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(Abstract) 
The study is aimed to determine the effect of marketing slogans (free from side 
effects and efficacy) on the phytomedicine purchase intention. In order to 
establish these relationships the study adopted a survey by questionnaire method 
to collect data from the patients, who visited ayurvedic hospitals, clinics, and 
pharmacies for the treatment of their ailments. A convenient sampling method 
was adopted by using an intercept approach to collect the data from a sample of 
225 patients. Data analysis was carried out in the SPSS using regression 
technique. Findings of the study reveal that both the marketing slogans (free 
from side effects and efficacy) have significant impact on the phytomedicine 
purchase intention. These two marketing slogans jointly explain 30 percent of the 
variance in phytomedicine purchase intention.  
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Introduction 

Phytomedicine or herbal medicine as a part of traditional medicines consist of ancient 
ways and methods of treatment by using herbs. About 80% of the world's population, still 
rely on phytomedicines as a means of primary healthcare (Srivastava et al., 2019). 
Transferring progressively over numerous generations within civilizations before the 
invention of allopathic means of care, it has evolved in the form of globally recognized 
healthcare systems such as Ayurveda, Traditional Chinese medicine, Kempo, and Unani 
medicine. 

The belief among people regarding traditional medicines was fostered due to some 
incomprehensible reasons. They learned the use of herbs through the trial and error 
method and started believing that medicines acquired from plants are completely free 
from side effects and have high efficacy in comparison to modern treatment methods 
(Ekor, 2014; Patwardhan, 2016). The belief is strongly backed by the studies of Karimi et 
al. (2015) who reported that more than one lakh deaths in the USA occur due to toxicities 
of allopathic medicines and very few die of adverse reactions to herbal medicines.  
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It means that herbal drug toxicity accidents occur less frequently than synthetic drugs. 
This belief has fuelled the adoption of phytomedicine as an important source of treatment 
of several diseases in both developed and developing countries. Europeans are reported as 
the largest consumers of phytomedicines. The blend of plant extracts in standardized form 
is used to treat depression, headache, diarrhea, menopause, diabetes, allergies, burns, cold, 
and rashes. These medicines are made available to consumers in liquid, viscous or solid 
forms (Calixto, 2000). 

The success of phytomedicines against modern synthetic drugs is a result of obscure 
beliefs strengthened by popular marketing gimmicks of ‘free from side-effects’ and 
‘efficacy’ (Patwardhan, 2016; Odiboh et al., 2017). These are reported as the most widely 
used unique selling prepositions (USPs) for phytomedicines. Marketing claims of 
phytomedicine manufacturers have an increased tendency to make hyperbolic claims 
through marketing campaigns (Ahmad et al., 2015). The advertisement promotions made 
related to efficacy and side effects are highly persuasive than being informational. 
Crawford, &Leventis (2005) argued that there is a huge discrepancy between the claimed 
quality and advantages of phytomedicines and the actual health benefits perceived by 
users. The reason is that the preparation of phytomedicines barely conforms to quality 
benchmarks (Gunjan, 2015).  

USPs are primarily used to create a distinctive image of the product offering in the minds 
of consumers and the marketplace. Product USPs as marketing tactics are increasingly 
used to reshape customer intention to purchase phytomedicines (Blythe, 2004). The use of 
misleading marketing tactics popularising hyperbolic prepositions and exaggerated claims 
are also becoming increasingly common with an increase in the use of herbal medicine as 
means of safe and efficient healthcare alternative (Tyler, 2000; Roush, 2016). In light of 
the above discussion, it becomes imperative to understand the role of these unscientific 
claims marketed as product USPs in modulating consumers' preference touse 
phytomedicines. Further, the technological intervention in the production of 
phytomedicines also makes it a topic of prime interest. Thus, the study identifies two 
popular marketing USPs such as free from side effects and efficacy and attempts to 
understand their impact on consumers' intention to purchase phytomedicines. 
Phytomedicine purchase intention is taken as a dependent measure. 

