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The determinant of reconsumption intention: a study of Indonesian 
traditional herbal medicine consumers

Elizabeth , Margono, Fatchur Rohman  and Ananda Sabil Hussein 

Faculty of Economic and Business, Universitas Brawijaya, Malang, Indonesia

ABSTRACT
Although there have been several studies on reconsumption intention, no specific 
studies investigate how perceived value can increase reconsumption intention in herbal 
medicine consumers. This study investigated the effect of perceived value on 
reconsumption intention among Indonesian herbal medicine consumers through trust 
and customer engagement. It involved 425 herbal medicine consumers in Indonesia 
with a purposive sampling technique. Data analysis employed covariance-based 
structural equation modeling (CB-SEM). The findings suggested that perceived value 
does not have a significant direct effect on reconsumption intention, yet it is mediated 
by customer engagement. Meanwhile, trust does not play a significant mediating role 
in the relationship between perceived value and reconsumtion intention. Therefore, it 
provides new insight into how consumer perceived value can enhance reconsumption 
intention through engagement and trust, which can serve as an input for herbal 
medicine practitioners to implement the appropriate marketing strategies.

1.  Introduction

Consumer reconsumption intention is essential for marketers to concern on due to its profound effects 
on survival and growth in a competitive marketing environment (Chang & Liu, 2018). Darsono et  al. 
(2018) also revealed that intention is the strongest predictor of consumer behavior. In addition, an inten-
tion to purchase/reuse often leads to the reconsumption of products and services (Lian & Yoong, 2019). 
This indicates that company must use their marketing programs to increase consumer intention (Siddique 
et  al., 2021). According to previous studies, consumer intention to use products is essential for company 
profitability and marketing performance, particularly in highly competitive markets (Latif & Lanxia, 2019). 
The consumer is considered to have reconsumption intention by the willingness to make a repurchase 
(Kaur et  al., 2021; Laparojkit & Suttipun, 2022). A report noted that reconsumption intention is part of 
individuals’ behavioral intention (Chen et  al., 2021), which is closely related to the tendency to reuse 
products in meeting needs (Putra et  al., 2019).

Indonesia has the world’s second-largest biodiversity, with many native medicinal plants (Global 
Biodiversity Index, 2022). Many Indonesians, especially in rural areas, use these plants as traditional 
herbal medicines to treat diverse illnesses. Recently, the production of herbal medicines has developed 
to an industrial level (Zhang et  al., 2024). The Indonesian government, industry, and universities recog-
nize the need for research to ensure these traditional medicines are safe and effective. In recent years, 
several studies have investigated reconsumption intention in food and drink products, but there are few 
reports focusing on herbal medicine, especially in developing countries (Wijaya & Annisa, 2020).

Sheth et  al. (1991) stated that theory of consumption values (TCV) is consumer choice behavior 
affected by functional, conditional, social, emotional, and epistemic values. In its development, the the-
ory is often used to examine consumer intention, which is affected by different values (Bhattacharyya 
et  al., 2023). Despite this potential, there is still a scarcity of studies on perceived value in increasing 
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reconsumption intention in herbal medicine products. Based on TCV, perceived value is an important 
factor in increasing reconsumption intention, which is affirmed in the study by Darsono et  al. (2018). In 
addition, referring to the relationship quality theory, trust and customer engagement also significantly 
increase reconsumption intention (Watanabe et  al., 2020; Xie et  al., 2022).

According to previous studies, the use of relationship quality theory helps businesses improve the 
quality of intangible aspects of business relationship, such as service and communication or social inter-
action in sales and customer service (Holmlund, 2008). In addition, due to relationship building, the 
interactions between buyers and sellers often develop in each phase (Lasrado et  al., 2023). This study 
was carried out to assess the relationship between trust and reconsumption intention. By extending 
relationship quality, trust has been consistently proven to increase customer intention (Hussein et  al., 
2023; Khan et  al., 2023). The customer-company relationship is conceptualized as a high-level construct 
consisting of satisfaction, consumer trust, and commitment (Itani et  al., 2019). Several studies have also 
shown that consumer trust plays an essential role in the decision-making for a product reuse (Ha et  al., 
2019). In relation to perceived value, Sharma and Klein (2020) revealed that a higher perceived consumer 
value in products could lead to higher consumer trust. Despite the available literature, there are still no 
reports regarding the mediating role of trust in the relationship between perceived value and recon-
sumption intention. Therefore, this study investigates the relationship between perceived value and 
reconsumption intention mediated by trust based on the relationship quality theory.

In line with previous reports, the relationship quality theory (Hennig-Thurau & Klee, 1997) shows the 
level of comfort a customer receives when their needs are satisfied. In addition, consumer engagement 
has been proven to have the potential to facilitate loyalty to certain products with reconsumption inten-
tion (Rather, 2018). In addition, previous researchers who used relationship quality theory as a theoretical 
basis in their research models include Rinenggo et  al. (2024) who link trust with consumer loyalty. The 
relationship between customer engagement and reconsumption intention is also tested in this study. 
Product engagement has been reported to have a significant effect on reconsumption intention (Lee 
et  al., 2021). Other studies also revealed that perceived value significantly affects consumer engagement 
(Itani et  al., 2019; Mehdi et  al., 2024; Xie et  al., 2022). Perceived value is essential in the selection process, 
which commonly leads to consumer engagement and loyalty (Servera-Francés et  al., 2020). Customer 
engagement comprises various parties, including sellers, endorsers, and customers. Besides, it shows the 
social interactions among the parties (Guo et al., 2022). According to Qin et al. (2023), it is often obtained 
when customers are allowed to provide feedback on the purchased products. However, there are limited 
reports on the role of engagement as a mediator in the relationship between perceived value and recon-
sumption intention. Based on the relationship quality theory and previous analysis support, this study 
investigates the mediating role of perceived value in facilitating reconsumption intention through cus-
tomer engagement.

