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Abstract 
 

The development of Herbal Medicines in various countries of the World has been a discussion of researchers. Indonesia is one of the 

countries that uses and produces herbal medicine, which is believed to have enormous natural resources to support the development 

of this plant-based medicine. Consumer Trust becomes an interesting phenomenon to be examined more deeply, because the use of 

herbal medicine [traditional] is still less by modern medicine [chemical] when consumers buy for their own treatment. Several stud-

ies in various contexts show that Perceived Value has an impact on Consumer Trust. Nevertheless whether in the context of herbal 

medicine consumer perceptions of the value of herbal medicinal products will affect the trust of taking the herbal medicine. This 

study uses the design of Structural Equational Modeling analysis, and involving 357 respondents. In this article was revealed the 

influence of dimensions of Perceived Value to Consumer Trust of Herbal Medicines with Emotional Value, Functional Value, and 

Price Value Significantly Positive effect Consumer Trust, only one dimension has no significant effect that is Social Value. 
 

Keywords: Perceived Valu; Consumer Trust; Herbal Medicine; Indonesia, Jamu 

1. Introduction 

The development of herbal medicine [traditional medicine] is an 

interesting phenomenon to be further explored. Herbal medicine 

offers several benefits; yet, the use of herbal medicine is still low-

er than modern [chemical] medicine. At this case, consumer trust 

becomes one of the pivotal issues to encourage more consumers to 

use herbal medicine. One of the factors that drive consumer trust 

is through improving perceived value of a product. To conduct 

this research, the author proposes several review of literature that 

influences consumer trust [1-5]. Yet, it needs to be further ex-

plored in the context of herbal medicine whether consumer per-

ception on product value of herbal medicine will influence con-

sumer trust in consuming the herbal medicine product. Consumers 

will seek for products that have high value by comparing the bene-

fits they receive and the costs they spend, as they want to attain 

the products. 

Research on herbal medicine consumers is needed to provide 

meaningful information for health and medical practitioners as 

well as decision makers in planning health activities [6]. It be-

comes a challenge for several related parties in herbal medicine 

industry to explore consumer perception for encouraging consum-

er trust in consuming herbal medicine. Thus, this research is ex-

pected to provide a great deal of benefits for those related parties. 

Ministry of Health [7] in Basic Health Research report mentioned 

that the percentage of Indonesia citizens whom have had experi-

ence in consuming jamu [herbal medicine] is 59.12% spreading on 

all of age range, gender [both man and woman], and both rural and 

urban citizens. The BPS [8] indicated medicine consumption of 

Indonesia citizens [Figure 1]. When the citizens took self-

medication, most of them consumed modern medicine more than 

traditional medicine. Although the consumption of herbal medi-

cine demand is growing, it growth is still low as compared to 

modern medicine consumption rate. 

 

 

 

 

 

 

 

 

 

 

 

 
Fig. 

1: 

Com-
parison between Modern and Traditional Medicine Cosumption 

Muslimin et al. [9] found that non consumer perception tend to 

indicate a lack of trust among them on Indonesian herbal medicine 

as they complained about counterfeit herbal medicine mixed with 

chemical substance. Thus, this research aims to reveal the role of 

perceived value dimensions on consumer trust in standardized-

herbal medicine purchase.  

2. Literature Review 

2.1. Perceived Value 
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Zeithaml [10] mentioned that what is called as value means per-

ceived value as consumer’s overall assessment of the utility of a 

product based on perceptions of what is received and what is giv-

en. Cronin et al. [11] stated that Zeithaml’s definition [10] is an 

ample definition; therefore, they tried to formulate perceived value 

with SV = f[SQ,SA] which was derived from the Zeithaml’s con-

cept [10]. 

Hallowell [12] justified that quality and value are different terms 

that radiate different meanings. Similar statement is proposed by 

Heskett, [13] whom mentioned that perceived value is a ratio form 

quality process and service delivery for customers compared to 

price and other costs to attain the service. 

Value as consumer perception can be found in several definitions 

among researchers. For instance, Woodruff, [14] and Sirdeshmukh, 

et al [15] saw value as consumer perception on costs and benefits.  

