
Open Journal of Business and Management, 2021, 9, 2080-2099 
https://www.scirp.org/journal/ojbm 

ISSN Online: 2329-3292 
ISSN Print: 2329-3284 

 

DOI: 10.4236/ojbm.2021.94110  Jul. 30, 2021 2080 Open Journal of Business and Management 
 

 
 
 

The Importance of Value, Image, Credibility and 
Trust to Repurchase Intentions in 
Over-the-Counter Herbal Market in 
Sub-Saharan Africa 

Peter Kwasi Oppong1, John Mensah2*, Matilda Addae2 

1Department of Entrepreneurship and Business Sciences, University of Energy and Natural Resources, Sunyani, Ghana 
2Department of Procurement and Supply Chain Management, Cape Coast Technical University, Cape Coast, Ghana 

 
 
 

Abstract 
The significance of brand image, trust, credibility and perceived value to re-
purchase intentions has received considerable attention of late. However, few 
studies have investigated the impact of image, trust and credibility on repur-
chase intentions through the role of value as high-order construct, particu-
larly in the over-the-counter herbal market. Hence, this study aims at explor-
ing the impact of brand image, trust and credibility on value dimensions and 
in turn, their role in enriching repurchases intentions in the over-the-counter 
herbal market. Data were collected from a sample of 265 customers using a 
systematic sampling method. Structural equation modelling was used to test 
the hypotheses in the study. The study established that brand image, trust and 
credibility positively influence the value dimensions, which in turn, streng-
then repurchase intentions. The study, therefore, recommends that managers 
should develop and harness image, trust, credibility and value dimensions to 
reinforce repurchase intentions in the over-the-counter herbal market. 
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1. Introduction 

The use of plants for health and medicinal purposes for treating and managing 
diseases has been the primary traditional health system across the globe. De-
spite the broad use of modern medicines, the significant contribution of herbal 
medicines to basic health care delivery has gained popularity worldwide in re-
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cent years. WHO (1998: p. 6) defined herbal medicine as “plant-derived mate-
rials or products with therapeutic or other human health benefits which contain 
either raw or processed ingredients obtained from one or more plants”. In 
high-income countries, nearly 80 percent of the population have used various 
forms of complementary and/or alternative medicines (CAM) in their lifetime 
(WHO, 2008). In the less developed countries, herbal medicines often represent 
the only important health care people can refer to. WHO (2011) reported that 
roughly more than half of the developing countries’ population still depends on 
herbal therapies to satisfy their basic health needs. It has been emphasised that 
accessibility, availability, affordability and culturally acceptability of herbal medi-
cines have accounted for their widespread use in developing countries (WHO, 
1998). 

Herbal medicine is often used to offer first-line and basic health service to 
people residing, particularly in rural or poorer communities where it is only 
available or affordable health care (ibid). Furthermore, close to half of Gha-
naians continue to use herbal therapies for combating and managing their ail-
ments (UNDP, 2007). With the ever-growing use of herbal medicine in the 
sub-Saharan Africa, particularly Ghana, the Food and Drugs Authority (FDA) 
and the Traditional Medicine Practice Council (TMPC) has been mandated to 
oversee its production and distribution. The herbal therapies are also bought as 
over-the-counter medications and often sold at pharmacies, over-the-counter 
(OTC) medicine stores and herbal stores. Over the years, there have been inno-
vations in herbal medicinal products resulting from the introduction of modern 
machines and equipment for production and packaging in the sub-Saharan 
Africa. Currently, herbal medicines sold at retail stores are in the form of tablets, 
capsules, ointments, powders and liquids (Essegbey, Awuni, Essegbey, Akuffo-
bea, & Mica, 2014). The rapid increase in the number of traditional medicine 
firms established in the past few years has led to growing competition in the 
OTC market. This might have accounted for narrow product differences, leading 
to lower prices and hence, low profit. It has been noted that strong brand image, 
trust and credibility can engender increased perceived value, which in turn, 
supports customers’ repurchase intentions (Baek & King, 2011; Carnevale, Lou-
reiro, & Kabadayi, 2018; Pham & Nguyen, 2019; Huang, Gao, & Hsu, 2019). En-
hanced customers’ intentions to repurchase can create a platform to secure a 
large market share (Chaudhuri & Holbrook, 2001), which may enable herbal 
medicine firms to gain higher profits to grow in the OTC market. The impor-
tance of brand image (Huang et al., 2019; Pham & Nguyen, 2019), trust (Sir-
deshmukh, Singh, & Sabol, 2002; Carnevale et al., 2018), credibility (Baek & 
King, 2011; Cuong, 2020), in supporting the formation of perceived value (De 
Toni, Eberle, Larentis, & Milan, 2018; Huang et al., 2019), and in turn, its impact 
on repurchase intentions has been well-documented in the literature. 