This study consolidated these existing relationships into a cohesive framework specifically tailored to 
herbal medicine. It is novel due to the lack of publications integrating the theory of consumer value and 
relationship quality theory in herbal medicine and marketing. Besides, this comprehensive model incor-
porates perceived value, trust, engagement, and reconsumption based on the premise that trust is essen-
tial for products like herbal medicine, where consumers are aware of the product but do not yet consume 
it. Furthermore, no research specifically discusses this phenomenon in the context of herbal medicine 
manufacturing companies. Therefore, this study investigates the potential effect of perceived value on 
reconsumption intention by integrating two mediation variables, trust and customer engagement, under 
the theory of consumption values and the theory of relationship quality. This study presents strategies 
to enhance reconsumption intention in herbal medicine products.

2.  Literature review and hypotheses development

2.1.  Perceived value

The model proposed in this study is consistent with the theory of consumption values (Sheth et  al., 
1991). The theory also explains the effect of perceived value on reconsumption intention. It comprises 
three fundamental axiomatic propositions: consumer choice behavior is a function of various 
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consumption values; consumption values have different contributions in certain choice situations; and 
consumption values are independent (Bhattacharyya et  al., 2023). In addition, some previous researchers 
who have used the theory of consumption values as the basis for the influence of consumption values 
on consumer behavior include Mason et  al. (2023). Furthermore, Mason et  al. (2023) conducted a 
meta-analysis and found that the theory of consumption values framework is a reliable tool for investi-
gating consumer behavior in various contexts. Then, a recent study from Peiris et  al. (2024) uses the 
theory of consumption values as a theoretical basis to provide fresher insights compared to other alter-
native theories such as the theory of planned behavior theory of reasoned action to study similar phe-
nomena. Furthermore, De Toni et  al. (2018) suggested that the influence between reconsumption 
intention and antecedents still requires further studies. In addition, Lee and Yun (2015) noted that there 
is still a limited literature review on internal factors that affect the intention to reconsume herbal foods. 
Furthermore, Boas et  al. (2008) emphasized that health issues are the main predictor of reconsumption 
intention when it comes to herbal food consumption. Besides, consumers who have a good perception 
of value or perception of herbal or organic food or products will prefer to reconsume these products (De 
Toni et  al., 2018).

Perceived value is the customer’s assessment of the perceived benefits obtained from the offer with 
the incurred costs (Kumar & Reinartz, 2016). In addition, it refers to how a consumer evaluates the dif-
ference between all the benefits and costs of a marketing offer compared to competing offerings (Kotler 
& Amstrong, 2021). Several reports have consistently shown two main trends in literature, with the first 
having a unidimensional approach rooted in economics and utility theory. This approach states that 
utility maximization drives choice behavior, and perceived value is considered a trade-off between ben-
efits and sacrifices (Hyun & Fairhurst, 2018). Furthermore, Al Halbusi et  al. (2023) found that value can 
be defined as the value generated by SMEs through their capabilities, measured by factors such as cost 
and time efficiency, product or service differentiation, and the level of customization tailored to individ-
ual customers. Meanwhile, reconsumption intention is part of individuals’ behavioral intention (Chen 
et  al., 2021). The consumer is considered to have reuse intention once willing and intending to reuse 
products (Laparojkit & Suttipun, 2022; Anaya-Sánchez et al., 2020). Consumer behavior intention describes 
the intentionality in performing a task and is closely related to the tendency to purchase products to 
meet needs (Putra et  al., 2019).

According to the theory of consumption values, consumer choice behavior is influenced by several 
values, including functional, conditional, social, emotional and empirical (Sheth et  al., 1991). The theory 
is used as a foundation to understand how reconsumption intention is influenced by perceived value. 
Empirical studies have been carried out intensively, among others, by Petravičiūtė et  al. (2021) confirming 
that consumers who buy products from luxury brands because they believe that the product is made 
with the highest quality, and it affects their intention to buy again. Similarly, Huang et  al. (2020) found 
that consumer perception of foods that have special functions such as herbal drinks is the main factor 
in the success of these products in sales.

2.2.  Trust

Consumer trust is a multi-dimensional concept related to several targets, such as salespeople, products, 
and companies (Plank et  al., 1999). Drawing upon relationship quality theory, trust has been consistently 
proven to enhance customer intention (Hussein et  al., 2023). In addition, it is an essential factor often 
considered while making purchasing decisions (Ha et  al., 2019). Consumers with high confidence in prod-
ucts tend to have a strong reconsumption due to the belief that the products can provide the expected 
benefits (Asti et  al., 2021). Meanwhile, low confidence in products can cause weak reconsumption inten-
tion (Lee et  al., 2021). Several studies have shown that consumer trust has a significant effect on repur-
chase intention (Wandoko & Panggati, 2022). Products are likely to have a greater chance of gaining 
reconsumption intention when consumer trust is well built.

When consumer perceives high value from products or services, there is often a tendency to have 
greater trust due to the positive experience and satisfaction from the perceived value, which leads to 
the development of trust in the reliability and ability of the product to meet their expectations (Suleman 
et  al., 2013). Meanwhile, when consumers have a low perceived value (for example, low quality, too high 
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price, or poor service), their trust is likely to decrease (Watanabe et  al., 2020). Perceived value is also 
essential for shaping and affecting consumer trust (Hariguna et  al., 2020; Yuen et  al., 2020). Higher per-
ceived values from the consumer often lead to increased trust (Sharma & Klein, 2020). According to 
previous reports, perceived value is closely related to consumer trust (Lee, 2023). Furthermore a study by 
Al Halbusi et  al. (2024) found that technological trust plays a crucial role in boosting customers’ behav-
ioral intention to use online pharmacy services in Qatar. This indicates that a company needs to establish 
a good relationship with consumers to facilitate trust (Pardede et  al., 2018). Petravičiūtė et  al. (2021) state 
that the greater the perceived value, the higher the behavioral intention.

