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Abstract 

The rise in popularity of herbal products, driven by their perceived natural safety and efficacy, has led to 

increased consumer demand and scrutiny. This study investigates customer perceptions of packaging, 

convenience, social media marketing, and brand equity for herbal products distributed in Negros Island, 

Philippines. The objectives were to assess perceptions of packaging elements, evaluate convenience 

aspects, analyze social media marketing effectiveness, and measure brand equity. It also examined the 

relationships between packaging, social media marketing, and brand equity. 

Employing a quantitative approach with descriptive comparative and correlational designs, the study 

utilized a sample of 385 respondents, selected through purposive quota sampling. Data were collected via 

a customized questionnaire, and statistical analysis was performed using mean, standard deviation, and 

Spearman’s rho. Results indicated high customer satisfaction with packaging, especially regarding printed 

information. Transaction convenience was rated highest among convenience aspects, while access 

convenience was noted as an area for improvement. Social media marketing was positively perceived, 

with interaction valued most highly. The study found significant positive correlations between packaging 

and brand equity (r = 0.692, p < 0.001) and between social media marketing and brand equity (r = 0.447, 

p < 0.001). 

The findings underscore the importance of effective packaging and strategic social media engagement in 

enhancing brand equity. Improved packaging and robust social media marketing strategies are crucial for 

building customer trust, satisfaction, and brand loyalty. The study provides actionable insights for herbal 

product distributors to optimize their marketing approaches and strengthen their brand positioning. 
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Introduction 

The widespread use of herbal products as remedies or supplements stems from the belief that their natural 

origins suggest reduced risk, fostering a perception of safety (Ichim, 2019). These products often serve as 

alternatives to pharmacological treatments (Kenda et al., 2021) and are integral to healthcare systems in 

many countries, with broad availability in health food stores and online (Başaran et al., 2022). Demand 

for herbal products has surged in recent years (Ramli & Arumugam, 2021). 

In the Philippines, the demand for herbal medicinal products has risen (Alfeche et al., 2019). To address 

the widespread use of these remedies, the Philippine Institute of Traditional and Alternative Health Care 

was established to regulate and integrate herbal medicine into the national healthcare system. This ensures 
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the standardization of quality and potency, guaranteeing safe and effective treatments for consumers 

(Olivar et al., 2016; Zarsuelo et al., 2018). 

Packaging is critical in product quality, safety, and shelf life (Coelho et al., 2020; Vasile & Baican, 2021). 

However, environmental concerns have led to greater scrutiny of packaging methods, requiring a balance 

between functionality and sustainability (Nguyen et al., 2020). Packaging also prevents contamination, 

extends shelf life, and influences consumer decisions (Alamri et al., 2021; Muzayyanah et al., 2021). 

Consumers value packaging and are willing to pay extra for products with superior safety and convenience 

(Kapoor & Kumar, 2019). 

Convenience plays a significant role in marketing by simplifying processes and reducing effort for users 

(Chang & Polonsky, 2012; Pham et al., 2018; Lai & Liew, 2021). Businesses are increasingly adopting 

social media marketing as a replacement for traditional methods due to its convenience and immediacy 

(Chen & Dermawan, 2020). Social media has reshaped corporate strategies, enabling efficient 

communication and brand identity building (Felix et al., 2017; Al-Zyoud, 2018; Dwivedi et al., 2021). It 

has also transformed the flow of information, significantly influencing consumer perceptions, decision-

making, and brand equity (Zahoor & Qureshi, 2017). 

Brand equity, a valuable intangible asset, is key to conveying value and gaining a competitive advantage 

(Keller, 1993; Tran et al., 2020; Kusmayanti et al., 2020). Companies aim to enhance their brand equity 

through social media marketing, which plays a vital role in building and strengthening brand identity 

(Adetunji et al., 2018; El Zein et al., 2020). While much research explores the individual aspects of 

packaging, convenience, social media marketing, and brand equity, there is a noticeable gap in the 

literature regarding studies that examine these factors together. This study aims to address that gap by 

investigating the combination of these variables in the marketing of herbal products. 

 

Objective of the Study 

This study aimed to evaluate customer perceptions regarding packaging, convenience, social media 

marketing, and brand equity of an herbal product distributor in Negros Island. Specifically, it sought to 

achieve the following objectives: 

1. Assess customer perceptions of packaging, focusing on elements such as color, design, material, 

printed information, and font style. 

2. Evaluate customer perceptions of convenience, including search, possession/post-purchase, 

evaluation, access, and transaction convenience. 