Moreover, a review of the literature shows that many authors have studied 
perceived value as a single construct (e.g., Zeithaml, 1988; Ryu, Han, & Kim, 
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2008; Cronin, Brady, & Hutt, 2000; Chen & Chen, 2010), and others as a mul-
ti-dimensional construct (e.g., Petrick, 2002; Kantamneni & Coulson, 1996; 
Sweeney & Soutar, 2001; Chuah, Marimuthu, & Ramayah, 2014). However, au-
thors who have examined perceived value as a multi-dimensional construct con-
sidered each dimension as a separate and independent construct (Chauh et al., 
2014; Demirgüneş, 2015; Punniyamoorthy & Raj, 2007), and few authors have 
evaluated the perceived value as a higher-order factorial model measuring the 
dimensions as a first-order construct. Hence, this study sought to examine how 
brand image, trust and credibility influence repurchase intentions through per-
ceived value measuring the dimensions as first-order construct in the OTC her-
bal market. Therefore, this paper contributes to extending the prior studies on 
perceived value by demonstrating the essential role of image, trust and credibili-
ty in supporting repurchase intentions via the combined effect of perceived value 
dimensions in the OTC herbal market. The study also serves as a catalyst for 
managers to develop and harness brand image, trust, credibility and the value 
dimensions to reinforce repurchase intentions in the OTC herbal market within 
the sub-Saharan Africa. 

2. Theoretical Review and Research Hypotheses 
2.1. Repurchase Intentions 

Customers’ repurchase intentions have gained much attention from academia 
and practitioners in the last few years because of their critical role in enhancing a 
firm’s survival in a competitive environment. Repurchase intentions have been 
identified in the literature as one of the customers’ positive behavioural inten-
tions (Rambocas, Kirpalani, & Simms, 2018; Zeithaml, Berry, & Parasuraman, 
1996; Saha & Theingi, 2009; Cronin et al., 2000). Repurchase intentions refer to 
individual consumers’ decision to rebuy a specific service or product from the 
same supplier, despite the current and future circumstances (Hellier, Geursen, 
Carr, & Richard, 2003). Alternatively, Oliver (2010: p. 15) viewed repurchase in-
tentions as a “deeply held commitment to continue buying a brand in the fu-
ture”. The author further suggested that customers’ repurchase intentions stem 
from recurring experiences of positive affect towards a brand. Zeithaml et al. 
(1996) noted that favourable intentions to repurchase a product or service from 
a company indicate that the customers are forging a firm relationship with a 
company. Hence, the intention to repurchase a brand is one of the several ways 
customers demonstrate a high level of loyalty. However, repeat purchase inten-
tion is also affected by several factors, including perceived quality (Zeithaml et 
al., 1996), satisfaction (Hellier et al., 2003), value (De Toni et al., 2018). Rambo-
cas et al. (2018) also contended that customers are likely to engage in repurchase 
behaviour if they receive the best value from their purchases. Chaudhuri and 
Holbrook (2001) also noted that brand trust and affect contribute positively to 
repeat purchase intentions, which can lead to an increase in market share. 
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2.2. Brand Credibility 

Brand credibility is widely acknowledged as one of the most significant factors 
which facilitate consumer brand selection since it lowers purchasing decisions’ 
uncertainty. Brand credibility measures the believability of a brand’s product 
descriptions, which encourages consumers to assume that the brand has the 
ability and willingness to keep its promises consistently (Erdem & Swait, 2004). 
The authors also noted that brand credibility entails trustworthiness and exper-
tise. Trustworthiness is concerned with the consumers’ perceptions of the firm’s 
willingness to keep its promises, whilst expertise refers to its ability to follow 
through on the promise made. Keller (2013) also described brand credibility as 
the extent to which the brand is considered authentic. The brand’s trustworthi-
ness and expertise reflect the combined effect of past and present marketing 
campaigns and activities (Erdem & Swait, 2004). Imperfect and asymmetric in-
formation structure in the market rooted in signalling theory from an informa-
tion economics perspective creates uncertainty about product attributes, leading 
to a high search cost and perceived risk of buying decisions. Consequently, 
credible brands play a critical role in simplifying brand choice decisions by re-
ducing information cost and perceived risks which may generate confidence in 
its product information (Erdem & Swait, 1998). It has also been emphasised that 
credible brands increase the perceived quality and hence, the overall expected 
value of the brand. Empirical studies revealed that brand credibility contributes 
significantly to perceived value (Cuong, 2020; Baek & King, 2011). Hence, the 
following hypothesis is postulated:  

H1: Brand credibility is positively related to perceived value. 