Flint et al. [16] proved that consumers do perceive or assess. The 

pivotal components demonstrated by Flint et al. [16] include bene-

fits and sacrifice. The discussion about benefit and sacrifice drew 

a lot of attention from several researchers. When Zeithaml’s term 

is callez as utility; on the contrary, [16] called the term as benefit.  

Slater and Narver, [17] examined how value is created as they 

conclude that the benefits that consumers receive from a product is 

greater than its long term costs that can be paid by the customers 

for the product. This definition is similar with other researchers’ 

definition when value correlates with benefits and costs. Hansen et 

al. [18] mentioned that perceived value is the benefits received by 

consumers compared to the resources that the consumers have 

sacrificed to attain the benefits. Similar notion is also proposed 

which assumes perceived value as a result of benefit attained by 

customers compared with the total costs that they spend. 

Sirdeshmukh et.al., [15] clearly defined perceived value as a per-

ception on the discrepancy between costs and benefits that con-

sumers attain. 

By using customer value as a term, Butz Jr & Goodstein [19] stat-

ed that emotional bond between customers and producers is built 

after the customers have used the product or service which is 

made by the producers and find that that the product or service has 

an added-value. Thus, value is consumer experience in using a 

product as Holbrook [20] defined consumer value as an interactive 

relativistic preference experience. Similar opinion is proposed by 

Vranesevic, et al. [21] when perceived value is defined as subjec-

tive experience not a fact of general knowledge. Further, Vargo 

and Lusch, [22] also mentioned that value is always intangible, 

heterogeneously experienced, co-created, and potentially perisha-

ble.  

From several definitions and notions among researchers above, the 

common similarity of perceived value is explained as consumer 

perception on what they get or received compared to what they 

give or sacrifice. Things that the consumer receives can be bene-

fits or utilities; meanwhile, things that they give can be costs or 

sacrifices.  

Sheth, et al [23] stated that there are five dimensions of perceived 

value including social, emotional, functional, epistemic and condi-

tional values which are then reduced by Sweeney & Soutar [24] 

into four dimensions such as functional, social, emotional, and 

price. Meanwhile, Chai et al. [25] proposed only two dimensions 

of perceived value namely utilitarian and hedonic values. 

2.2. Consumer Trust 

Trust occurs when the cooperating party believe on the reliability 

and integrity of its exchange partner [26]. In other words, trust 

indicates common expectation of how a product or service will be 

functioned in the future. Trust comes up when a consumer under-

stands that the product or service they have bought can function 

well.  

In the context of green marketing, Yu-Shan Chen [1] defined 

green trust as consumer willingness to depend on a product, ser-

vice, or brand based on their believe or expectation that are result-

ed from credibility, wisdom, and ability about the performance of 

their surroundings. Delgado‐Ballester, [27] in brand context de-

fines trust as the confident expectations of the brand’s reliability 

and intentions in situations entailing risk to the consumer. 

Among several definitions proposed by former researcher, trust 

can be explored in other relevant contexts like partnership [people 

or organization], brand or objects that encourage trusts based on 

credibility, wisdom, ability, integrity, and reliability.  

In this research, the definition of consumer trust uses Delga-

do‐Ballester, [27] definition as they defined trust as the confident 

expectations of the brand’s reliability and intentions in situations 

entailing risk to the consumer. 

There is a diverse opinion from several researchers about the di-

mension of trust. Wang, et al [28] identified the dimensions of 

trust that are often used in research include reliability, working for 

the interest of the partner, competence trust, benevolence trust, 

confidence, reliability, integrity, technical competence of a com-

pany, skills and ability, as well as goodwill. 

Chaudhuri & Holbrook [29] mentioned that in the context of brand, 

trust is considered as a single dimension. Further, Gefen [30] con-

ceptualized trust among internet users as a construct. Different 

from the researcher who defined trust as a single dimension, Del-

gado‐Ballester, [27] and Sirdeshmukh et al. [15] and stated that 

there are two dimensions of trusts. Delgado‐Ballester, [27] includ-

ed reliability and intention as the dimensions of trust. Reliability is 

related to a perception that a brand can meet consumer’s needs; 

while intention is based on the consumers believe whether the 

brand will always fulfill their interest when there is an uninten-

tional problems that occurs during consuming the product. 