2.3.  Customer engagement

Consumer engagement significantly affects consumer’s intention to reconsume a product. The concept 
of customer engagement has received great attention from marketing academics over the past two 
decades (Behnam et  al., 2023). In addition, individuals who feel emotionally attached to a brand or prod-
uct tend to have a strong intention to maintain the relationship and repeat purchases in the future 
(Majeed et  al., 2022). Emotional engagement makes them feel deeply attached to certain products and 
contributes to their intention to reconsume them (Molinillo et  al., 2020). The concept of customer 
engagement continues to evolve along with the changing technological environment in marketing. It 
has also been variously defined as a state of mind, psychological process, and behavior that goes beyond 
purchases and transactions (Brodie et  al., 2019). Also, it is related to social motivation, social interaction, 
and anxiety (Hilvert-Bruce et  al., 2018). Therefore, a company needs to build strong consumer engage-
ment to encourage a higher product reconsumption (Verhoef et al., 2010). Managers must maintain the 
quality of products and services to maintain consumer trust and develop good relationships with each 
customer to increase repurchase intention (Lee et  al., 2021). Customer engagement is a strategy to help 
businesses achieve their goals, such as increased sales, high profitability, and consumer loyalty. Especially 
in the service sector, engaged customers must serve as co-creators who can improve the service expe-
rience (Majeed et  al., 2022).

When individuals perceive high value from products, it can strengthen consumer engagement. 
Consumers often feel satisfied and positively connected to products as their expectations and needs are 
satisfied (Molinillo et  al., 2020). Perceived value also has the potential to induce positive emotions, such 
as satisfaction, pride, or pleasure (Pansari & Kumar, 2017). The emotions possessed can strengthen 
engagement with products and serve as an encouragement for future reconsumption (Homburg et  al., 
2017). Engagement can occur at different levels of intentionality, which implies the possibility to engage 
with content either unconsciously or unintentionally (Luo et  al., 2024). Those who feel attached to a 
brand tend to be loyal and show a strong intention to repurchase products or use services. The products’ 
perceived value is essential in product selection, leading to engagement and loyalty (Servera-Francés 
et  al., 2020). According to Leckie et  al. (2021), consumer engagement can be affected by the perceived 
value, and vice versa. Customers will think about the image and traits that can be trusted with their 
friends before recommending restaurants they have visited (Itani et  al., 2019).

2.4.  Reconsumption intention

Understanding consumer reconsumption intention is a key focus area for marketers considering its strong 
impact on business survival and growth (Chang & Liu, 2018). Reconsumption intention is often referred 
to as the term intention to consume. To date, research that discusses the intention of consumers to 
reconsume traditional Indonesian herbal products is limited (Wijaya & Annisa, 2020). The intention to 
reconsume is part of a person’s behavioral intention (Chen et  al., 2021). Consumers are perceived to have 
the intention to reuse when they intend to reuse a product (Anaya-Sánchez et  al., 2020; Kaur et  al., 2021; 
Laparojkit & Suttipun, 2022). This concept is closely related to the tendency of consumers to purchase 
products to meet their needs (Putra et  al., 2019). Furthermore, the reconsumption intention is vital to 
improve the company’s profitability and marketing performance among the highly competitive markets 
(Latif & Lanxia, 2019). According to Ali et  al. (2018), consumer purchase intention can grow a sustainable 
business. It significantly affects purchasing behavior (Indiani & Fahik, 2020; Miranti & Tukiran, 2020; 



Cogent Business & Management 5

Peña-García et  al., 2020). In the broader context of understanding consumer intention, it also valuable to 
explore factor influencing this intention. For instance, Van de Wetering et  al. (2023) discovered that an 
individual’s attitude toward entrepreneurship significantly influences their intentions, while this is more 
related to enterpreneurial setting, it highlights the importance of attitude in shaping behavioral inten-
tion. Similarly, sustainability related consumer intentions has also been examined, with Al Halbusi, Popa, 
et  al. (2024) identifying green entrepreneurial intention as a crucial driver for fostering sustainability 
oriented innovation. These insight suggest that understanding various factors, including attitudes and 
sustainability, can provide a more comprehensive view of consumer behavior including reconsumption 
intention of herbal medicine.

From the theoretical foundations and empirical evidence, the following hypotheses are proposed:

H1: Perceived value has a positive significant effect on reconsumption intention.

H2: Perceived value has a positive significant effect on trust.

H3: Trust has a positive significant effect on reconsumption intention.

H4: Perceived value has a positive significant effect on customer engagement.

H5: Customer engagement has a positive significant effect on reconsumption intention.

2.5.  The mediating role of trust

Hennig-Thurau and Klee (1997) introduce relationship quality theory as ‘the degree of comfort a relation-
ship provides to customers in satisfying their needs.’ Relationship quality can be viewed as a 
mega-construct comprising other key components that reflect the overall nature of the exchange rela-
tionship between two parties. Despite different approaches to studying RQ, Garbarino and Johnson 
(1999) report that the concept of relationship quality cannot be defined by a single dimension. Based 
on relationship quality, the customer-company relationship is conceptualized as a high-level construct 
comprising satisfaction, consumer trust, and commitment (Baker, 1999; Crosby et  al., 1990; Itani et  al., 
2019). These three factors are the most commonly used dimensions to represent the strength of the 
customer-company relationship. Based on this theory, this study involves two mediation variables, cus-
tomer engagement and trust.

