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Abstract:

This study examined the satisfaction level of consumers who use herbal medicine to
remedy their illnesses in the Klang Valley, Malaysia. Herbal medicine is usually plant-
based and does not comprise preservatives or artificial colouring. The herbal medicine
industry has rapidly grown worldwide because of the global movement towards
alternative healthcare, and disease prevention has become a significant concern.
Recently, pharmaceutical companies have been extensively conducting clinical studies
and therapeutic trials on herbal medicine supplements as an alternative to modern
medicine. With the aid of various private and public sectors, most developed and
developing nations have produced and improved various herbal medicines for various
illnesses through clinical research. This study focuses on the perceived safety, service
quality, convenience, and pricing factors influencing consumers' satisfaction with herbal
medicines. Questionnaires were distributed through social media to gather the data. The
researchers collected 384 responses from the residents of the Klang Valley using the
convenience sampling method. The findings of this study show that perceived safety,
service quality, convenience, and pricing significantly influence consumers' satisfaction
with herbal medicine in the Klang Valley, Malaysia. However, these factors may also
generate a paradox where cautiousness escalates, decreasing the demand for herbal
medicines. However, herbal medicine industries in Malaysia can formulate strategies to
exploit opportunities to create demand and consumer satisfaction.
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1. Introduction

Herbal medicine is a plant-based medicine that is perceived as a natural ingredient with
no preservatives or colourings within the medicine. According to (Chaurasia et al., 2022),
the term 'herb' within the herbal word shows the alternative expression towards
medicinal plants as temporary or permanent treatment and spices for food flavours and
colorings. A study reports that nearly 70% to 80% of the population in the advanced
world consumed herbal medicine once in their lifetime (WHQO, 2008), while
approximately 70% to 95% of people from less developed economies still use herbal
medicine for primary health care (Robinson et al., 2020). Countries like India, China,
Japan, Thailand, and even Germany have improved their traditional multi-herbal
medicines through intensive scientific research comparable to the new modern
medication systems, with solid support from each country's government. This success
has increased the public's confidence in the Herbal medicine industry. Most importantly,
herbal medicine can now qualify with proper clinical studies as therapeutic medication
and broader market segments as it can be prescribed by real doctors in hospitals and
clinics. Herbal plants have been used as a therapeutic medicine for a long time in
Malaysia's medical system. Herbal items are used as a supplement to the medication
prescribed to patients. According to (Ahmad et al., 2015), the Malaysian herbal medicine
industry has been marked as a new source of growth and identified as one of the entry
points projects under the agriculture new critical economic areas in the economic
transformation program, which commenced in early 2011. The Malaysian economy is
always blessed with mega biodiversity, natural flora, and fauna, with more than a
thousand plants identified as containing medicinal values. In Malaysia, homegrown
medications are typically expended among Malay pregnant mothers (Normina et al.,
2019). Moreover, (Abd Hamid et al., 2020), mentioned that the Malaysian herbal products
industry has gradually grown due to increased community interest in using herbal-based
products as medication for the past decade.

1.1 Research Problem Statement

Based on (Oppong, 2020), products with significant consumer satisfaction generate
favourable behavioural intentions, which can become an indispensable competitive
weapon in the market. Although the importance of consumers' satisfaction with
behavioural intentions is found in research (Ali et al., 2013; Ryu et al., 2012), there need
to be more studies on the relationship between perceived safety, service quality,
convenience, and price consumers' satisfaction, particularly in the herbal medicine
market in Malaysia.
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Moreover, several researchers have indicated that consumers are more likely to
take herbal medicine over the counter than conventional medicine prescribed by a doctor.
In Malaysia, as part of the safety evaluations, herbal products are tested for
microbiological contamination due to heavy metals before approval. All products must
adhere to the limitations outlined in the Drug Registration Guidance Document (DRGD),
or the product's registration will be revoked and taken off the shelf if the safety
requirements are not met (Pauzi et al., 2022).