2.3. Brand Trust 

The concept of trust has been studied in a variety of fields, including social psy-
chology, sociology, management, and marketing, but there is no universally ac-
cepted definition. Morgan and Hunt (1994) pointed out that the concept of trust 
is based on confidence expectations and risk. According to the authors, trust re-
fers to the belief that a relational party in exchange would not exploit the weak-
ness of the other party. Thus, trust occurs when an individual has confidence in 
the reliability and integrity of the current relational party. In their view, the 
trusting party’s confidence stems from the strong belief that the trustworthy 
party is reliable and has shown a high degree of integrity, which can be attri-
buted to being consistent, competent, honest, fair, responsible, helpful, and be-
nevolent.  

Chaudhuri and Holbrook (2001) defined brand trust as the willingness of 
customers to rely on the ability of the brand to perform its intended purpose. 
The author further stated in a setting where consumers are more vulnerable due 
to high perceived risks, trust is critical. As a result, products that can be trusted 
are purchased more frequently and typically elicit a higher degree of attitudinal 
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commitment because they are perceived to be reliable, safe, and genuine. Yague- 
Guillen, Munuera-Alemán, and Delgado-Ballester (2003) also viewed brand trust 
as confident expectations about the reliability and intentions of the brand in a 
risky setting. The authors supported the view that risk is a key component of 
trust and that it can influence customers’ choice and behaviour.  

Following this definition, brand trust consists of reliability and intentions. 
Brand’s reliability relates to its competence which is concerned with the percep-
tions that the brand fulfils its specified intent. Brand reliability is essential be-
cause it assures customers that the brand can reliably meet and exceed their ex-
pectations. This can foster positive brand attitudes and serve as the foundation 
for repeat purchases in a customer-brand relationship (Morgan & Hunt, 1994). 
In contrast, brand intentions reflect the belief that the brand would protect the 
consumers’ interests in the event of crisis. In other words, brand intention meas-
ures the understanding of a firm’s behaviour that is characterized by good inten-
tions toward the welfare and interests of its customers in the event of unforesee-
able future risks (Yague-Guillen et al., 2003). Altruism, benevolence, integrity, 
dependability, and fairness are all aspects of brand trust. Studies show that brand 
trust has a positive impact on perceived value (Sirdeshmukh et al., 2002; Carne-
vale et al., 2018). 

Hence, the following hypothesis is formulated: 
H2: Brand trust is positively related to perceived value. 

2.4. Brand Image 

Brand image has long been known as a valuable brand asset that enhances a 
company’s competitive position (Keller, 2013). Brand image, according to Keller 
(1993), refers to consumers’ perceptions of a brand and is manifested in the as-
sociations that are stored in their minds. Brand association is described as any-
thing associated with a brand that conveys the brand’s meaning (Aaker, 1991; 
Keller, 1993). The brand association may take several different forms, but it typ-
ically refers to product-related or non-product characteristics. 

However, an association is made up of brand attributes and/or benefits. Brand 
attributes represent those descriptive attributes that identify a product or service, 
whilst benefits reflect the perceptions of value and meaning that customers relate 
to the product attributes (Keller, 2013). A positive and distinct brand association 
provides differentiation, brand extensions, and a basis for buying decisions, 
processing, and recall of product information, and stimulating positive attitudes 
and feelings about a brand (Aaker, 1991).  

The author further noted that brand image provides the basis for purchase de-
cision and a source of customer satisfaction. Empirical studies also established 
that brand image has a direct effect on perceived value (Pham & Nguyen, 2019; 
Lien, Wen, Huang, & Wu, 2015; Huang et al., 2019). 

Hence, the following hypothesis is posited: 
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H3: Brand image is positively related to perceived value. 