Literature Review 

An exponential rise has been witnessed in the intention of people towards using 
phytomedicines across the globe (WHO, 2004). In recent times, more than 4 billion 
people around the world depend on drugs derived from plants which also forms 25 
percent of total prescribed drugs in the USA and around 50 percent of medical 
prescriptions issued in Germany (Nirmal et al., 2013; Srivastava et al., 2019; Dettweiler et 
al., 2019). China and India are the top producers and consumers of phytomedicines among 
Southeast Asian countries (Lange, 2006). In India, more than 8000 herbal remedies are 
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brought to the use of the public through the Ayush system (National Health Portal, 2016). 
The growth in the consumption of phytomedicines is attributed to the health benefits of 
traditional medicines, efficacy, increasing awareness of side effects of modern synthetic 
drugs, increasing use of preventive medicines and supplementary foods, and 
unaffordability of modern treatment procedures (Ekor, 2014; Srivastava et al., 2019). 
Moreover, the growing intention to use herbal medicines is also attributed to the 
perception among the public that phytomedicines are free from side effects and have high 
efficiency (The Vegan Business Magazine, 2019). It is because herbal drugs are widely 
promoted by using these prepositions in marketing campaigns (Thanisorn, & 
Bunchapattanasakda, 2011;Patwardhan, 2016). The claim of being free from side effects 
rests on the production-oriented philosophy of being handmade and 100 percent organic 
(Rowey&Spiezia, 2006) which also reinforces the perception of good quality. Thanisorn, 
&Bunchapattanasakda (2011) argued that perception of quality and being natural 
significantly affects consumer expectations and trust which in turn nurtures their intention 
to purchase. 

Free from Side Effects 

The Marketing punch line ‘Free from side effects’ is widely recognized in connection to 
phytomedicines because of its repetitive use in their promotion. Ahmad et al. (2015) in 
their study revealed that around 95 percent of advertisements and product labels promote 
herbal medicines as 100 percent safe. The high usage of the term with phytomedicine 
promotion and its endorsement by influential personalities has translated it into a belief 
among common people (Patwardhan, 2016) that has consequently led to increased use of 
phytomedicine as the first source of treatment.  Researchers such as Chen (2010) and  
Suganya and Hamsalakshmi (2017) reported that people give high ratings to the 
perception of phytomedicine being a side effect free drug and it significantly affects their 
buying behavior. While Adlakha & Sharma (2019) deduced that 80 percent of people 
strongly hold the belief in them and agree that it affects their intention to use with a mean 
score of 4.70 on a five-point Likert scale.Based on the above discussion, the following 
hypothesis is proposed: 

H1: The marketing slogan ‘free from side effects’ significantly affects consumers’ 
phytomedicine purchase intention. 

Efficacy 

Merriam Webster dictionary defines efficacy as, “the power to produce an effect” 
(Merriam Webster, 2022). The ability of phytomedicines to produce strong effects 
depends on the quality of plants or raw material used in the production process. The 
chemical properties and pharmacological behavior of final drugs are greatly affected by 
the quality of raw material which can not be standardized due to varying extraction or 
harvesting techniques, environmental conditions, and methods of storage (Bao et al., 
2017). Some of the popular efficacy claims made by phytomedicine producers include 
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pure herbal medicine, being 100 percent diabetes free, quick weight loss, rapid relief, 
male genital enlargement in 30 days, treating erectile dysfunction in a single dose, etc. 
(Ahmad et al., 2015).Odiboh et al. (2017) reported that more than 60 percent of 
participants in Nigeria perceived high efficacy of phytomedicines. While Wang et al. 
(2008) and  Adlakha, & Sharma (2019) found that efficacy is the strongest influencer of 
phytomedicine consumption. Sim et al. (2013) while studying the use of phytomedicines 
by breastfeeding women reported that they use herbal medicines because of perceived 
safety and efficacy. Customers’ conviction in the efficacy of herbal drugs propels their 
use. Based on above discussed literary findings, the following hypothesis is proposed: 

H2: Efficacy of phytomedicine significantly affects consumers’ phytomedicine 
purchase intention. 

In light of the above discussion, a conceptual framework is proposed as a tool to 
understand the underlying relationships between different predictor and criterion 
variables. It includes two marketing USPs viz. free from side effects and efficacy as 
independent measures and phytomedicine purchase intention is considered as a dependent 
variable (Figure 1). 

 

Figure 1:  Conceptual Framework 

Research Methodology 

Population and Data Collection 

The population for the study consisted of patients from the Kashmir Division visiting 
Ayurvedic hospitals, clinics,and pharmacies for the treatment of different ailments. The 
data was collected with the help of a well-structured questionnaire containing statements 
explaining the constructs under study. The data was collected through the intercept 
survey method (Schneider, 2013; Buschmann, 2019). The measurement instrument was 
divided into two parts. Part I captured information related to demographic characteristics 
of patients viz. age, gender, income, marital status, and education. Part II consisted of 
statements that captured information related to independent and dependent variables. 
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Sample Size and Sampling Technique 

The sample size for the current study was decided following the itemized sampling 
criteria. Itemized sampling lays that a minimum of 10 respondents per item are required 
to test any theory or hypothesis(Hair et al., 1998). The measurement instrument for the 
study consisted of 14 items which means that a sample size of 140 respondents was 
appropriate. However, a sample of 225 respondents was considered adequate to conduct 
various statistical tests. The convenience sampling method was used to obtain a 
representative sample of respondents. Non-Probability sampling is generally considered 
when a sampling frame is not available to serve the purpose of using the probability 
sampling method (Sharma, 2017). 