Based on (Siregar et al., 2018), herbal medicine increased in 2009-2014 compared
to contemporary medicine intake during the same period because consumers perceived
that using herbal medicines was safe. On the other hand, according to (Bellanger et al.,
2017) consumers of herbal medicine are highly concerned with the safety of these
traditional medicines fearing contamination and the side effects of these herbal medicines
when consumed. In line with this, a study by (Stub et al., 2016) found that 68% of herbal
medicine users encountered adverse effects.

Service quality and customer satisfaction are vital elements while forming
consumers' purchase intentions. The results of a study by (Boshoff et al., 2004) show that
customer satisfaction with meals, nursing staff, and fees positively impacts service
quality. Another study was conducted using data from consumers who had received
services from forty different private hospitals in Hyderabad, India, revealing that service
quality is a significant factor influencing customer satisfaction (Meesala et al., 2018).
There are also study results that indicated that service quality significantly impacts
behavioural intention, while the value of assessment was influenced by perceived service
quality (Choi et al., 2004). Moreover, like all businesses, herbal medicine companies also
perceive that service quality plays a significant role in gaining customer satisfaction,
based on research by (Aladwan et al., 2021; Temba, 2013; Peck et al., 2014; Philo, 1997)
who elucidated that with the high performance of service, quality will exceed customers'
expectations and lead towards satisfaction. Contrarily, a study by (Tachjian et al., 2010)
found that the relationship between service quality and consumer satisfaction with herbal
medicine is insignificant and, in some cases, inconclusive.

From a study of the factors contributing to customer satisfaction with community
pharmacies in Malaysia, (Bahari et al., 2010) found that convenience impacts consumers'
satisfaction. Additionally, a study by (Anselmsson, 2006) in Sweden validates that
convenience is a significant factor influencing consumers' satisfaction. A more recent
study by (Srivastava et al., 2014) revealed that convenience and social interaction affect
consumers' experience and satisfaction.

Although convenience is a significant factor that may enhance consumer
satisfaction, there is evidence that convenience is insignificant to consumer satisfaction.
A study (Kandampully & Suhartanto, 2019) indicates that the value and quality of the
products and services play a vital role compared to convenience when consumers make
a purchase decision.
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Based on the study by (Madiistriyatno et al., 2020; Brata et al., 2017; Choi et al.,
2017; Razak et al., 2016; Slack et al., 2020; Zeithaml & V. A., 1988) shows that there is a
significant relationship between pricing and customer satisfaction. A study by (Tengku
Mohamad et al., 2019) found that price was a significant factor for Malaysian women who
use herbal medicine for postnatal care. Conversely, research by (Rezai et al., 2017)
unveiled that the price variable is insignificant when consumers purchase herbal
medicine.

Consequently, it is crucial to research the influence of perceived safety, service
quality, convenience, and price on customers' satisfaction with herbal medicine because
there are gaps in the previous findings. Besides, research has yet to be conducted in the
Klang Valley. Hence, there is a need to study the significant impact of these four factors
on consumers' satisfaction with herbal medicine in Klang Valley, Malaysia

1.2 Research Questions

RQ1: Is there a statistically significant relationship between perceived safety and
consumers' satisfaction with herbal medicine?

RQ2: Is there a statistically significant relationship between service quality and
consumers' satisfaction with herbal medicine?

RQ3: Is there a statistically significant relationship between convenience and
consumers' satisfaction with herbal medicine?

RQ4: Is there a statistically significant relationship between pricing and consumers'
satisfaction with herbal medicine?

1.3 Research Objectives

RO1: To examine if there is a statistically significant relationship between perceived
safety and consumers’ satisfaction with herbal medicine.

RO2: To study whether there is a statistically significant relationship between service
quality and consumers’ satisfaction with herbal medicine.