3. Analyze customer perceptions of social media marketing, considering entertainment, interaction, 

trendiness, advertisement, and customization. 

4. Measure customer perceptions of brand equity, covering brand awareness, brand associations, 

perceived quality, and brand loyalty. 

5. Examine the correlation between (a) packaging and brand equity and (b) social media marketing and 

brand equity. 

 

Literature Review 

This study integrates four key theoretical frameworks. Kano's theory of attractive quality informs the 

packaging strategy, linking objective and subjective aspects of product quality. The theory of planned 

behavior (TPB) guides the analysis of consumer behavior regarding convenience, emphasizing the link 

between beliefs and actions. Social marketing theory shapes the approach to social media marketing, 

https://www.ijfmr.com/


 

International Journal for Multidisciplinary Research (IJFMR) 
 

E-ISSN: 2582-2160   ●   Website: www.ijfmr.com       ●   Email: editor@ijfmr.com 

 

IJFMR240527946 Volume 6, Issue 5, September-October 2024 3 

 

aiming to promote socially beneficial behaviors. Finally, Aaker's (1991) brand equity model frames the 

evaluation of brand strength, focusing on loyalty, awareness, perceived quality, and associations. 

 

Packaging 

Effective packaging plays a crucial role in marketing, serving as both a communicator of product 

information and a facilitator of interactions between manufacturers, retailers, and consumers (van Esch et 

al., 2019). Packaging consists of brand identity, design, and labeling (Purnamasari & Nurdian, 2020), and 

its influence extends to consumer perceptions and purchase decisions (Yunus & Dida, 2017). High-quality 

packaging positively impacts satisfaction by enhancing product perception (Dash, 2021). Color and design 

also shape consumer attitudes and evaluations, affecting brand perception and purchase behavior (Spence 

& Velasco, 2018; Bezaz & Kacha, 2021; Martinez et al., 2021). 

The material and design of packaging not only provide protection but also play a role in product visibility, 

consumer experience, and competitiveness (Rodríguez-Rojas et al., 2019; Ciotea & Popa, 2019). 

Packaging elements such as fonts further influence consumer decisions by enhancing information 

comprehension (Miyazono et al., 2021; Haque et al., 2018). Ultimately, packaging serves as a multifaceted 

tool in product marketing, combining functionality, aesthetics, and communication (Simmonds et al., 

2019; Natadjaja et al., 2020). 

 

Convenience 

The theory of planned behavior (TPB) emphasizes how beliefs directly shape behavior (Ajzen, 1985; 

2020). Convenience has become a central concern for consumers, influencing product redesign and 

purchasing habits (Vikaliana et al., 2021). Aspects such as accessibility, service frequency, and comfort 

are crucial to the convenience experience (Ulak et al., 2020). Search convenience, involving the ease of 

finding products, and post-purchase convenience, including returns and customer service, are significant 

factors that impact consumer satisfaction and loyalty (Adhimursandi et al., 2021; Bhatt & Khokhar, 2020). 

Technological advancements have enhanced access and transaction convenience, reducing the time and 

effort required for purchasing decisions (Berry et al., 2002; Benoit et al., 2017). 

 

Social Media Marketing 

Social marketing theory focuses on promoting beneficial behaviors through strategic communication. 

Social media is essential in modern marketing, helping brands build awareness, engage consumers, and 

shape trends (Mukherjee, 2020; Lamberton & Stephen, 2016). Social media platforms enable real-time 

interaction, information sharing, and consumer feedback, making them valuable tools for promoting 

healthy lifestyles and herbal products (Ebrahim, 2020; Huang et al., 2017). Additionally, the entertainment 

value of social media content fosters engagement and favorable brand attitudes (Lee & Ma, 2012). 

Customization within social media marketing further enhances consumer experiences by delivering 

targeted, personalized content (Pallant et al., 2020). 

 

Brand Equity 

Aaker's (1991) brand equity model provides a framework for evaluating brand strength based on loyalty, 

awareness, perceived quality, and associations (Aaker, 1991). Brand equity theory underscores the 

importance of a positive brand image, satisfaction, and purchase intention in maintaining a competitive 

edge (Kalampokis et al., 2016; Mokhtar et al., 2018). Strong brand equity enhances consumer trust, loyalty, 
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and preference, ultimately influencing purchasing decisions and market success (Bakhshinezhad et al., 

2019). 