2.5. Perceived Value 

In a highly competitive business environment, the high perceived value of a 
firm’s offering plays a central role in influencing consumers’ purchase inten-
tions, which can provide an edge over the competition. Zeithaml (1988) defined 
perceived value as the customers’ overall judgement of the product’s utility re-
lating to their expectations of what is obtained and what is provided. The author 
further indicated that perceived value is the difference between perceived bene-
fits and sacrifice related to monetary and non-monetary costs. As a result, cus-
tomer perceived value measures the trade-off between the benefits received from 
an offering and the costs of making different choices (Kotler & Keller, 2012). 
Zeithaml (1988) suggested that customers interpret the value in terms of low 
price, whatever they want in a good or service, the quantity they get for the price 
paid, and what they get for what is offered. 

A review of the literature indicates that some researchers have studied and 
operationalised perceived value as a single construct (e.g., Zeithaml, 1988; Ryu et 
al., 2008; Cronin et al., 2000; Chen & Chen, 2010). According to Sánchez-Fernández 
and Iniesta-Benillo (2007), the single-dimensional study of perceived value is 
underpinned by the economic and cognitive-based utilitarian approach to con-
ceptualising and measuring perceived value. Hence, perceived value has been 
described as the trade-off between functional performance and price (ibid).  

However, other researchers have approached the concept as a multi-dimensional 
construct (e.g. Petrick, 2002; Kantamneni & Coulson, 1996; Sweeney & Soutar, 
2001; Chuah et al., 2014). For example, research conducted by Sheth, Newman, 
and Gross (1991) focused on consumption value, explaining why consumers buy 
what they buy, and proposed five dimensions of consumption values that influ-
ence their choice behaviour. These include functional value, social value, emo-
tional value, epistemic value and conditional value. Likewise, Kantamneni and 
Coulson (1996) suggested perceived core value, symbolic value, sensory value 
and commercial value are sources of perceived value. A study conducted by 
Sweeney and Soutar (2001) also proposed multiple dimensions of perceived val-
ue known as PERVAL, which can be used to evaluate customers’ perceptions of 
the value of consumer durable goods at a brand level. The model consists of 
emotional value, social value, quality/performance, and price value. The authors 
defined quality/performance as the utility obtained from the perceived product 
quality and its expected performance. Emotional value relates to utility produced 
from the feelings or affective state of the product, whereas social value reflects 
the utility derived from the product’s ability to improve social self-concept. 
Lastly, price value is concerned with the utility derived from the reduction of the 
product’s perceived short and long term costs. 

It has been emphasised that although the single-dimensional approach offers 
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some advantage of simplicity, it ignores the complexity of consumers’ percep-
tions of value such as the intrinsic, extrinsic and emotional benefits associated 
with a value (Sánchez-Fernández & Iniesta-Benillo, 2007). Besides, Sweeney and 
Soutar (2001) argued that the multi-dimensional approach explains consumer 
choice better when assessing perceived value both quantitatively and qualitative-
ly, than the single dimension approach. Moreover, the former produces better 
results when evaluating consumption value. In this regard, a multi-dimensional 
approach will be adopted to investigate the perceived value of herbal medicines 
in the OTC market. Furthermore, the study will rely on the Sweeney and Soutar 
(2001) PERVAL model to assess the perceived value of herbal medicines in the 
OTC market. Studies also show that perceived value directly influences repur-
chase intentions (De Toni et al., 2018; Huang et al., 2019). Consequently, the 
following hypothesis is posited:  

H4: Perceived value is positively related to repurchase intentions.  

2.6. Conceptual Framework 

The conceptual framework explains narratively and diagrammatically the key 
constructs and their presumed relationships in the study (Miles, Huberman, & 
Saldăna, 2014). Thus, in the present research, brand credibility, image and trust 
are predictor variables, perceived value is an intervening variable, whereas re-
purchase intention is an outcome variable. The framework presented in Figure 1 
indicates that brand credibility, image and trust have a direct effect on perceived 
value, which in turn, is positively related to repurchase intentions. Here, brand 
credibility measures the degree of authenticity of the product information of a 
brand, indicating the ability and willingness of the brand to continuously deliver 
what has been promised (Erdem & Swait, 2004), while brand image relates to the 
consumers’ perceptions about a brand, consisting of favourable, unique and 
healthy associations registered in a consumer’s mind (Keller, 1993). Perceived 
value also reflects customers’ overall judgement of the product’s utility based on 
the emotional, social, quality/performance and price value of the offering (Zei-
thaml, 1988; Sweeney & Soutar, 2001). Moreover, trust measures the confident 
expectations about the reliability and intentions of the brand in an environment 
entailing risks to the consumer (Yague-Guillen et al., 2003). Likewise, repur-
chase intention shows the degree of individual consumers’ decision to rebuy a  
 

 
Figure 1. Conceptual framework. 
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specific service or product from the same supplier, despite the current and future 
circumstances (Hellier et al., 2003). 