RO3: To examine if there is a statistically significant relationship between convenience
and consumers’ satisfaction with herbal medicine.

RO4: To scrutinize if there is a statistically significant relationship between pricing and
consumers’ satisfaction with herbal medicine.

2. Theoretical Underpinning, Literature Review and Hypothesis Development

The following sub-sections focus on the theoretical underpinning, literature and
hypotheses development.

2.1.1 Theoretical Underpinning — Value Percept Disparity Theory
Westbrook & Reilly (1983) proposed the Value Percept Disparity theory. The theory
postulates that customer satisfaction is inherent in an individual's emotional state,
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originating from evaluating and assessing the service obtained after utilizing it
(Sinambela et al., 2019). The individual's degree of satisfaction or dissatisfaction is a
mental response from one of the cognitive domains that influence human character.
Cognitive, affective, and psychomotor domains work interchangeably and influence one
another.

However, the cognitive domain, which deals with the human brain and reasoning,
greatly influences beliefs, values, and actions and compares them to the needs and wants
of a human being (Tarip, 2020). This theory requires three factors: one or more product
alternatives, several standards held by the consumer, and the conscious or subconscious
degree that allows one to judge the relationship between the perceptions and individuals'
values (Ing et al., 2019).

Therefore, this theory is significant in directing this study to understand the extent
of perception and one's emotional value towards herbal medicines. For instance, the
perceived safety of herbal medicine will increase when there is less dissatisfaction, and
the opposite applies. Thus, this theory will form the basis of the study, focusing on the
tirst three independent variables: perceived safety, service quality, and convenience of
herbal medicines.

2.1.2 Theoretical Underpinning — Equity Theory

According to (Swan & Oliver, 1989), consumer satisfaction is the extent to which
customers perceive the ratio of input to output as fair. There are models derived from
equity theory (Adams, 1963). Therefore, entities, parties, and individuals involved in the
exchange will feel satisfied if the transactions result in fair treatment (Ole Kinisa, 2019).
The equity models are grounded on the input-output ratio notion, which significantly
determines the extent of customer satisfaction with a given product or service. The extent
of equitable treatment is subjective, as it depends on the individual's 'conceptualization'
(Kung & Scholer, 2020).

The theory further states that fair or non-fair treatment is influenced by many
factors that include but are not limited to the price of the item, service, or commodity, the
utility attached to the commodity or product, the effort expended during the transaction,
and the time spent to acquire satisfaction. Most customers will be satisfied with products
or services if they spend less or more reasonable time acquiring them. In addition,
customers may spend less time acquiring products and get less satisfaction based on the
value they get (Camilleri, 2018). Thus, the theory indicates that a comparative baseline
should be divergent based on satisfactory divergent factors for customers to confirm the
extent of satisfaction or dissatisfaction.

Therefore, this theory is deemed informative and significant to this study, given
that price is one of the study's variables. The price is central to the purchase intentions of
any product. For instance, given that the price of herbal medicine is too high, customers
may decide to purchase it regardless of the price. However, the primary contention in
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this study is the ratio. Therefore, before purchasing herbal medicines, customers will
have a threshold beyond which they expect equity to be achieved.

2.2 Literature Review and Hypotheses Development
The following section provides the relevant literature that led to the development of the
hypotheses for this study.

2.2.1 The Relationship Between Perceived Safety and Customer Satisfaction
Perceived safety is a perception by individuals regarding safety and involves judgments
regarding the possibility of injury to the product or service user (Raue et al., 2019).
According to (Ringle et al., 2011), perceived safety has a massive impact on customer
satisfaction among people who use herbal medicine (Ekor, 2014). Therefore, regarding
herbal medicine products that are consumable by people, it is crucial to acknowledge
their safety for the human body as they are primarily consumable. There is no clear
evidence to confirm that herbal medicine is safe (Lynch & Berry, 2007). However, many
use herbal medicine as an alternative treatment (Snyder et al.,, 2009). In research
conducted by (Islahudin & Hasan, 2019), herbal medicine is taken from raw plants, a
natural ingredient without preservatives, and most people know the originality of herbal
medicine.