By integrating these theoretical perspectives, the study offers a holistic understanding of how packaging, 

convenience, social media marketing, and brand equity interact to influence consumer behavior. 

 

Methodology 

This research embraced a quantitative methodology, utilizing a combination of descriptive comparative 

and descriptive correlational designs. The study's respondents were customers of herbal products in 

Negros Island, and a purposive quota sampling methodology was employed. Given that the population of 

customers from different branches was unknown, a sample size of 385 was determined using a Z-score 

computation for an unidentified population. A tailored questionnaire was used for data collection. The 

instrument was meticulously crafted based on existing research, and responses were measured using a 

four-point Likert-type scale, providing essential data for addressing the study's problem statement. 

Content validity was assessed using the Content Validity Index (CVI), with a panel of 15 experts 

calculating CVIs for each construct (packaging, convenience, social media marketing, and brand equity) 

based on the Lawshe Validity Model. Each CVI exceeded the recommended threshold of 0.600, 

confirming the instrument's validity. To ensure reliability, the instrument was pretested on 30 participants, 

and Cronbach’s alpha was used to assess internal consistency, yielding values of 0.844 for packaging, 

0.840 for convenience, 0.803 for social media marketing, and 0.736 for brand equity, all surpassing the 

acceptable threshold of 0.70. 

Prior to data collection, permission was obtained from the herbal product distributor. The researcher 

distributed printed questionnaires to all branches, with the assistance of staff members, ensuring data 

integrity through guided question interpretation. Completed questionnaires were collected and analyzed 

to assess respondent perceptions. 

Ethical considerations were central to this study, ensuring respect for participants' values, beliefs, and 

customs. Informed consent was obtained after fully briefing participants on the study's objectives, risks, 

and benefits, with extra care given to vulnerable groups. The researcher minimized risks to participants’ 

well-being and ensured privacy and confidentiality by safeguarding sensitive information and 

anonymizing data. The study adhered to principles of justice, ensuring fair selection and equitable benefits 

for all participants. As a trained researcher, the researcher-maintained transparency and compliance with 

data protection regulations, ensuring the integrity and security of all collected data. 

To gauge the perception of customers on packaging, convenience, social media marketing, and brand 

equity of herbal products, statistical tools such as mean and standard deviation were used, while 

Spearman’s rho assessed the strength of associations among the variables. Non-parametric methods were 

chosen due to data non-normality and lack of homoscedasticity. 

 

Results and Discussion 

The extent of customers' perception of herbal product packaging, when considered collectively, reveals a 

very high rating, with an overall mean score of 3.70 and a standard deviation of 0.219. Among the 

packaging components, printed information received the highest rating (mean of 3.82, standard deviation 

of 0.235), while packaging design and font style received the lowest ratings (mean of 3.60, with standard 

deviations of 0.337 and 0.330, respectively). These results suggest that customers place significant 

importance on printed information, using it to understand product details and build trust and reliability 
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toward the brand. This emphasis aligns with research indicating that printed information is crucial for 

consumer decision-making and product acceptance (Ifeoma, 2020; Feng et al., 2022). 

Regarding the convenience of herbal products, the highest rating was given to transaction convenience 

(mean of 3.87, standard deviation of 0.210), while access convenience received the lowest rating (mean 

of 3.66, standard deviation of 0.317). The overall convenience rating was 3.72 with a standard deviation 

of 0.216, reflecting a very high extent of convenience. These findings highlight that customers value ease 

of transactions and prompt service, though they experience minor challenges in accessing the products. 

This supports the importance of transactional convenience in shaping consumer attitudes and satisfaction 

(Martínez-López et al., 2020; Dwijayanti, 2021; Komang et al., 2021; Lina et al., 2022). 

In terms of social media marketing, customers rated interaction the highest (mean of 3.95) and 

customization the lowest (mean of 3.80). The overall social media marketing dimension received a mean 

rating of 3.91 with a standard deviation of 0.110, indicating a significant extent of positive perception. 

This suggests that customers value engaging relationships with herbal product distributors through social 

media, which enhances communication and shapes perceptions positively. The findings align with 

research on social media’s role in influencing purchasing intentions and brand attachment (Yohanna, 

2020; Efendioǧlu, 2022; Abrar et al., 2017; Zhang et al., 2021). 

