wellness products is a normal and acceptable aspect of
intimate relationships. 0.915
I believe that using sexual wellness products is essential for addressing
various aspects of sexual health. 0.971
Incorporating sexual wellness products is a personal choice that others
should respect. 0.735
Subjective Norms | I feel comfortable purchasing sexual wellness products. 0.991
My convictions primarily shape my attitudes toward sexual wellness
products. 0.904
Cultural expectations play a role in shaping my attitude toward sexual
wellness products. 0.785
Media portrayals and advertisements positively influence my perception
of sexual wellness products. 0.833
I am influenced by how sexual wellness products are depicted in
movies, TV shows, or online content. 0.767
Perceived
Behavioural
Control I feel confident in my ability to use sexual wellness products correctly. 0.888 | A
I believe I have enough knowledge to make informed decisions about \O
the use of sexual wellness products. 0.92 L
£
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Factors such as embarrassment or discomfort do not hinder my ability
to purchase sexual wellness products.

0.911

I am confident in my ability to discuss sexual wellness products with
others.

0.852

My cultural or religious beliefs do not hinder my ability to consider or
use sexual wellness products.

0.899

Validity Assessment

Convergent validity was examined in this study by assessing factor loadings and
Average Variance Extracted (AVE) values [27]. Factor loadings, indicative of the strength
and significance of the relationship between each item and its intended construct,
demonstrated robust results. All factor loadings were statistically significant (p < 0.001) and
exceeded the recommended threshold of 0.6. The AVE values, above the acceptable
threshold of 0.5, further confirmed convergent validity. AVE indicates how much the
vatiance captured by the construct's items outweighs the measurement error. (Table 3)

According to this criterion, item loadings should be higher on their respective
constructs, and the square root of the AVE shared between each construct and its measures
should be higher than the variance shared with other constructs [27]. The results in Table 4
reveal that the squared correlations for each construct exhibit values lower than the square
root of the AVE by the indicators. This observation confirms that the overall measurement
model in the study attains satisfactory discriminant validity. Thus, each construct—Attitudes,
Subjective Norms, and Perceived Behavioural Control (PBC)—is distinct.

Table 4
Discriminant Validity Assessment on Correlations Among Attitudes (A), Subjective
Norms (SN), Perceived Behavioral Control (PBC), Behavioral Intention (BI), and
Actual Usage Behavior (AUB)
Latent Variable Att SN PBC BI AUB
A 0.803

SN 0.533 0.792

PBC 0.444 0.512 0.951

BI 0.503 0.572 0.253 0.816

AUB 0.350 0.454 0.436 0.584 0.911
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The highlighted values in the above table indicate the square root of Average Variance
Extracted (AVE), while other entries represent the squared correlations obtained using the
Fornell-Larcker criterion [28].

Individual factor loadings on their respective constructs were determined to examine
further the reliability and consistency of the measurement model (Table 3). Ranging from 0.7
to 0.9, these factor loadings underscore the substantial relationship between each item and its
intended construct.

Reliability Analysis

All constructs demonstrated Cronbach's o values exceeding the recommended
threshold of 0.7 [29]. The calculated overall Cronbach's a of 0.89 reflects a high level of
internal consistency, ensuring that the survey consistently measures the intended constructs

for SWP (Table 5).

Table 5
An Evaluation of Structural Equation Modelling in Fit Indices for Model
Assessment
INDEX VALUE
e 1852.68
x*/df 2.85
CHI 0.94
GFI 0.91
TLI 0.93
RMSEA 0.078

Hypothesis Testing

The Structural Equation Modelling (SEM) analysis undertaken in this study has
provided a profound understanding of the complex dynamics governing consumer
perceptions of sexual wellness products in both urban and rural contexts that reveal a model
that signify the difference between observed and expected data (y* = 1852.68, df = 650, p <
0.001), demonstrated an acceptable fit, as reflected in the y?/df ratio of 2.85, CFI of 0.94,
GFI of 0.91, TLI of 0.93, and RMSEA of 0.078 [30]. Moving to the path coefficients, pivotal

Socio-Cultural Variations ...