Operationalization of variables 

Both dependent and independent variables are operationalized as reflective constructs. 
Reflective construct describes the items as a reflection of the constructed variable. The 
dependent variables consists of 05 items and independent variables of free from side 
effects consisted of 04 items and efficacy was measured using 05 indicators. The 
constructs were measured on a five-point Likert scale ranging from 01 to 05 (01 being 
strongly disagreed and 05 being strongly agreed). 

Demographic variables were operationalized as categorical variables. Age consisted of 04 
response categories identifying different classes of age such as Below 20 years, 21-40 
years, 41-60 years, and Above 60 years of age. Gender has two mutually exclusive 
response categories such as male and female while income consisted of 04 response 
categories depicting different income classes such as Below 10,000, 10,001 to 30,000, 
30,001 to 50,000, and Above 50,000. Education has four mutually exclusive and 
collectively exhaustive response categories such as Hr. sec and Below, graduation, post-
graduation, and Above post-graduation. 

Measurement Model, Reliability and Validity 

The model consisted of 14 items measuring three constructs. The results of confirmatory 
factor analysis (CFA), reliability, and validity are presented in Table 1. A Maximum-
likelihood approach was adopted for the present study. Various fit indices such as chi-
square fit statistics/degree of freedom (CMIN/df), goodness-of-fit index (GFI), 
comparative fit index (CFI), root mean square error of approximation (RMSEA), and root 
mean square residual (RMR) were calculated to examine the fitness of the measurement 
model. The results deciphered that all fit indices are within acceptable range with 
CMIN/df=1.98 (Sig. @ 0.05), GFI=0.901, CFI=0.938, RMSEA=0.068 and RMR=0.054. 
All the criteria signify a good fit for the model. All the items belonging to three constructs 
have factor loading above the 0.70 threshold limit. 

Reliability was established with the help of Cronbach's Alpha and composite reliability 
measures. All the constructs have a reliability score above the threshold limit of 0.70 
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(Hair et al., 2013). Validity was examined with the help of average variance extracted 
(AVE) and discriminant validity measures. All the constructs have an AVE score above 
0.50 and the correlation coefficient for all the three variables are below the square root of 
their respective AVE estimates(Ozkara et al., 2017). The results presented in Table 1 infer 
good reliability, convergent, and discriminant validity of the measurement model. 

Table 1: Results of Confirmatory Factor Analysis and Reliability/Validity Estimates 

Constructs Items Std. Factor 
Loadings 

AVE CA CR Discriminant Validity 

FSE EFF PPI 

Free from Side 
Effects (FSE) 

FSE1 0.934 0.848 0.960 0.957 0.921   

FSE2 0.909 

FSE3 0.928 

FSE4 0.912 

Efficacy 
(EFF) 

EFF1 0.953 0.847 0.963 0.965 0.523 0.920  

EFF2 0.948 

EFF3 0.969 

EFF4 0.931 

EFF5 0.789 

Phytomedicine 
Purchase 
Intention (PPI) 

PPI1 0.892 0.792 0.953 0.950 0.601 0.625 0.890 

PPI2 0.914 

PPI3 0.879 

PPI4 0.895 

PPI5 0.868 

Source: Data collected by the scholars for the study. 

Results and Discussion 

Sample Characteristics  

Table 2 portrays the sample characteristics of the survey participants. The descriptive 
statistics of demographic variables such as age, gender, income, and education are 
presented in the form of frequency, percentage, and cumulative percentage.The results 
reveal that the highest percentage of respondents belong to the age group of 41-60 years 
(41 percent) while the lowest percentage belong to the age group of Below 20 years (13 
percent). 
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Table 2. Sample Characteristics. 
Sample Categories  Frequency Percentage Cumulative 

Percentage 
Age (years) 
Below 20 30 13% 13% 
21-40 65 29% 42% 
41-60 93 41% 83% 
Above 60 37 16% 100% 
Gender 
Male 142 63% 63% 
Female  83 37% 100% 
Income (monthly/INR) 
Below 10,000 67 30% 30% 
10,001 - 30,000 98 44% 73% 
30,001 - 50,000  36 16% 89% 
Above 50,000 24 11% 100% 
Education 
Hr. sec and Below 43 19% 19% 
Graduation 108 48% 67% 
Post-graduation 61 27% 94% 
Above post-graduation 13 6% 100% 

Source: Data collected by the scholars for the study. 