Herbal medicine is used by most people worldwide (Ardalan & Rafieian, 2013).
According to (Siregar et al., 2018), the use of herbal medicine increased in 2009-2014
compared to contemporary medicine intake during the same period because consumers
perceived that using herbal medicines is safe, leading to satisfaction. A study conducted
by (Salomonsen et al., 2011; Salomonsen et al., 2003) discovered that the extent of herbal
medicine being administered at hospitals in Norway and Denmark has amplified at the
beginning of the 21st century. According to (Ekor, 2014; Ardalan & Rafieian, 2013), about
80% of the world's population prefers herbal medicines to conventional medicines.
Additionally, a study by (Posadzki et al., 2013) concluded that herb medicine does not
cause serious adverse effects, but their findings were limited and inconclusive. Most
people are more confident in the natural ingredients, herbal medicine's main element.
However, some populations need more knowledge regarding their safety and efficiency
(Naja et al., 2015). Furthermore, according to (Naja et al., 2015), adults in Lebanon are
highly satisfied with the herbal medicines that they use for their treatment. All medicinal
herbs have mixtures of more than one ingredient and may result in contamination if the
usage regulations are not followed (Naja et al., 2015). In addition, herbal medicine has
good and bad outcomes based on how consumers consume the product. Therefore, the
demand for a wide variety of plant species is growing in response to the needs of
consumers as they become more aware of the herbal medicine safety guidelines that
provide many benefits to the human body instead of negative results (Akinyemi et al.,
2018).
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On the other hand, several adverse effects of herbal medicine cause dissatisfaction
among consumers. Consumers make decisions about purchasing a product by looking
into certain factors where perceived safety is included in the purchase decision.
According to (Cai et al., 2019), when consumers decide to purchase a product or service,
the risks come along with the evaluations and the vital decision based on the product's
safety to be used and applied to their needs. Furthermore, according to (Cai et al., 2015),
there is a warrant for safety in using herbal medicine. It was highlighted in understanding
objectives, interpretation, and publicity to reassure herbal medicine's current and future
users of its safety. All medicinal herbs have mixtures of more than one ingredient and
may result in contamination if the usage regulations are not followed. Additionally,
according to (Bellanger et al., 2017), consumers of herbal medicine are extremely
concerned with the safety of these traditional medicines, fearing contamination and the
side effects of these medicines when consumed. In line with this, a study by (Stub et al.,
2016) found that 68% of herbal medicine users encountered adverse effects. Moreover,
research by (Dandan Zhao et al., 2012) discovered that Fuzi (aconite, Radix Aconiti
preparator), a widely used Chinese herb, causes organ failure. Due to these safety risks,
consumers are reluctant to use herbal medicine, eventually leading to dissatisfaction and
fear of herbal medicine. A recent study by (Junainah Abd Hamid & Sairah, 2020) found
an insignificant relationship between perceived safety and consumers' satisfaction with
herbal medicine.

Thus, relating to the perceived safety and consumer satisfaction with herbal
medicine, when clear indications of the safety measures of the herbal medicines are
present, organizations can create potential and loyal customers and increase the number
of repeat buyers of herbal medicines. At the same time, if there is unclear and pretentious
safety of a product or service, herbal medicine can damage the image of an organization
in no time through the consumers' word of mouth. Based on the literature above, gaps
are identified regarding the relationship between perceived safety and consumers'
satisfaction with herbal medicine. Therefore, the following hypothesis was developed to
bridge the gaps in the literature:

H1: There is a statistically significant relationship between perceived safety and
consumer satisfaction with Herbal Medicine.