The relationship between perceived value and consumer trust has 

been proved by some empirical research in diverse contexts like 

green marketing [1-3], online services [4, 5], umroh and hajj travel 

service [31], and automobile product[32].  

Thus, based on the reveiew of literature above, these are the 

proposed hypotheses: 

H1: Hedonic Value significantly and positively influences con-

sumer trust  

H2: Price Value significantly and positively influences consumer 

trust 

H3: Functional Value significantly and positively influences con-

sumer trust 

H4: Social Value significantly and positively influences consumer 

trust 

3. Research Method 

Primary data source or respondents of this research are the con-

sumers of standardized-herbal medicine in Malang, East Java. The 

analysis unit of this research is the consumers of standardized-

herbal medicine; while its observation unit is the consumers of 

standardized-herbal medicine in Malang-East Java who have pur-

chased and consumed standardized herbal medicine. 

There are four hundred respondents that were attained through 

multistage sampling technique; yet, after being checked for their 

criteria, only 357 respondents that can be further processed in data 

analysis. 

The sampling frame used in the sampling technique is derived 

from the list of some drugstores in Malang City. Through this 

sampling frame, it led to multi—stage sampling technique to de-

fine the respondents. The respondents of this research are the visi-

tors of drugstores in Malang City whom meet some criteria like 1] 

he/she had ever bought or consumed standardized-herbal medicine 

[with that brand that previously had been defined by the researcher 

based BPOM data], 2] he/she has an experience of buying stand-

ardized-herbal medicine in the last three months, 3] he/she is older 

than 17 years old to consider the consumer’s self-decision making 

ability in a purchase activity. 

The structural equation model analysis used in this research is 

done through SmartPLS 3 software. 

4. Findings 
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Table 1: Construct Reliability and Validity 

Construct Composite Relia-

bility 

Average Variance Extracted 

[AVE] 

Consumer 

Trust 

0.915 0.575 

Functional 

Value 

0.913 0.839 

Hedonic Value 0.896 0.682 

Intention Trust 0.897 0.636 

Price Value 0.822 0.701 

Reliable Trust 0.878 0.706 

Social Value 0.906 0.708 

From the Table 1 above, it can be found that reliability and validi-

ty measurement scale that uses composite reliability shows that 

the number is greater than 0.7 that confirms internal validity; fur-

ther, the AVE score is greater than 0.5 which indicates convergent 

validity. 

 
Table 2: Outer Loading 

Path Original Sample [O] 

Y12 Hedonic Value 0.800 

Y13  Hedonic Value 0.839 

Y14  Hedonic Value 0.838 

Y15  Hedonic Value 0.827 

Y22  Price Value 0.927 

Y23  Price Value 0.737 

Y31 Functional Value 0.899 

Y32 Functional Value 0.933 

Y42 Social Value 0.851 

Y43  Social Value 0.831 

Y44  Social Value 0.898 

Y45  Social Value 0.780 

Z11  Reliable Trust 0.874 

Z11  Consumer Trust 0.755 

Z12 Reliable Trust 0.845 

Z12 Consumer Trust 0.728 

Z13 Reliable Trust 0.800 

Z13  Consumer Trust 0.779 

Z21  Intention Trust 0.783 

Z21 Consumer Trust 0.751 

Z22 Intention Trust 0.826 

Z22  Consumer Trust 0.795 

Z23 Intention Trust 0.813 

Z23 Consumer Trust 0.772 

Z25 Intention Trust 0.766 

Z25  Consumer Trust 0.718 

Z26 Intention Trust 0.798 

Z26  Consumer Trust 0.767 

The outer loading score has met the requirements as all of the 

indicators get score which is greater than 0.708 that confirms its 

validity. 