Consumer trust is an essential aspect for the relationship between customers and sellers (Hapsari 
et  al., 2020). Hussein et  al. (2023) suggest trust and customer engagement as mediation using the basis 
of relationship quality theory. Gummesson (1987) considers relationship quality as the quality of interac-
tion between customers and suppliers and can be interpreted as the accumulation of value. Relationship 
quality involves evaluating various aspects of the customer-company relationship to assess the overall 
strength of the relationship (Hennig-Thurau et  al., 2002). In addition, consumer trust is essential for main-
taining the health of any line of business (Soren & Chakraborty, 2024). Therefore, it is fundamental in 
relation to consumer behavior.

Trust can be built by creating consistent usability products (Bulsara and Vaghela, 2020). Consumers 
who perceive high value from products or services often have increased consumer trust (Watanabe et  al., 
2020), thereby increasing reconsumption intention (Roh et  al., 2022). When they have the trust in the 
product, they tend to have an intention to reconsume in the future (Kotler and Keller, 2016). Previous 
studies have examined the role of perceived value on reconsumption intention and trust directly, as well 
as the effect of trust directly on reconsumption intention. However, there are still inconsistencies in 
results regarding the direct effect of perceived value on reconsumption intention by adding a mediating 
variable, trust. The role of perceived value in increasing reconsumption values has also been previously 
explored (Lin et  al., 2022; Tseng et  al., 2022). The effect of perceived value on trust was analyzed (Hu 
et  al., 2022; Miao et  al., 2022; Thakur et  al., 2023; Zeqiri et  al., 2023) as well as the influence of trust on 
reconsumption intention (Lei et  al., 2023; Ye et  al., 2023). Based on relationship quality theory and 



6 ELIZABETH ET AL.

previous analysis gaps with the support of previous studies, this study presents a new concept, trust as 
a mediating variable and is hypothesized as follows:

H6: Trust mediates the effect of perceived value on reconsumption intention

2.6.  The mediating role of customer engagement

A high consumer’s perceived value on a certain product can increase consumer engagement (Itani et  al., 
2019; Xie et  al., 2022). Strong engagement can strengthen the relationship between perceived value and 
reconsumption intention (Lee et  al., 2021; Molinillo et  al., 2020). The parameter acts as a channel that con-
nects perceived value with reconsumption intention. When individuals perceive high value and have a 
strong engagement with products, there is often a tendency to have a stronger reconsumption intention. 
In addition, perceived value is essential in product selection, which leads to loyalty (Servera-Francés et  al., 
2020). According to Leckie et  al. (2021), consumer engagement can mediate products’ perceived value on 
consumer loyalty. When high value is perceived from products or services, this value leads to the formation 
of strong consumer engagement. This often causes the emergence of consumer intention to reconsume.

To substantiate the mediation of customer engagement, we need to draw on established theoretical 
frameworks and empirical studies. Perceived value, defined as the consumer’s overall assessment of the 
utility of a product based on perceptions of what is received versus what is given (Zeithaml, 1988), is a 
critical determinant of consumer behavior. It creates a connection and ongoing interaction with the 
product, thus strengthening loyalty and reconsumption intention (Bowden, 2009). The relationship 
between perceived value and engagement is supported by research showing that higher perceived value 
leads to increased consumer engagement (Hollebeek et  al., 2014). Furthermore, engaged consumers are 
more likely to exhibit loyalty and a stronger intention to repurchase (Harrigan et  al., 2017). The mediat-
ing role of engagement has been empirically validated in studies that engagement bridges the perceived 
value and reconsumption intention (Vivek et  al., 2012).

The role of perceived value in increasing reconsumption values has been previous explored (Majeed 
et  al., 2022). Meanwhile, the effect of perceived value on customer engagement (Behnam et  al., 2023; 
Meyer-Waarden et  al., 2023) and the influence of customer engagement on reconsumption intention 
have been studied (Molinillo et  al., 2020). They have examined the role of perceived value on recon-
sumption intention and customer engagement directly, as well as the influence of customer engagement 
directly on reconsumption intention. However, there are still inconsistencies in the results on the direct 
effect of perceived value on reconsumption intention. Therefore, this study fills the gap by adding a 
mediating variable, customer engagement. In addition, Al Halbusi et  al. (2024) emphasized that gaining 
more consumers requires significant learning from failure. While learning from past business setbacks can 
help entrepreneurs succeed in new ventures, the cognitive ability to recognize new business opportuni-
ties enhances the impact of this experiential learning on improving new venture efficiency. A crucial 
insight for entrepreneurs is that continuous learning and a proactive approach to seeking new informa-
tion are essential for the renewal and growth of their businesses.

Based on relationship quality theory, this study presents a new concept; customer engagement serves 
as a mediating variable with the following hypothesis:

H7: Customer engagement mediates the effect of perceived value on reconsumption intention

3.  Methods

3.1.  Research design and sample

This study was conducted in Indonesia with herbal medicine consumers as the target respondents. The 
sample population comprised Indonesian consumers of herbal products in ready-to-drink packaging. It 
employed a quantitative approach to determine causal relationships. The sample in this study was 
selected using a purposive sampling procedure. This sampling technique was classified as one of the 
types of nonprobability sampling. Purposive sampling is confined to specific types of people who can 
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provide the desired information, either because they are the only ones who have it, or because they 
conform to some criteria set by the researcher (Sekaran & Bougie, 2016). In addition, purposive sampling 
was chosen because this study used a specific research sample, 18-year-old individuals who had con-
sumed herbal products more than once in the last month.

Furthermore, upon calculating the sample size, this study used the framework of Lemeshow et  al. 
(1997) with a significance value of 5% (confidence level of 95%). Based on the calculations, the minimum 
number of samples in this study is 385 samples. Data were collected through questionnaires distributed 
directly to the participants. The questionnaire was translated into Bahasa and distributed directly to the 
customers of herbal medicine sold around cities in Indonesia. After being distributed from December 
2023 to March 2024, there were 550 questionnaires distributed, and 467 of them had successfully been 
returned. However, 17 questionnaires were not completed, so only 425 questionnaires were used for 
further data analysis. Participation in the questionnaire was voluntary, and respondents had the freedom 
to decline if they wished. Verbal informed consent was obtained from all participants. The data can be 
accessed without disclosing any identifying information about the respondents upon request from the 
corresponding author.