Page 70



DANADYAKSA
'

Vol. 2 No. 1, (2024), 58 - 77 e-ISSN: 3025-8545

relationships were uncovered, notably a robust positive link between attitudes and intention
(0.75, p < 0.001), emphasizing the role of attitudes in shaping the intention to use sexual
wellness products [30].

Hypothesis testing provided a comprehensive validation of the proposed hypotheses.
Urban consumers indeed exhibited more positive attitudes (H1) and correlated significantly
with a higher intention to use sexual wellness products (t = 4.32, p < 0.001). The positive
attitudes, in turn, strongly correlated with a heightened intention to use these products (H2,
r=0.68, p <0.001). Moreover, subjective norms in urban areas exerted a substantial influence
on the intention to use sexual wellness products (H3, t = 3.89, p < 0.001), while rural
subjective norms also highlighted a distinct influence (H4, t = 2.15, p = 0.032). The perceived
behavioral control shown by urban consumers was notably higher (H5, t = 5.12, p < 0.001),
underlining the influence of contextual factors. External constraints such as limited
accessibility, economic constraints, and cultural norms affected the intention to use sexual
wellness products (H6, t = 3.45, p = 0.001). Thus, by examining these hypotheses, the
relationship among attitudes, subjective norms, and perceived behavioral control, considering
contextual variations between urban and rural settings, provides a comprehensive
understanding of the factors that shape the intention to use and, so, the ensuing actual usage

behavior (Figure 4).

Actual Usage
Behavior (AUB)

ﬁ

Yes

1

,,/”iéehaviorz;i\‘-\\
~__Intention (BI) -

+HZ2 FH 4 +HG

+H1 +H5

+H3
Perceived
Subjective Behavioral
Norms (SIN) Control
(PBC)

Figure 4
Hypothesized Model for Consumer Satisfaction in the Sexual Wellness Product Market for
Examining Interconnected Factors and Behavioral Dynamics

Attitude (A)
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Mind Map Diagram

The study reveals intricate interrelationships among attitudes, subjective norms,
perceived behavioral control (PBC), behavioral intention, and actual purchasing behavior in
the sexual wellness product domain based on finding results. The quantitative analysis
exposes a complex network of associations, visually represented in Figure 5. The branches
within the diagram, including product quality, brand perception, price and affordability, and
personal needs and preferences, intricately depict the multifaceted influences on consumer
decision-making. Brand perception encompasses factors such as reputation, trustworthiness,
social awareness, and marketing strategies, shaping consumer choices [31]. The price and
affordability branch considers economic dynamics, acknowledging distinctions between
urban and rural environments [32]. The personal needs and preferences branch explores
aspects like sexual satisfaction and self-expression, underscoring the individualistic nature of
consumer choices. Employing this mind map enables businesses to comprehensively grasp
and strategically address diverse factors influencing the sexual wellness product.

Testing for allergenic reactions & Absence
of harmful chemicals or additr

Personal Needs and Desires
Brand Reputation and Trustworthiness —

Sociol proof and credibility

and Effectivencss Social Acceptance and Norms —

Perceived value for the price — ~ Price and Atfordability

Health and Safety Considerations —

Testing for allergenic reactions

Figure 5
Factors Influencing the Buying Decision of the Consumer While Buying SWP

Urban-Rural Dynamics

The study reveals interesting insights into the distinct influences shaping consumer
behavior and perceptions about sexual wellness products. The socio-cultural variances
between urban and rural settings appear as pivotal factors. In urban environments,

characterized by liberal attitudes and acceptance of diverse lifestyles, there's a higher openness
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towards sexual wellness products. On the other hand, rural settings, with their adherence to
traditional values, show a more conservative stance, impacting the perception and acceptance
of such products. This dichotomy underscores the importance of considering the socio-
cultural fabric when analyzing consumer behavior.

