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Abstract

Self-medication through over-the-counter (OTC) medicines is rising due to convenience and cost
savings. This growing trend of self-medication with OTC medicines necessitates this study to
identify key behavioral factors influencing consumer decisions and promote safer, more informed,
and responsible medication practices. Using a survey-based approach through simple random
sampling and convenience sampling technique, the study validates a proposed conceptual model
through integration of chi square, CFA and SEM, that captures consumer behavior across three
stages: the cognitive stage (information search/awareness), the affective stage (evaluation of
alternatives/perceived trustworthiness), and the behavioral stage (actual purchase
behavior/purchase frequency). The findings demonstrate statistically significant relationships
between demographic variables and behavioral characteristics such as consciousness,
trustworthiness, and assertion, all of which shape consumers’ purchasing patterns. The results
confirm the proposed conceptual model and provide valuable insights into consumer decision-
making for OTC medicines. Practically, the study underscores the importance of promoting
responsible self-medication by encouraging consumers to verify and follow label instructions, seek
expert advice when needed, and remain aware of potential adverse effects, thereby guiding
consumers, sellers, and policymakers toward safer and more informed OTC medication use.
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