3.2.  Measures and data analysis

A self-administrated questionnaire survey was used to collect the data. The questionnaire contained the 
demographics of the respondents and the variables tested. To measure the variables, this study used a 
five-point Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree). Perceived value was mea-
sured by twelve indicators, adapted from previous studies (Qasim et  al., 2019). Perceived value measure-
ment was the overall assessment of consumers of the benefits of herbal medicine that they felt both 
functionally, emotionally, socially, conditionally, and epistemically. The twelve indicators were chosen 
because they have the same characteristics, namely the intention to consume organic food. The mea-
surement of trust variable was adapted from Oliveira et  al. (2017) with four indicators modified on con-
sumers who relied on herbal medicine. The customer engagement variable used nine indicators adapted 
from Hapsari et  al. (2020) which is modified to measure consumer engagement in consumer herbal 
medicine, especially in Indonesia. Customer engagement measurement is related to the deep bond 
between consumers and herbal medicine by involving and interacting with herbal medicine either cog-
nitively, emotionally, or behaviorally. Reconsumption intention applied four indicators (Chang et  al., 
2020). The four indicators were chosen because they have the same research object, namely the medical 
cosmetology clinic. They measure the willingness of consumers to reconsume herbal medicine on a sus-
tainable basis and to recommend it to others. All instruments can be seen in Table 1.

To ensure the validity and reliability of the measurement, this study conducted a validity test through 
confirmatory factor analysis (CFA) (see Figure 1). To analyze the conceptual model, it referred to 
covariance-based structural equation modeling (CB-SEM) with the AMOS application. This study adopted 
CB-SEM for some reasons: first, the error term requirement demanded an additional specification, cova-
riance; second, the research model was not recursive; third, the data of this study met the assumption 
of CB-SEM, the minimum size of the sample and the assumption of distribution; fourth, a large data set 
and met the criteria of goodness of fit. In addition, CB-SEM is one of the approaches in SEM that focuses 
more on the covariance relationship between the variables in the model. CB-SEM can measure the extent 
to which the covariance between variables is appropriate for the expectations of the theoretical model. 
Furthermore, CB-SEM assumes that the data are multivariate-distributed and aimed to minimize the dif-
ference between the observed and predicted covariance in the model. This study was approved by ethic 
committee of Brawijaya University (No. 4370.UN10.F02.11.32/KM/11.04/2023).

3.3.  Common method bias and outlier testing

The data of this study were only obtained from one source, the consumers, with self-declared techniques. 
Hence, several steps were used to reduce bias. First, the questionnaire was answered anonymously and 
confidentially, making participants more objective in providing answers. Second, the Harman single factor 
test resulted in 49.6%, indicating the absence of bias in the data of this study. In addition, as a preliminary 
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analysis, outlier testing was conducted to identify data with unique characteristics, and extreme values for 
either a single variable or a combination (Hair et  al., 2006). In this study, Mahalanobis Distance (D2) was 
used with a p < 0.001 (Tabachnick & Fidell, 2006), so the research data was free of outliers.

Figure 2 shows parallel mediation because the distinguishing characteristic of the parallel mediation 
model is the assumption that none of the mediators causally affect each other (Hayes, 2013). The two 
mediating variables used in parallel included trust and customer engagement.

Table 1.  Reliability and convergent validity.
Construct Loading AVE CR

Perceived value 0.60 0.95
I feel that herbal medicine is reliable for 

overcoming health problems when consumed
0.85

I feel that herbal medicine has a greater benefit 
than the costs incurred

0.83

I feel that herbal medicine can provide a sense of 
comfort to be reconsumed

0.76

I feel that herbal medicine can grow my love for 
traditional medicine

0.79

I feel that herbal medicine can provide a positive 
image in the community for those who 
consume

0.81

I feel that herbal medicine can be accepted by 
most people as a health product

0.76

I feel that herbal medicine can give the 
impression that I am a healthy person in the 
eyes of others

0.75

I feel that herbal medicine has received 
recognition from the community as a 
standardized traditional medicine

0.75

I choose herbal medicine to consume when I 
have health complaints

0.81

I feel that herbal medicine can be used as an 
alternative product to maintain my health

0.80

I feel that herbal medicine is always available 
when needed

0.77

I feel that herbal medicine can foster my curiosity 
about traditional medicine

0.57

Trust
I want to rely on herbal medicine to solve my 

health problems
0.95

I believe that consuming herbal medicine can 
maintain my health

0.95

I believe that herbal medicine can have a positive 
impact on health

0.94

I am convinced that herbal medicine is beneficial 
for health

0.86 0.86 0.96

Customer engagement
I consider herbal medicine important to maintain 

health
0.90

I care about consuming herbal medicine to 
maintain health

0.87

I think herbal medicine is worth considering for 
maintaining health

0.81

I am enthusiastic about consuming herbal 
medicine to maintain my health

0.84 0.94 0.94

I am proud to consume herbal medicine 0.77
I judge positively the habit of consuming herbal 

medicine
0.62

I want to consume herbal medicine to maintain 
my health

0.64

I try my best to consume herbal medicine on 
various occasions

0.95

I want to consume herbal medicine so that I can 
preserve the traditions of my ancestors

0.73

Reconsumption intention
I am willing to reconsume herbal medicine 0.69
I intend to reconsume packaged herbal medicine 

instead of other products
0.92

I intend to continue consuming herbal medicine 0.72
I recommend others to consume herbal medicine 0.80 0.62 0.87

Notes: AVE = average variance extracted; CR = composite reliability.
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4.  Results and discussion

4.1.  Data analysis result

Based on the data collected from a total of 425 participants (see Table 2), the majority of herbal product 
consumers were women (51.5%), dominated by Generation Z aged 17 to 26 years (39.5%). Their monthly 
income was below IDR 4.9 Million or in the low category with consumption of herbal products 2–3 
times. Herbal medicine might be favorable because it was relatively cheap and typically used to meet 
their health needs.