Access and availability further amplify the urban-rural divide. Urban areas receive
help from a plethora of retail outlets, online platforms, and awareness campaigns, ensuring
greater visibility and accessibility of sexual wellness products. In contrast, rural areas face
limitations, both in terms of physical access to stores and cultural stigmas. These disparities
directly influence awareness levels and patterns of usage. Economic factors also come into
play, with higher disposable incomes in urban settings contributing to increased spending on
discretionary items, including sexual wellness products, while economic constraints in rural
areas may pose as barriers.

Educational and community influences add layers to this dynamic. Urban settings,
with greater access to educational resources, might foster higher sexual education and
awareness, affecting attitudes and behaviors. The emphasis on individualism in urban
lifestyles contrasts with the collective decision-making prevalent in rural areas, influenced by
strong community ties. Additionally, media and marketing play disparate roles, with urban
consumers being exposed to diverse channels and campaigns compared to their rural

counterparts.

CONCLUSION

This study systematically validates a latent variable model to unravel the intricate
relationships among attitudes (Att), subjective norms (SN), perceived behavioral control
(PBC), behavioral intention (BI), and actual usage behavior (AUB) within the socio-
contextual nuances of urban and rural settings. The findings highlight the pivotal role of
socio-cultural dynamics in shaping consumer engagement with sexual wellness products,
offering critical insights for both academic and practical discourse.

The discerned variations in attitudes and beliefs between urban and rural consumers

elucidate the imperative for strategically tailored marketing interventions. The identified
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disparities underscore the necessity for nuanced approaches that align with the divergent
psychosocial determinants shaping consumer behavior in distinct geographic locales. Such
differentiation is crucial for ensuring resonance with varied demographic segments and
optimizing outreach effectiveness.

This research contributes significantly to the theoretical landscape by employing the
Theory of Planned Behavior (TPB) as a robust conceptual framework. The application of
TPB allows for a sophisticated exploration of the interplay among attitudes, subjective norms,
and perceived behavioral control, yielding nuanced insights into their collective impact on
behavioral intention and subsequent utilization. The theoretical implications extend beyond
consumer preferences, shedding light on the broader socio-cultural factors influencing
health-related behaviors.

Empirical findings reveal that urban consumers exhibit statistically significant, more
favorable attitudes toward sexual wellness products, largely influenced by robust subjective
norms and an enhanced perception of control over usage behaviors. Conversely, rural
consumers demonstrate discernible variations in these latent variables, necessitating a
context-specific paradigm in the formulation of effective marketing and public health
interventions. These findings emphasize the importance of cultural sensitivity in designing
engagement strategies that cater to the distinct characteristics of diverse consumer segments.

The study critically acknowledges inherent limitations, including potential biases in
self-reported data and challenges related to generalizability. Recognizing these limitations
ensures transparency in research conduct and provides a foundation for future studies to
refine methodological approaches. Further research is warranted to explore alternative
methodologies that can mitigate biases and enhance the reliability of findings.

Ultimately, the insights gleaned from this study serve as a foundational guide for the
development of culturally sensitive interventions, particularly in bridging the urban-rural
divide in sexual wellness product adoption. Strategic interventions must account for the
nuanced psychosocial determinants influencing consumer behavior, ensuring inclusivity and

resonance across diverse populations. By incorporating socio-cultural considerations into
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marketing and public health strategies, stakeholders can foster a more informed and receptive

consumer landscape for sexual wellness products.

REFERENCES

[1]

Johns, S.E. and Bushnell, N., 2024. What drives sex toy popularity? A morphological
examination of vaginally-insertable products sold by the world’s largest sexual
wellness company. The Journal of Sex Research, 61(2), pp.161-168.