The low percentage of young consumers may be due to their increased tendency towards 
using modern allopathic medicines due to their quick effects and low faith in herbal 
drugs. The maximum percentage of participants were males (63 percent) and the rest 
were females (37 percent). The monthly income was asked to know the buy-ability of 
survey participants. The results depict that the highest percentage of respondents earned a 
monthly income between 10,001-30,000 (44%) while a small percentage (11 percent) of 
respondents earned a monthly income of Above 50,000. It infers that most people belong 
to lower-middle-class income strata. Lastly, the descriptive statistics of educational 
background portray that the highest percentage of respondents have pursued their 
graduation degree (48% percent) and the lowest percentage are qualified above post-
graduation level (6% percent). 

Regression Results 

The linear regression results are presented in Table 3. It displays the standard regression 
estimates along with T-value and significance level. The results in the table reveal a 
significant positive effect of free from side effects marketing slogan on phytomedicine 
purchase intention with β=0.397 significant at <0.001 level of confidence. Hence, H1 is 
supported. It is because the phytomedicine consumers from generations have acquired the 
understanding that herbal drugs do not cause adverse drug reactions which still needs 
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scientific validation (Tayadeand Kulkarni, 2011). The claim still stands true to a limited 
extent when compared to modern synthetic drugs (Karimi et al., 2015). The results 
corroborate the findings of Suganya and Hamsalakshmi (2017) and Adlakha and Sharma 
(2019), who reported that consumers weighted the safety concern highest among the 
factors that influence their intention to consume phytomedicines. Adlakha and Sharma 
(2019) further mentioned that the highest mean score of 4.70 was reported for safety i.e 
medicine being free from side effects on the five-point rating scale. 

Results displayed in Table 3 also show that efficacy has a significant positive effect on 
phytomedicine purchase intention with β=0.253 significant at <0.05 level of confidence. 
Therefore, H2 is also supported. It can be attributed to the blind belief of consumers they 
acquired from tall claims made by phytopharmaceutical companies through 
advertisement and other promotional activities, which are not extensively true (Ahmad et 
al., 2015). The results find support in the arguments of Wang et al. (2008)and Sim et al. 
(2013) who deciphered that the efficacy belief of phytomedicines is the strongest 
influencer of consumer purchase intention. A similar claim was made by Odiboh et al. 
(2017) while studying the consumption behavior of Nigerian consumers. 

Finally, the adjusted R-square value of 0.305 presents that the two exogenous variables 
such as free from side effects and efficacy explain more than 30 percent of the variance in 
the endogenous variable of phytomedicine purchase intention. The remaining 70 percent 
of the variance is explained by other variables not considered for the study. 

Table 3: Regression Results. 
DV: Phytomedicine Purchase Intention 
Variables  Std. Coefficients Std. Error 

Coefficients 
T-

Value  
Sig. Decision 

Constant  0.393 1.712 0.090  
Free from Side 
Effects 

0.397 0.109 4.239 0.000 Supported 

Efficacy 0.253 0.106 2.699 0.008 Supported 
Adjusted R-square 0.305       

Source: Data collected by the scholars for the study. 

Conclusion 

The study attempted to evaluate the effect of marketing slogans namely free from side 
effect and efficacy on the phytomedicine purchase intention. After a proper analysis of 
the data, study finally concludes that patients are more conscious about the side effects of 
phytomedicines while taking any purchase decision. Patients are of the belief that 
phytomedicine are safe and secure to use as endorsed by the ayurvedic drug 
manufacturing companies in their marketing slogans. But, to what extent these medicines 
are free from any kind of side effect is still a question mark that need scientific validation. 
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Further efficacy is priority of every patient while purchasing any kind of medicine. The 
study has found significant results regarding the relationship between efficacy and 
phytomedicine purchase intention. Patients are in agreements to the marketing slogans of 
companies claiming to have high level of phytomedicine efficacy. Therefore, need of an 
hour is to scientifically validate the impact of both the marketing slogans i.e. free from 
side effect and efficacy on consumers purchase intention before making generalization of 
the results.  
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