2.2.2 The Relationship Between Service Quality and Customer Satisfaction

Quality is a part of the quality management topic and is an essential business product
and service that includes physical products, services, and experiences (Naini et al., 2022).
According to (Aryani et al., 2021), quality is an important term for businesses to gain
consumers' loyalty and produce positive words about their business. In order to gain a
good satisfaction level with consumers, businesses must deliver the best quality of
products and services they sell by having the proper resources, tools, and information to
create the products and services for sale (Hill & Brierley, 2017). Especially for consumers
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in herbal medicine, being transparent with them is essential, as they need to know the
product ingredients and quality, as well as possible cures and prevention of the illness.
Not only being transparent but also being reachable by the consumers is also essential so
that consumers can approach the business with any inquiries regarding the products and
services (Rigby et al., 2003). It increases customer satisfaction and business sales, allowing
them to maintain their operation and increase the acquisition of new consumers into their
market (Tepeci, 1999). By offering good service to consumers, herbal medicine businesses
gain their customers' trust and positive perception in society. Specific testing was done
to reassure the consumers that the herbal medicine was good quality and safe.

Additionally, there were detections of concentration towards the product and its
safety, potency, and efficacy to be standardized to have the needed quality with ethical
norms (Balekundri & Mannur, 2020). According to (Srivastava & Misra, 2018), the
production of herbs is standardized to meet every industrial demand and consumers'
satisfaction. They promote their products through export while maintaining that the
product quality meets all consumers' expectations. Therefore, consumers will be
interested in using the organization's herbal medicines more frequently and become
potentially high repeat purchasers. Thus, quality needs to be improved over time since
changes through innovations occur almost every day, requiring every organization to
follow up on market changes without falling back from the current trend (Naini et al.,
2022). According to (Zygiaris et al., 2022), a positive relationship exists between service
quality and customer satisfaction. They mentioned that the better the quality of products,
such as herbal medicine, the higher the satisfaction of consumers.

Moreover, service quality plays an essential role in gaining consumers'
satisfaction, which shows the customers how much the organization cares for them. For
example, herbal medicine producers must improve service quality to retain customers
even in a highly competitive environment (Johnson & Karlay, 2018). Nevertheless, like
all businesses, herbal medicine companies also perceive that service quality plays a
significant role in gaining customer satisfaction, based on research by (Aladwan et al.,
2021; Temba, 2013; Peck et al., 2014; Philo, 1997) who elucidated that with the high
performance of service, quality will exceed customers' expectations and lead towards
satisfaction. Herbal medicine producers must measure their service quality frequently to
understand the customers' current perceived level of service quality to gain customer
satisfaction. A study conducted by (Kim et al, 2017) found that quality of service
procedures had a positive effect on treatment effectiveness, which impacted the
satisfaction level of patients. Another study discovered that the level of service quality
affected customers' satisfaction (Asadpoor & Abolfazli, 2017). Customers may be highly
satisfied with the herbal medication industry if it matches their needs and expectations
(Rigopoulou et al., 2008). Furthermore, (Jung et al., 2009) cited that service quality factors
such as medical staff and payment impacted patients' satisfaction levels and influenced
them to repeat their treatments. Moreover, herbal medicine practitioners must
communicate well with their patients to increase their satisfaction with service quality.
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According to (Lee & Kim, 2017), constant communication, adequate consultation time,
excellent medical skills, and nurses' quick responses increase medical service quality and
patient satisfaction.