India Sexual Wellness Market Share, Size, Growth, Opportunity and Forecast 2023-
2028. (n.d.).https://www.imarcgroup.com/india-sexual-wellness
market#:~:text=The%20India%20sexual%20wellness%20market,one's%20sexual %o
20desires%20and%20needs. [Accessed 28 Sep.2023]

India sexual wellness Market Size, Share | Growth Analysis 2030. (n.d.-b). Allied
Market Research.https:/ /www.alliedmarketresearch.com/india-sexual-wellness-
market-
A16216#:~:text=The%20India%20sexual%20wellness%20market,5.8%25%20from
%202021%20t0%202030.[Accessed 28 Sep.2023]

India Sexual Wellness Market Report and Forecast 2024-2032. (n.d.). Expert Market
Research.  https://www.expertmarketresearch.com/reports/india-sexual-wellness-
market.[Accessed 28 Sep.2023]

Malik, M.E., Ghafoor, M.M., Igbal, H.K., Riaz, U., Hassan, N., Mustafa, M. and
Shahbaz, S., 2013. Importance of brand awareness and brand loyalty in assessing

purchase intentions of consumer. International Journal of business and social science, 4(5),
pp.167-171.

Azzari, V. and Pelissari, A., 2021. Does brand awareness influences purchase
intention? The mediation role of brand equity dimensions. BBR. Bragilian Business
Review, 17, pp.669-685.

Wibowo, S., Hidayat, R., Suryana, Y., Sari, D. and Kaltum, U., 2020, October.
Measuring the Effect of Advertising Value and Brand Awareness on Purchase
Intention through the Flow Experience Method on Facebook's Social Media
Marketing Big Data. In 2020 8#h International Conference on Cyber and 1T Service
Management (CITSM) (pp. 1-5). IEEE.

Muntinga, D.G., Moorman, M. and Smit, E.G., 2011. Introducing COBRAs:
Exploring motivations for brand-related social media use. International Journal of
advertising, 30(1), pp.13-46.

Tiggemann, M. and Zinoviev, K., 2019. The effect of# enhancement-free Instagram
images and hashtags on women’s body image. Body image, 31, pp.131-138.

Socio-Cultural Variations ...

Page 75


https://www.imarcgroup.com/india-sexual-wellness%20market#:~:text=The%20India%20sexual%20wellness%20market,one's%20sexual%20desires%20and%20needs
https://www.imarcgroup.com/india-sexual-wellness%20market#:~:text=The%20India%20sexual%20wellness%20market,one's%20sexual%20desires%20and%20needs
https://www.imarcgroup.com/india-sexual-wellness%20market#:~:text=The%20India%20sexual%20wellness%20market,one's%20sexual%20desires%20and%20needs
https://www.alliedmarketresearch.com/india-sexual-wellness-market-A16216#:~:text=The%20India%20sexual%20wellness%20market,5.8%25%20from%202021%20to%202030
https://www.alliedmarketresearch.com/india-sexual-wellness-market-A16216#:~:text=The%20India%20sexual%20wellness%20market,5.8%25%20from%202021%20to%202030
https://www.alliedmarketresearch.com/india-sexual-wellness-market-A16216#:~:text=The%20India%20sexual%20wellness%20market,5.8%25%20from%202021%20to%202030
https://www.alliedmarketresearch.com/india-sexual-wellness-market-A16216#:~:text=The%20India%20sexual%20wellness%20market,5.8%25%20from%202021%20to%202030
https://www.expertmarketresearch.com/reports/india-sexual-wellness-market
https://www.expertmarketresearch.com/reports/india-sexual-wellness-market

[10]

[11]

[12]

[13]

[10]

[17]

[18]

[19]

DANADYAKSA

Vol. 2 No. 1, (2024), 58 - 77 e-ISSN: 3025-8545

Ajzen, 1., 1991. The theory of planned behavior. Organizational behavior and human
dectsion processes, 50(2), pp.179-211.

Ajzen, 1., 1985. From intentions to actions: A theory of planned behavior. In Action
control: From cognition to bebavior (pp. 11-39). Berlin, Heidelberg: Springer Berlin
Heidelberg.

Ivancevich, J.M., Matteson, M.T. and Konopaske, R., 1990. Organizational behavior
and management.

Leonard, M., Graham, S. and Bonacum, D., 2004. The human factot: the critical
importance of effective teamwork and communication in providing safe care. BMJ

Quality & Safety, 13(suppl 1), pp.i85-i90.