3. Research Methodology 

The research methodology used to achieve the goal of the study is outlined be-
low: 

3.1. Study Population and Sample Size 

The study’s population comprises made-in-Ghana herbal medicinal products, 26 
herbal stores and 854 customers located in the Central Business District in the 
Cape Coast Metropolis. The number of the herbal retail outlets was obtained 
from TMPC, which is mandated to regulate their establishment, and that of the 
customers was from 26 herbal stores’ daily sales data in the Cape Coast metro-
polis. A sample of 265 customers was selected, using Krejcie and Morgan’s 
(1970) sample size framework. 

3.2. Scale Items of Development and Data Collection Method 

Multiple scale items with five-point responses ranging from 1 = strongly disag-
ree to 5 = strongly agree were adopted to measure the customers’ perceptions of 
value dimensions, credibility, image, trust and repurchase intentions in the OTC 
herbal market in Cape Coast. This type of questionnaire was adopted with the 
view to generating data that allows for statistical analysis and better explanation 
of the findings (Creswell, 2014). The scale items were borrowed from previous 
studies. The scale items of brand credibility were taken from Erdem and Swait 
(2004), value dimensions were from Sweeney and Soutar (2001), brand trust 
from Chaudhuri and Holdbrook (2001), brand image from Yoo, Donthu, and 
Lee (2000) and Gil, Andrés, and Salinas (2007), and repurchase intention from 
Zeithaml et al., (1996) and Zhang et al. (2020). The survey questionnaires were 
distributed to the respondents after shopping via a systematic sampling pro-
cedure. Thus, the first customer was randomly selected and afterwards, a third 
of every customer was invited to participate in the study. This sampling strat-
egy was employed because it creates an avenue to pick respondents without 
prior information about them in the sample frame (Malhotra, Nunan, & Birks, 
2017).  

A total of 230 questionnaires were given out, but 208 were usable due to invalid 
responses.  

3.3. Sample Characteristics 

The sample characteristics in Table 1 demonstrate that a large percentage of the 
samples were male, between the age of 26 to 35, and had completed senior high  
school. In other words, 104 (50.7%) were male, 81 (39.1%) were between 26 and 
35 years, and 74 (36.5%) had completed senior high school. 
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Table 1. Results of sample characteristics. 

Variables Frequency Valid Percent (%) Cumulative Percent (%) 

Gender 

Male 104 50.7 50.7 

Female 101 49.3 100.0 

Total 205 100.0  

Age (Years) 

18 - 25 years 47 22.7 22.7 

26 - 35 years 81 39.1 61.8 

36 - 45 years 40 19.3 81.2 

46 - 60 years 32 15.5 96.6 

More than 60 years 7 3.4 100.0 

Total 207 100.0  

Level of Education 

JHS 42 20.7 20.7 

SHS 74 36.5 57.1 

Diploma 30 14.8 71.9 

HND 21 10.3 82.3 

Bachelor 22 10.8 93.1 

Master 4 2.0 95.1 

PhD 1 .5 95.6 

Others 9 4.4 100.0 

Total 203 100.0  

Source: Field data. 

3.4. Data Analysis and Results  

The statistical procedures used to address the purpose of the study were explo-
ratory factor analysis (EFA) and structural equation model (SEM), using SPSS 
Amos 20 software. 

3.5. Exploratory Factor Analysis 

The purpose of the EFA was to ascertain how well the multiple scale items con-
verge on their respective constructs in the study. A total of 33 indicators were sub-
jected to the EFA using the principal axis factoring extraction method and an Ob-
limin rotation procedure. Table 2 shows that the Kaiser-Meyer-Olkin (KMO) Mea- 
sure of Sampling Adequacy is .862 and Bartlett’s Test of Sphericity is significant at 
p < .05, suggesting that the EFA is acceptable (Hair, Black, Babin, & Anderson, 
2014; Pallant, 2013). Furthermore, the pattern matrix yielded an eight-factor  
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Table 2. Result of exploratory factor analysis. 