4.2.  Measurement model

4.2.1.  Validity, reliability, and goodness-of-fit test
Validity testing was carried out using convergent and discriminant validity techniques, with convergent 
validity using the loading factor value (see Table 1). All indicators used to measure variables were known 
to have a loading factor value of > 0.6. Therefore, all variables had indicators that could measure each 
latent variable in this study. Discriminant validity was performed with the Fornell-Larcker criterion value 
with the criteria that each correlation value was greater than the other latent variables. Table 3 shows 

Figure 1.  CFA results.
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that each variable already has the largest correlation value compared to other latent variables. Table 3 
also shows that the AVE value of each latent variable is above 0.50, indicating that all variables are valid. 
Based on these 3 validity tests, all variables in this study are valid.

The next test was the reliability test using composite reliability values with a cut-off of> 0.70. Table 3 
shows that each latent variable has a composite reliability value greater than 0.70 and can be declared 
reliable and usable for analysis. Furthermore, the goodness of fit testing used several criteria (see Table 4) 
required for structural equation modeling. This study found that the Chi-square value was greater than 5, 
the CFI and TLI values were > 0.90, and the RMSEA value was lower than 0.08. Based on these measure-
ments, the model built was fitting for the data.

4.3.  Structural model and hypotheses testing

The hypothesis testing used covariance-based structural equation modeling (CB-SEM) techniques to 
answer the study objectives. It was the core of efforts to understand the significance of the relationship 
between the variables being studied. Besides, it adopted the bootstrapping technique with the criteria 
that the p-value was lower than 0.05 or a 5% error rate. This was indicated by the positive or negative 
sign on the coefficient value, which showed the direction of the relationship between the two previously 
hypothesized variables. Table 5 and Figure 3 present the results of hypothesis testing directly and indi-
rectly or the mediation effect. Mediation testing used the suggestion of Baron and Kenny (1986), who 
stated 3 criteria for determining the mediation effect. The mediation technique was used because this 
study fitted the hypothesis model.

The results showed that perceived value had no significant effect on reconsumption intention (β = 0.03, 
t-value 0.577), indicating the rejection of H1. Furthermore, the perceived value had a significant effect 
on trust (β = 0.37, t-value 7.624), showing that H2 was accepted. Trust did not significantly affect recon-
sumption intention, revealing that H3 was rejected. The fourth hypothesis, H4, was accepted, showing 
that perceived value had a significant effect on customer engagement (β = 0.18, t-value 2.807). The find-
ings of this study showed that customer engagement had a significant effect on reconsumption inten-
tion (β = 0.47, t-value 8.283), hence, H5 was accepted (see Table 5). The mediating role of the trust 

Table 2.  Participants’ demographic.
Descriptions Frequency (%)

Gender
Male 206 48.5
Female 219 51.5
Generation
Gen Baby Boomers 18 4.2
Gen X 79 18.6
Gen Y 160 37.6
Gen Z 168 39.5
Income per month
< IDR 4,900,000 146 34.4
IDR 4,900,000 to 9,799,999 133 31.3
IDR 9,800,000 to 14,699,999 76 17.9
> IDR 14,700,000 70 16.5
Frequency to drink
1 time 184 43.3
2–3 times 195 45.9
4–5 times 46 10.8

Figure 2.  Conceptual framework.
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variable was rejected because the mediating relationship had a p-value of 0.250 > 0.05 with a negative 
relationship direction, indicating the rejection of H6. Finally, H7 was accepted because it had a p-value 
of 0.006 < 0.05 with a positive relationship direction. Based on this finding, customer engagement medi-
ated the effect of perceived value on reconsumption intention (see Table 6).

5.  Discussion

The study result suggested that perceived value does not increase reconsumption intention, which is 
consistent with that of Sharma and Klein (2020). Therefore, a positive perception of consumers on the 
benefits of consuming pharmaceutical products does not affect reconsumption intention. Herbal medi-
cine is not the main option for the modern community, due to the availability of other alternatives to 
cure an illness, such as going to the doctor. Consumers are likely not to have repeated behavioral inten-
tions when the benefit element is not higher than the sacrifice to make (Fiandari et  al., 2019). This result 
corresponds to the characteristics of the participants, who predominantly belong to the lower economic 
level. In addition, lower-income consumers could still feel that the sacrifices to consume herbal medi-
cines are greater than the benefits although the products are affordable. The result indicated the impor-
tance of the consumption values theory (TCV) in shaping consumer behavior, where perceived value 
could still affect the intention to reconsume a product but must be mediated by trust and engagement.