For brand equity, the highest rating was for brand loyalty (mean of 3.83, standard deviation of 0.184), 

while brand associations received the lowest rating (mean of 3.75, standard deviation of 0.153). The 

overall brand equity dimension had a mean rating of 3.78 with a standard deviation of 0.118, indicating 

strong positive perceptions. This high level of brand loyalty reflects customers' high regard for the herbal 

products, suggesting that they view the brand as synonymous with quality. Loyalty affects behavior, which 

has a ripple effect on marketability (Soliman, 2023). This loyalty fosters repeat purchases and advocacy, 

supported by research showing the link between brand equity and customer loyalty (Hariharan et al., 

2018). 

 

Table 1 Correlational Analysis 

Dimension R p- value Sig. @0.05 

Packaging and Brand Equity 0.692 0.000 Significant 

Social Media Marketing and Brand Equity 0.447 0.000 Significant 

 

The correlation analysis reveals a significant association between packaging and brand equity, with an r-

value of 0.692 and a p-value of 0.000. This robust correlation leads to the rejection of the null hypothesis, 

indicating a substantial positive relationship between these variables. The data highlights that the 

packaging dimension plays a crucial role in influencing brand equity. Changes in brand equity can 

reciprocally impact packaging, underscoring the dynamic interaction between these aspects. Customer 

perceptions are closely tied to how companies incorporate sustainable practices and recyclable materials 

in their packaging. This integration not only affects brand equity but also enhances brand image, fostering 

customer loyalty and repeat purchases from herbal distributors. 

Packaging is a key factor in shaping brand equity, impacting customer perceptions through both functional 

and aesthetic characteristics. This finding aligns with previous research, including Daud et al. (2017) and 

Oppong & Phiri (2018), which affirm the significant role of packaging in supporting brand equity. 

Differentiation in packaging strategies is evident: economic brands enhance their equity through robust 

packaging, while organic brands achieve greater brand equity with simpler packaging (Jara et al., 2017). 
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The study's results reinforce the positive impact of packaging on brand equity, consistent with conclusions 

drawn by Muhammad & Muath (2018). 

Similarly, the research establishes a significant and positive relationship between social media marketing 

and brand equity, evidenced by an r-value of 0.447 and a p-value of 0.000. This result leads to the rejection 

of the null hypothesis, indicating a meaningful connection between social media marketing efforts and 

brand equity. The study suggests that social media marketing has a notable influence on brand equity, with 

changes in brand equity impacting the effectiveness of marketing strategies. Positive shifts in brand equity 

contribute to increased brand preference, leading customers to spend more on products or services 

associated with brands exhibiting positive equity. 

These findings are consistent with existing literature, such as Ebrahim (2020), Haudi et al. (2022), and 

Koay et al. (2021), which highlight the impact of social media marketing on consumer-based brand equity. 

The study also emphasizes social media marketing's role in enhancing perceived quality, brand awareness, 

and brand loyalty, as supported by Karamian et al. (2015) and Sağtaş (2022). Engaging in social media 

marketing is seen as a strategic approach to fostering meaningful relationships between brands and 

customers, promoting positive perceptions, and strengthening brand associations, as noted by Riaz et al. 

(2019). 

 

Conclusion 

In conclusion, this comprehensive study provides valuable insights into the factors influencing customer 

perceptions of herbal products. The results reveal a very high overall satisfaction with herbal product 

packaging, emphasizing the critical role of printed information in building customer trust and reliability. 

This aligns with existing research which underscores the importance of clear and detailed product 

information in consumer decision-making. 

Transaction convenience emerged as the most highly valued aspect of product convenience, highlighting 

the importance customers place on ease of transactions and prompt service. However, minor challenges in 

access convenience suggest areas for improvement. This finding reinforces the significant role of 

transactional convenience in shaping consumer satisfaction and reinforces the need for continued focus 

on optimizing the purchasing process. 

The study also highlights the impact of social media marketing, with interaction being highly valued by 

customers. This suggests that engaging and effective communication through social media significantly 

enhances brand perception and loyalty. The positive relationship between social media marketing and 

brand equity underscores its importance in shaping consumer attitudes and driving brand preference. 

Finally, the research establishes association between packaging and brand equity, as well as between social 

media marketing and brand equity. These findings affirm that effective packaging and strategic social 

media engagement are crucial for enhancing brand equity. The dynamic interplay between these factors 

illustrates the interconnected nature of branding elements and their collective impact on consumer loyalty 

and brand strength. Overall, the study’s results offer actionable insights for herbal product distributors to 

refine their strategies, focusing on improving packaging, leveraging social media, and ensuring 

convenience to foster stronger brand equity and customer loyalty. 
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