Scale Items 
Factor 

1 2 3 4 5 6 7 8 

PEV3 X gives me a sense of joy .773        

PEV2 X gives me pleasure .649        

PEV1 X makes me feel good .539        

PEV4 X makes me want to buy it. .506        

PPV2 X offers value for money  .951       

PPV4 X is economical  .876       

PPV1 X is reasonably priced  .828       

PPV3 X is worth the price  .751       

BC2 X delivers what it promises   .739      

BC4 X`s product claims are believable   .734      

BC1 X has a name you can trust   .686      

BC5 
Over time, my experiences with X had 
led me to expect it to keep its promises. 

  .673      

BC3 
X has the ability to deliver what it 
promises 

  .620      

PFV1 X has consistent quality    .831     

PFV3 X is well-made    .825     

PFV2 X performs consistently    .805     

PFV4 X is very reliable    .767     

RPI2 
I intend to keep buying more of X in 
the future 

    .732    

RPI3 I will buy X the next time     .725    

RPI1 
I would consider X as my first choice 
when buying herbal medicine 

    .698    

RPI4 Overall, I buy X most often     .652    

PSV2 X would give me social approval      .798   

PSV3 
X would improve the way people 
think about me 

     .635   

PSV1 X would help me feel acceptable      .555   

PSV4 
X would create a good relationship 
between me and my friends 

     .437   

BT4 This is an honest brand       .688  

BT2 I rely on X to solve my problems       .682  

BT1 I trust X       .676  

BT3 X is safe       .634  

BI2 
I can quickly recall the symbol or logo 
of X 

       .623 
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Continued 

BI3 I like the image of X in the marketplace        .606 

BI1 X is different from its competing brands        .412 

Coefficient Alpha .857 .925 .853 .909 .851 .791 .851 .734 

Eigenvalues 10.54 3.33 2.54 1.93 1.65 1.39 1.17 1.01 

Percentage of Variance Explained 31.93 10.10 7.71 5.86 5.01 4.22 3.55 3.06 

Percentage of Total Variance Explained = 71.44 

KMO = .862; Bartlett’s Test of Sphericity: X2 = 4824.24; DF = 528; p = .000 

Note: X is the focal brand. 

 
structure. Emotional value is factor 1, price value is factor 2, brand credibility is 
factor 3, quality/performance is factor 4, repurchase intention is factor 5, social 
value is factor 6, brand trust is factor 7, and brand image is factor 8. The number 
of indicators that loaded on their respective factors was 32 because one of them 
cross-loaded with another factor and was eliminated (Floyd & Widaman, 1995). 
More so, the eight factors’ eigenvalues exceeded 1.0 and explained 71.44% of the 
cumulative variance of the analysis.  

More so, after the EFA, the scale items’ internal consistency reliability was 
analysed to remove those with poor inter-item correlations. The findings show 
that all the factors had coefficients above .70, ranging from .734 to .925, showing 
good internal consistency reliability (Tavakol & Dennick, 2011). 

4. Structural Equation Modelling 

The SEM was used to evaluate hypothesised relationships in the study. This mul-
tivariate statistical tool was chosen because it is capable of evaluating a number 
of individual multiple regressions at the same time. The SEM also creates an 
opportunity to modify the model, provides the model’s overall fit, and residual 
errors attached to each scale item (Hair et al., 2014; Bryne, 2016). The SEM was 
conducted in two stages as recommended by Bryne (2016). In this regard, the 
measurement model was analysed before the structural model. 

4.1. Measurement Model 

The measurement model was carried out to validate the findings of the EFA, and 
to ascertain the construct reliability and validity. Thirty-two (32) scale items 
produced from the EFA were used for the measurement model. To check con-
vergent validity, standardised regression estimates of scale items less than .50 
were removed from the model (Hair et al., 2014). The results in Figure 2 show 
that the standardised regression weights of all the constructs were statistically 
significant at p < .001, and varied between .51 and .850.  

Moreover, the model fit indexes proved satisfactory except for the Chi-square 
statistic (CMIN= 433.349, DF = 216, p < .001) because of its sensitivity to sample  
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Figure 2. Results of the measurement model. 
 
size. The Normed Chi-Square statistic (CMIN/DF) = 2.006; Goodness-of-Fit 
Index (GFI) = .859; Root Mean Residual (RMR) = .066; Root Mean Square Error 
of Approximation (RMSEA) = .067; Comparative Fit Index (CFI) = .920; Tuck-
er-Lewis Index (TLI) = .907; Incremental Fit Index (IFI) = .921, suggested satis-
factory model fit (Hu & Bentler, 1999; Kline, 2015; Hair et al., 2014). 