Besides, perceived value is empirically proven to increase trust. This result affirms the finding of Yuen 
et  al. (2020) that the greater the perceived value of the herbal products consumed, the higher the trust 
and reliance on the products in overcoming health problems. According to Hariguna et  al. (2020), 
although perceived value and trust are described in different dimensional forms, the effect of perceived 
value on consumer trust always remains strong and significant. Some aspects of perceived value could 
help consumers understand the risks of using products, leading to increased trust (Yuen et  al., 2020). The 
results of this study supported the theory of trust proposed by Castelfranchi and Falcone (2010), that 
individuals trust certain products due to their expectations of the products on the benefits in exchange 
for the potential risks. Besides, this study indicated that when consumers find a high value in herbal 
medicine products (e.g. the product is effective, safe, and price-worthy), they are more likely to trust the 
product. Consumers who feel that herbal medicine products provide value beyond financial costs poten-
tially believe that herbal medicine products can meet their needs. In the context of Indonesia, herbal 

Table 3.  Mean, SD, and Fornell-Larcker criterion.
Variables Mean SD 1 2 3 4

(1) PV 3.99 0.60 0.773
(2) TR 4.11 0.71 0.372 0.929
(3) CE 3.73 0.65 0.157 0.235 0.801
(4) RI 3.76 0.59 0.128 0.116 0.489 0.790
The diagonal elements in bold are the square roots of the average variance extracted, while the value below the diagonal explains the cor-
relations of inter-construct.
Notes: SD = standard deviation; PV = perceived value; TR = trust; CE = customer engagement; RE = reconsumption intention.

Table 4.  Fit indices.
Fit criteria Value Cut Off Remark

Chi-square (CMIN) 786.869 – Good fit
Root mean square error of 

approximation (RMSEA)
0.051 < 0.08 Good fit

Comparative fit index (CFI) 0.958 > 0.90 Good fit
Tucker-Lewis index (TLI) 0.954 > 0.90 Good fit

Table 5.  Direct effect.
Hypotheses Path Coefficients t-value Result

H1 PV -> RE 0.03 n.s 0.577 Rejected
H2 PV -> TR 0.37** 7.624 Accepted
H3 TR -> RE −0.06 n.s 0.402 Rejected
H4 PV -> CE 0.14** 2.807 Accepted
H5 CE -> RE 0.47*** 8.283 Accepted
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medicine is often trusted and appreciated by local consumers. The perceived value of herbal medicine 
can include trust in herbal recipes used for centuries, effectiveness from hereditary use, and natural and 
organic images associated with good health. Trust, in this term, comes from the cultural heritage and 
positive experiences of the previous generations.

Meanwhile, trust does not affect reconsumption intention. This study revealed that although consum-
ers trust herbal products to solve their health problems, the trust does not increase their reconsumption 
intention. This result is inconsistent with that of Chin et  al. (2022). Kim et  al. (2008) and Cui et  al. (2019) 
stated that consumer trust can magnify the products’ potential benefits and increase tolerance for per-
ceived risk to affect consumer behavioral intention indirectly. However, this study found different results, 
and the difference might arise as the participants are dominated by Generation Z. Munsch (2021) stated 
that Generation Z is the largest number of potential markets today due to their product choices. 
Furthermore, the information about the types of products with similar benefits to pharmaceutical prod-
ucts can cause low reconsumption intention. Even though herbal medicines are efficacious for health, 
they do not provide a sense of comfort in the sense of flavor and aroma. Further, the emotional value 
indicator (liking and comfort) has the lowest value, which indicates that consumers view herbal medicine 
as a product with low emotional value because of the unpleasant and uncomfortable smell. However, 
herbal medicine has a high functional value, so they can choose other substitute products with the same 
benefits. Correspondingly, Bredie et  al. (2015) suggested paying attention to the flavor of food and bev-
erage used in public health. Flavor and aroma are also important for increasing the sales of food and 
beverage products, including herbal medicine (Spence, 2020).

Perceived value has a significant effect on customer engagement. This finding illustrated that the 
more the consumers feel the value of herbal medicine, the higher the engagement. This result affirms 

Figure 3. S tructural model estimates.

Table 6. I ndirect effect.
Hypotheses Path Indirect effect Result Type of mediation

H6 PV -> TR -> RE −0.02 Rejected No mediation
H7 PV -> CE -> RE 0.16** Accepted Full mediation

Notes: N = 425; ** p-value <0.05; *** p-value <0.001; n.s = not significant; PV = perceived value; TR = trust; CE = customer engagement; 
RE = reconsumption intention.



Cogent Business & Management 13

the study of Yang and Xia (2022) and Itani et  al. (2019) that products with high values can encourage 
consumers to actively share knowledge and recommend the products to others. Based on participants’ 
characteristics, consumers are dominated by those who regularly consume herbal medicines every week, 
with a frequency of 2 to 3 times. The number of male and female consumers in this group is almost 
equal. This pattern of frequent consumption of herbal medicines shows that either male or female con-
sumers have a close engagement. When consumers feel that herbal medicine products provide signifi-
cant health benefits at a reasonable price, they tend to be more engaged with the brand. Consumers 
who feel the high value of certain products are more likely to repurchase, participate in promotional 
activities, and share their positive experiences with others.

Customer engagement is an antecedent of reconsumption intention, and the result is supported by 
Mahdi et  al. (2021). A close sense of engagement with herbal medicines to fulfill healthy lifestyle leads 
to increased reconsumption. Based on the characteristics of the participants, the majority often consume 
herbal products every week. This indicated that consumers often interacted or engaged with the herbal 
products. The characteristics of these participants are appropriate to the findings of Lee et  al. (2021), that 
when consumers are actively involved, there is a tendency to increase reconsumption. They tend to have 
deep positive experiences. For example, they may better understand the health benefits offered by the 
product through participation in the community or education by the brand. These positive experiences 
increase trust and motivate them to keep buying the product.