Ramayah, T., Lee, ].W.C. and Mohamad, O., 2010. Green product purchase intention:

Some insights from a developing country. Resources, conservation and recycling, 54(12),
pp.1419-1427.

Paul, J., Modi, A. and Patel, J., 2016. Predicting green product consumption using
theory of planned behavior and reasoned action. Journal of retailing and consumer
services, 29, pp.123-134.

White Baker, E., Al-Gahtani, S.S. and Hubona, G.S., 2007. The effects of gender and
age on new technology implementation in a developing country: Testing the theory
of planned behavior (TPB). Information Technology & People, 20(4), pp.352-375.

Dean, M., Raats, M.M. and Shepherd, R., 2012. The role of self-identity, past
behavior, and their interaction in predicting intention to purchase fresh and processed
organic food 1. Journal of applied social psychology, 42(3), pp.669-688.

Teng, Y.M., Wu, K.S. and Liu, H.H., 2015. Integrating altruism and the theory of
planned behavior to predict patronage intention of a green hotel. Journal of Hospitality
& Tonrism Research, 39(3), pp.299-315.

Chen, M.F. and Tung, P.]., 2014. Developing an extended theory of planned behavior
model to predict consumers’ intention to visit green hotels. International journal of
hospitality management, 36, pp.221-230.

Ha, H.Y. and Janda, S., 2012. Predicting consumer intentions to purchase energy-
efficient products. Journal of Consumer Marketing, 29(7), pp.461-469.

Khare, A., 2015. Antecedents to green buying behaviour: a study on consumers in an
emerging economy. Marketing Intelligence & Planning, 33(3), pp.309-329.

Lee, M.]., 2005. Effects of attitude and destination image on association members' meeting
participation intentions: Development of meeting participation model. Kansas State University.

Socio-Cultural Variations ...

Page 76



[25]

[26]

DANADYAKSA

Vol. 2 No. 1, (2024), 58 - 77 e-ISSN: 3025-8545

Ajzen, 1. and Fishbein, M., 1972. Attitudes and normative beliefs as factors
influencing behavioral intentions. Journal of personality and social psychology, 21(1), p.1.

Kim, E., Ham, S., Yang, LS. and Choi, J.G., 2013. The roles of attitude, subjective
norm, and perceived behavioral control in the formation of consumers’ behavioral
intentions to read menu labels in the restaurant industry. International Journal of
Hospitality Management, 35, pp.203-213.

Bandura, A., 2001. Social cognitive theory: An agentic perspective. Annual review of
psychology, 52(1), pp.1-26.

Nittala, R. and Moturu, V.R., 2023. Role of pro-environmental post-purchase
behaviour in green consumer behaviour. [7lakshan-XIMB Journal of Management, 20(1),
pp.82-97.

Kléckner, C.A., 2013. A comprehensive model of the psychology of environmental
behavior—A meta-analysis. Global environmental change, 23(5), pp.1028-1038.

Sarstedt, M., Ringle, C.M. and Hair, J.F., 2021. Partial least squares structural equation
modeling. In Handbook of market research (pp. 587-632). Cham: Springer International
Publishing.

Fornell, C. and Larcker, D.F., 1981. Evaluating structural equation models with
unobservable variables and measurement error. Journal of marketing research, 18(1),

pp.39-50.

Lin, S.H. and Hsieh, P.J., 2010. Book Review: Kline, RB (2005). Principles and
Practice of Structural Equation Modeling. New York: Guilford. 366 pp., $40.50
paperback, ISBN 978-1-57230-690-5. Research on Social Work Practice, 20(1), pp.126-
128.

Tan, C.S., Ooi, H.Y. and Goh, Y.N., 2017. A moral extension of the theory of planned
behavior to predict consumers’ purchase intention for energy-efficient household
appliances in Malaysia. Energy Policy, 107, pp.459-471.

Taufique, K.M.R. and Vaithianathan, S., 2018. A fresh look at understanding Green
consumer behavior among young urban Indian consumers through the lens of

Theory of Planned Behavior. Journal of cleaner production, 183, pp.46-55.

Socio-Cultural Variations ...

Page 77