4.2. Psychometric Measures 

The psychometric measures examined in this paper were construct reliability 
and validity. The construct validity was determined by using convergence valid-
ity and discriminant validity (Hair et al., 2014). The results in Table 3 indicate 
that the constructs have convergence validity because their average variance ex-
tracted (AVEs) are within the limit of .50, which ranged from .500 to .590 (For-
nell & Lacker, 1981). Again, the findings reveal that the square roots of the AVEs 
of the constructs were above the squared inter-correlations, indicating good dis-
criminant validity (Bagozzi & Yi, 1988; Hair et al., 2014). Likewise, the results of 
the composite reliability suggest that all the estimates fall within the limit of .70, 
confirming construct reliability (Fornell & Larcker, 1981; Bagozzi & Yi, 1988). 
These outcomes demonstrate that the latent constructs are reliable and valid for 
the analysis of the path model. 
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Table 3. Results of psychometric measures. 

Latent Constructs CR AVEs PV RI BT BC BI 

Perceived Value (PV) .793 .500 .707**     

Repurchase Intentions (RI) .811 .589 .355 .767**    

Brand Trust (BT) .810 .590 .559 .320 .768**   

Brand Credibility (BC) .791 .561 .236 .231 .265 .749**  

Brand Image (BI) .675 .510 .346 .190 .095 .292 .714** 

Notes: CR = Composite Reliability; ** = Square root of AVEs; off-diagonal estimates measure the squared 
inter-construct correlations. 

4.3. Structural Model 

The structural model was employed to assess the hypothesised relationships 
posited in the research. As stated earlier, brand credibility, image and trust are 
the predictor variables, perceived value is an intervening variable, whereas re-
purchase intention is the outcome variable. The Chi-square test (CMIN = 490.477, 
DF = 2.229, p = .000) was statistically significant at p < .001, and hence, the 
model was rejected. However, the CMIN/DF = 2.229; GFI = .850; TLI = .886; IFI 
= .902; CFI = .901; RMSEA = .074 are quite admissible. The results in Figure 3 
show that emotional value (β = .825, t = 5.723), quality (β = .655, t = 5.448), social  

 

 

Figure 3. Results of structural model. 
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value (β = .728, t = 5.249) and price value (β = .468, t = 5.249) have direct effect 
on perceived value at significance level of p < .001. Furthermore, the results 
point out that brand credibility (β = .130, t = 2.028) has a positive effect on per-
ceived value at p < .05, supporting H1. Moreover, the results indicate that brand 
trust (β = .635, t = 5.967) and image (β = .380, t = 4.210) are directly related to 
perceived value at p < .001, confirming H2 and H3 respectively. Lastly, the find-
ings demonstrate that the perceived value (β = .635, t = 5.879) has a significant 
effect on repurchase intentions at the significance level of p < .001. 

5. Discussion and Implications  

The goal of this research was to identify the importance of brand credibility, 
trust, image and perceived value dimensions to repurchase intentions in the 
OTC herbal market.  

The results demonstrate that perceived quality/performance, price, emotional 
and social value are directly related to perceived value in the OTC market. This 
outcome concurs with the existing literature (Sweeney & Soutar, 2001), which 
indicates that perceived quality, price, emotional and social value are the key 
elements of perceived value. This suggests that the customers’ perceived value 
can be increased by considering perceived quality, monetary value, emotional 
value and social value in the OTC herbal market. Creating value over and above 
the competition to satisfy the target market is regarded as one of the surest ways 
of gaining a sustainable advantage in the market. 

This study found that perceived value has a direct impact on customers’ re-
purchase intentions in the OTC herbal market. This result is consistent with past 
studies (De Toni et al., 2018; Huang et al., 2019), which established that per-
ceived value has a direct influence on customers’ repurchase intentions. This 
implies that enriching and harnessing perceived quality, social value, emotional 
value and price value can generate customers’ repurchase intentions in the OTC 
market.  

The findings of the study further demonstrate that brand credibility has a sig-
nificant influence on the perceived value, i.e. emotional value, performance/ 
quality, price value and social value in the OTC herbal market. The results are 
consistent with prior studies (Cuong, 2020; Baek & King, 2011), which suggested 
that credible brands enhance the perceived value of a product. This outcome is 
contrary to the findings of earlier authors (Ok, Choi & Hyun, 2011; Baek & 
King, 2011), which revealed that perceived value contributes to strengthening a 
brand’s credibility. The study’s result implies that an increased brand’s credibili-
ty directly influences its perceived performance, emotional, monetary, and social 
value in the OTC herbal market.  