5.1.  The mediation effect of trust

Trust does not mediate the effect of perceived value on reconsumption intention, as indicated in Table 
6. When consumers have a positive assessment of herbal products, the products are trusted to deal with 
their health problems, but this is not sufficient to induce reconsumption. This finding suggested that 
when consumers have a positive assessment of herbal products, they will trust the herbal medicine to 
handle their health problems. However, this is not enough to make them continuously consume the 
herbal medicine. Trust in this study includes willingness to rest, ability or benefits of herbal medicine, 
benevolence, and belief. The result provides a new understanding of the relationship quality theory that 
trust does not significantly mediate the effect of perceived value on reconsumption intention among 
herbal medicine consumers in Indonesia. This difference in result may happen due to the characteristics 
of respondents, dominated by Generation Z. Although Generation Z is currently the largest market seg-
ment, Munsch (2021) suggested that the large selection of products offered to them makes them more 
skeptical of certain products. It means that consumers may have felt that herbal medicine has a very 
positive value, but they do not simply believe that consuming herbal medicine is enough to overcome 
their health complaints, so they do not plan to re-consume the herbal medicine. The trust of consumers, 
especially Generation Z, cannot be built instantly. It requires a process and knowledge transfer.

5.2.  The mediation effect of customer engagement

The second mediating variable is customer engagement on the effect of perceived value on reconsumption 
intention, as indicated in Table 6. This study indicated that customer engagement is an important factor in 
increasing reconsumption intention using perceived value. Consumer engagement serves as a channel that 
connects perceived value with reconsumption intentions. When consumers feel a high value and have a 
strong attachment to the product, they tend to have a stronger intention to reconsume in the future. The 
result suggested that perceived value has a positive effect on reconsumption intention when consumers 
have a strong desire to preserve traditions. This is in line with the finding of Xie et  al. (2022) and Majeed 
et  al. (2022) that perceived value can increase customer engagement mediated by customer engagement.

6.  Conclusion

Some proposed hypotheses are accepted, such as the effect of perceived value on trust and customer 
engagement, then customer engagement on reconsumption intention, as well as the mediating role of 



14 ELIZABETH ET AL.

customer engagement on the effect of perceived value on reconsumption intention. Customer engage-
ment mediation is an important factor in increasing reconsumption intention using good perceived 
value. Without the customer engagement variable, the direct effect of perceived value on reconsumption 
intention was insignificant. Therefore, active engagement from consumers and sellers is required to make 
sustainable purchases. Meanwhile, several hypotheses are rejected for various reasons, such as the direct 
effect of perceived value on reconsumption intention, trust on reconsumption intention, and the medi-
ating role of trust on the effect of perceived value on reconsumption intention. These results showed 
that consumer trust in the benefits of herbal medicine does not mediate the effect of perceived value 
on reconsumption intention. Therefore, there are still other factors not included in this study related to 
consumers’ intention to (re)consume herbal medicine.

7.  Theoretical and practical contribution

This study contributes to both theoretical understanding and practical implications within the domain of 
perceived value and reconsumption intention. Theoretically, it extends existing knowledge by elucidating 
the effect of perceived value on reconsumption intention, with mediating effect of trust and customer 
engagement. The results validate the importance of perceived value in shaping consumer behavior, spe-
cifically the intention to reconsume herbal medicine. However, this study revealed that the relationship 
between perceived value and reconsumtion intention is not always direct. Perceived value needs to go 
through consumer engagement to affect reconsumption intention. The findings also supported the rela-
tionship quality theory by showing the mediating role of trust and consumer engagement. They illus-
trated that relationship quality elements, such as engagement, have a key role in shaping consumer 
behavior. To further enhance product engagement, innovation is required to meet the expectations of 
Gen-Z by creating Gen-Z-friendly products and aggressively promoting them across media platforms.

Practically, the findings of this study suggested that drink manufacturers and marketers need to focus 
on trust aspect to increase reconsumption intention. This could include providing clear information, edu-
cational content, and customer support, reputable certification (NSF international, USDA organic or Good 
Manufacturing Practices (GMP), collecting and sharing customer reviews, case studies, and success sto-
ries, engaging influencers and ambassadors, creating a consumer community, hosting events and webi-
nars, holding customer survey, and acting out on feedback. By implementing these strategies, business 
owners can build and maintain a high level of trust with customers.

Besides, marketing could focus on increasing engagement with herbal products by developing loyalty 
programs, such as a point-based system (e.g. redeemed for a discount, free products, or exclusive access 
to new products), exclusive benefits and personalized offers, content hub (e.g. building comprehensive 
resource center on a website with articles, videos, and infographics about the benefits, uses, and scien-
tific research behind herbal products), webinar and workshop, social media education, expert Q&A ses-
sions, user-friendly experience, customer service excellence, product quality assurance, interactive 
campaign and corporate social responsibility.

Furthermore, they can conduct comprehensive market research (e.g. segmentation analysis, perceived 
value survey, and competitor analysis), identify key product benefits for each segment, such as health 
and wellness, emphasize specific health benefits that appeal to each demographic (e.g. stress relief for 
working professionals, immunity support for families, or energy boosters for athletes), natural and sus-
tainable features, highlight aspects like organic ingredients or eco-friendly packaging that resonate with 
environmentally conscious consumer, affordability and accessibility, address values for money and conve-
nience, which might be crucial for budget conscious or time poor demographics.

8.  Limitation and future direction

This study contains some limitations for future studies to address. First, a combination of preliminary, 
survey, interview, and focus group discussion methods to collect data. Surveys often face participant 
bias, interviews are typically affected by the subjectivity of the investigators and participants, and focus 
group discussion does not represent the full diversity of consumers. Using other methods or different 
combinations can provide a more in-depth perspective. Second, this study integrated various consumer 
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behavior variables, including perceived value, consumer trust, and consumer engagement. Although the 
approach is comprehensive, other variables possibly affecting consumer behavior, such as taste prefer-
ence, brand image, or environmental factors, have not been considered. Consumer behavior is an 
extremely complex phenomenon, and many interrelated factors have been shown to play a role. Third, 
this study is conducted with one data collection technique, hence, future reports can employ time series 
in the data collection because industry conditions and consumer preferences may change rapidly. 
Furthermore, future research can involve specific types of engagement to enhance reconsumption, par-
ticularly in the context of herbal medicine products or any products with similar characteristics.
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