 
Table 3: Discriminant Validity [Fornell-Larker Criterion] 

 Con-

sumer 

Trust 

Func-

tional 

Value 

He-

donic 

Value 

Inten-

tion 

Trust 

Pric

e 

Val

ue 

Reli-

able 

Trust 

So-

cial 

Val-

ue 

Con-

sumer 

Trust 

0.759       

Func-
tional 

Value 

0.666 0.916      

He-
donic 

Value 

0.66 0.659 0.826     

Inten-

tion 
Trust 

0.954 0.591 0.566 0.798    

Price 

Value 

0.568 0.48 0.523 0.534 0.83

7 

  

Relia-

ble 

Trust 

0.9 0.657 0.685 0.728 0.52

3 

0.84  

Social 
Value 

0.473 0.486 0.555 0.387 0.35
6 

0.516 0.84
1 

From the Table 3 above, it concludes that the latent variables of 

this research have met discriminant validity requirement when it is 

tested by using Fornel-Larker Criterion. 

 
Table 4: R Square 

 R Square Q Square 

Consumer Trust 0.574 0,305 

Intention Trust 0.91 0,545 

Reliable Trust 0.809 0,539 

Structural modeling in the table above shows the R square of con-

sumer trust [0.547], intention trust [0.910], and reliable trust 

[0.809] with Q square of consumer trust [0.305], intention trust 

[0.545], and reliable trust [0.539]. Hair [2016] stated that PLS-

SEM aims at maximizing the R2 values of the endogenous latent 

variable[s] in the path model. Thus, the objective is high R2 val-

ues. While the exact interpretation of the R2 value level depends 

on the particular model and research discipline, in general, R2 

values of 0.75, 0.50, or 0.25 for the endogenous constructs can be 

described as respectively substantial, moderate, and weak.“ Fur-

ther, Q square according to Hair et al. [33] is the resulting Q2 

values larger than 0 indicate that the exogenous constructs have 

predictive relevance for the endogenous construct under consider-

ation. As a relative measure of predictive relevance [q2], values of 

0.02, 0.15, and 0.35 respectively indicate that an exogenous con-

struct has a small, medium, or large predictive relevance for a 

certain endogenous construct.  

 
Fig. 2: Structural Equation Model 

 
Table 5: Path Coefficient 

Construct Consumer 

Trust 

Intention 

Trust 

Reliable 

Trust 

Consumer Trust  0.954** 0.9** 

Functional 
Value 

0.335**   

Hedonic Value 0.273**   

Price Value 0.238**   

Social Value 0.074 [NS]   

Note: ** Significant alpha 0.01 

Path coefficients on the Figure 2 and Table 5 demonstrate that 

functional value, hedonic value, and price value has positive and 

significant effect on consumer trust with level of significance 

which is greater than 0.01. Meanwhile, social value does not sig-

nificantly influence consumer trust. Intention trust and reliable 

trust as the dimensions of consumer trust show high path coeffi-

cient and significant effect with 0.01 level of significance. 
 

Table 6: Indirect Effect 

Path Original Sample [O] P Values 

Functional Value -> Intention Trust 0.32 0,000 

Functional Value -> Reliable Trust 0.302 0,000 

Hedonic Value -> Intention Trust 0.261 0,000 

Hedonic Value -> Reliable Trust 0.246 0,000 

Price Value -> Intention Trust 0.227 0,000 

Price Value -> Reliable Trust 0.214 0,000 

Social Value -> Intention Trust 0.07 0.150 

Social Value -> Reliable Trust 0.066 0.150 

Based on the Table 6 above, the exogenous variables like func-

tional value, price value, and hedonic value have significant and 
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indirect effect on reliable trust and intention trust as the endoge-

nous variables. Yet, social value variable does not have significant 

and indirect effect on reliable trust and intention trust. 

5. Conclusion 

The findings show that hedonic value, functional value, and price 

value have positive and significant effect on consumer trust; how-

ever, there is one dimension that does not have significant effect 

of consumer trust that is social value dimension.  

The exogenous variables like functional value, price value, and 

hedonic value have significant and indirect effect on reliable trust 

and intention trust as the endogenous variables. Yet, social value 

variable does not have significant and indirect effect on reliable 

trust and intention trust. 
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