Consistent with previous studies (Sirdeshmukh et al., 2002; Carnevale et al., 
2018), the findings of the current research show that brand trust positively af-
fects the perceived value of brands in the OTC herbal market. However, this re-
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sult contrasts sharply with prior studies (Prameka, Do & Rofiq, 2016; Erciş, Un-
al, Candan & Yildirim, 2012), which demonstrated that perceived value posi-
tively impacts customers’ brand trust. The result, therefore, suggests that brands 
that can be trusted significantly strengthen their perceived performance, mone-
tary, emotional and social value in the market. More so, brand trust exerts a 
stronger influence on perceived value compared to image and credibility in the 
OTC herbal market. Accordingly, building trusted brands can mitigate the per-
ceived risks surrounding the consumption of herbal therapies and, thus, will 
enrich their perceived value. This will, in turn, enhance the customers’ repur-
chase intentions in the OTC herbal market. 

Finally, the study established that brand image has a significant direct influ-
ence on perceived value in the OTC herbal market. This outcome is similar to 
the earlier studies (Pham & Nguyen, 2019; Lien et al., 2015), which report that 
favourable brand image directly affects the perceived value. However, this result 
differs from the study of prior authors (Chung, Yu, Kim & Shin, 2015; Yan, 
2019), who found that enhanced perceived value enhances the image of brands. 
Thus, the study’s outcome demonstrates that a favourable and strong image con-
tributes to strengthening the perceived performance, monetary, emotional and 
social value of the brands in the OTC herbal market. 

6. Recommendations 

Based on the findings of the research, the following recommendations are made 
which have strategic importance to the management of the OTC herbal medi-
cine companies in Ghana. 

The research found that perceived quality/performance, price, emotional and 
social value positively influence perceived value in the OTC market. It is rec-
ommended that the managers should consider the perceived quality, monetary 
value, emotional value and social value in totality to enhance the customers’ 
perceived value in the OTC herbal market. 

Besides, the study revealed that perceived value has a direct impact on cus-
tomers’ repurchase intentions in the OTC herbal market. Hence, the managers 
in the OTC herbal industry should develop and exploit the perceived quality, so-
cial, emotional and price value of their brands to reap substantial gains from the 
behavioural actions of their customers’ convictions to repeatedly purchase from 
them. 

Again, the study points out that brand credibility has a significant impact on 
the perceived value in the OTC herbal market. Consequently, it is recommended 
that the managers need to increase their brands’ credibility to strengthen their 
perceived quality, social value, emotional value and monetary value in the OTC 
herbal market. The research also established that brand trust has a positive in-
fluence on perceived value in the OTC herbal market. More importantly, brand 
trust exerts a stronger influence on perceived value compared to image and cre-
dibility in the OTC herbal market. Therefore, recognising the important role of 
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brand trust in enhancing perceived value, the managers of OTC herbal firms 
should create and harness brand trust to increase the perceived value in the in-
dustry.  

Lastly, the study established that brand image has a significant direct influence 
on perceived value in the OTC herbal market. In this regard, any effort made by 
management to build a favourable image of the brands will increase their per-
ceived quality, monetary value, social value and emotional value, which will, in 
turn, support the customers’ repurchase intentions in the OTC herbal market. 

7. Conclusion 

The main objective of the study was to determine the importance of brand cre-
dibility, trust, image and perceived value dimensions to repurchase intentions in 
the OTC herbal market. The research established that the value dimensions 
(quality, price, emotional and social value) directly influence the perceived value 
of brands in the OTC herbal market. Although some authors are of the view that 
perceived value is a single-dimensional construct, this study upholds the posi-
tion of other authors that perceived value is a multi-dimensional construct. Fur-
thermore, the study revealed that brand credibility, trust and image positively 
affect the perceived value of herbal medicines sold in the OTC market. Thus, 
high brand credibility, favourable brand image and strong brand trust exert a 
strong influence on the perceived quality, price, the emotional and social value 
of the brands in the OTC herbal market. This study also established that brand 
credibility, image and trust are important antecedents of the value dimensions in 
the OTC herbal market. Finally, the study found that perceived value directly 
impacts the customers’ repurchase intentions in the OTC herbal market. That is, 
the customers’ repurchase intentions are positively affected by the perceived qual-
ity, price, the emotional and social value of the brands retailed in the OTC her-
bal market. This research, therefore, confirms that brand credibility, trust, image 
and value dimensions are essential sources for increasing customers’ repurchase 
intentions in the OTC herbal market. 
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