Although service quality is crucial to satisfying consumers, there is evidence that
consumers who use herbal medicine are not satisfied with the quality of service provided
to them. A study by (Tachjian et al., 2010) found that the relationship between service
quality and consumer satisfaction with herbal medicine is insignificant and, in some
cases, inconclusive. Additionally, many herbal medicine sellers offer unpackaged and
unapproved herbs in their medicine shops and open street markets, which are
contaminated biologically and chemically, compromising the quality of the product and
service to consumers, leading to diminished levels of satisfaction (van Wyk & Prinsloo,
2020). Another study by (Joos et al., 2011) discovered that most herbal medicine
practitioners are non-medical practitioners within the German healthcare system.
Therefore, this type of herbal medicine practitioner may also compromise the service
quality, impacting the satisfaction of herbal medicine users. Based on the literature above,
gaps are identified regarding the relationship between service quality and consumers'
satisfaction with herbal medicine. Therefore, the following hypothesis was developed to
bridge the gaps in the literature:

H2: There is a statistically significant relationship between service quality and
consumer satisfaction with Herbal Medicine.

2.2.3 The Relationship Between Convenience and Customer Satisfaction

Convenience means making things more accessible for people to do or use or making a
situation favourable for everyone (Hinton, 1984). Having convenience in daily life makes
each person feel at ease and able to execute more activities as it feels easiness towards the
action. According to (Raymond & Tanner, 1994), consumers will be willing to repeat their
purchases if they provide convenience to consumers through the products or services.
Consumers tend to put little thought into buying products or services from the
organization. They are willing to commit loyalty to the organization since they know the
organization is providing them convenience in making purchases. Convenience towards
a product also regards the price for a sale. When consumers notice the product or service
is cheaper than the competitors', they will go for the cheaper product as they know the
organizations offer the same products and services but at different prices. When the
efforts by consumers are less likely involved, they do not feel the need to plan whether
they should buy it or not and make the purchase a routine for them which is a massive
benefit for the organization to gain more profits (Stefan et al., 2013). Therefore, the
organization should make the products or services sold in an appropriate distribution
location with affordable prices and durable quality so that the consumers feel appreciated
for the conveniences offered.
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Relating herbal medicines to conveniences, the availability in pharmacies is typical
for the location to have a variety of medications, whether traditional or modern medicine,
as they are trustworthy and knowledgeable regarding herbs. Knowing the product or
service is convenient for consumers, especially herbal medicine. The product distribution
area personnel need to know the product's use, number of doses, and effects of using the
product (Al-Arifi, 2013). In addition, herbs can also be found in spice stores and are
commonly used in cooking foods labeled as spices that can maintain health by preventing
diseases and lowering the risk of cancer (Jiang, 2019). In the current era of globalization,
technology is becoming worldwide and convenient as it can now reach anyone
worldwide, and much information to be gained conveniently through the internet
(Castells et al., 2009). Hence, when convenient services are implemented, consumers can
easily reach products such as herbal medicines to fulfil their needs. Consumers feel that
convenience is a significant benefit that organizations must provide and perceive that the
organizations are listening to their needs. This is in line with the findings of (Chowdhury,
2023). Additionally, the demand for herbal medicine increases if convenience to the
consumer is incorporated by the organization, according to (Ekor, 2014).

Moreover, according to (Mehmood & Najmi, 2017), it is crucial to provide
convenience to customers so they keep repeating purchases. Other than delivery, the
purchase transaction is also part of the convenience the customers will experience. Based
on (Mpinganjira, 2015), making transactions easy for customers is equivalent to gaining
customer satisfaction. Contrarily, (Mehmood et al., 2017) have discovered the opposite.
Their study revealed that convenience in delivery does not influence customer
satisfaction.

Although convenience is a significant factor that may enhance consumer
satisfaction, there is evidence that convenience is insignificant to consumer satisfaction.
A study by (Kandampully & Suhartanto, 2019) indicates that the value and quality of the
products and services play a vital role compared to convenience when consumers make
a purchase decision. Furthermore, (Wirtz & Lovelock, 2019) mention that organizations
that concentrate only on convenience may not be able to satisfy consumers, converge on
innovation, and achieve a competitive edge. They further explained that the lone
emphasis on convenience causes myopia, whereby the organizations will need to pay
more attention to the significance of discovering contemporary ways to exceed
consumers' expectations and only try to fulfill consumers' immediate expectations. As a
result, the organizations may not sustain their businesses. Based on the literature above,
gaps are identified regarding the relationship between convenience and consumers'
satisfaction with herbal medicine. Therefore, the following hypothesis was developed to
bridge the gaps in the literature:

H3: There is a statistically significant relationship between convenience and consumer
satisfaction with Herbal Medicine.
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2.2.4 The Relationship Between Pricing and Customer Satisfaction

According to (Wantara & Tambrin, 2019), price is money or the value of a product or
service that can be exchanged to attain ownership or charged as a cost. Pricing can
significantly impact consumers' mindsets by influencing their decision to purchase a
product based on their logic and product performance. It plays a prominent role in
influencing customer satisfaction (Haq, 2018). In turn, the price level of a product or
service indicates a consumer's desire to buy the product or service (Kaura et al., 2015;
Mulhern & Leone, 1991; Zhu et al., 2019). Research by (Tengku Mohamad et al., 2019)
found that price was a significant factor for married Malay women in Malaysia with a
monthly income of less than RM 3000 or USD 729 who frequently used herbal medicine
for postnatal care. The reason for this is that herbal medicine is cheaper compared to
conventional medicine. Besides that, with the growing culture of herbal agents and
distributors in Malaysia, purchasing these products is easier and cheaper.

Based on (Almasi et al., 2015) research, the most common reasons for using herbal
medicine compared to conventional medicine are that it is inexpensive, more closely
corresponds with the consumers' beliefs, avoids concerns about the adverse effects of
chemical (synthetic) medicines, and satisfies a need for more personalized health care.
Hence, price is a significant factor in a consumer's decision between herbal and
conventional medicine. However, in research by (Rezai et al., 2017), the price variable
does not significantly affect the consumer when they purchase herbal medicine.
However, product quality significantly affects consumers' satisfaction when purchasing
herbal medicine compared to price. Hence, maintaining and improving product quality
is needed before re-evaluating product prices. It plays a role when consumers purchase
herbal medicine.

Moreover, (Tengku Mohamad et al., 2019) elucidated that it is not only the low
cost of the product but also accepting the benefits of the medicine, primarily when used
in different cultures, that makes the consumers confident in purchasing herbal medicine.
According to (Hasim et al., 2020), customers' purchasing power is increasing, and
demands are overwhelming as most companies understand their customers' wants and
needs. The research shows that pricing competition among companies is fierce because
they must meet the demands of their suppliers and customers while also maintaining
their profitability. The price is allocated based on different geographical markets with
high demand from customers willing to pay more than customers at another location
(Kenton, 2022). According to (Ginsberg & Bloom, 2004), changes in a product's pricing
can change the company's audience, as customers may have different expectations
towards the prices promoted by the company and attract new customers based on the
market price that seems reasonable to them.

Therefore, customer satisfaction will be affected by the pricing decided by a
company. In turn, it will boost the usage of the company's products or services (Cao et
al., 2003). Customers will be satisfied with the price that they bought a product cheaper
than the other company with identical products, which sets the value of the product's
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quality even in a green product. Companies sell most green products at different prices
(Wilson, 2022). Therefore, pricing is crucial for companies to gain customer satisfaction
and control the market (Wantara & Tambrin, 2019). Based on the literature above, gaps
are identified regarding the relationship between pricing and consumers' satisfaction
with herbal medicine. Hence, the following hypothesis was developed to bridge the gaps
in the literature:

H4: There is a statistically significant relationship between pricing and consumer
satisfaction with Herbal Medicine.

2.3 Proposed Conceptual Framework

The conceptual framework in Figure 1 depicts the relationship between the independent
variables (Perceived Safety, Service Quality, Convenience and Pricing) and the
dependent variable (Consumers’ Satisfaction). This conceptual framework was
formulated based on the Value Percept Theory, Equity Theory and the literature review.

Independent Variables Dependent Variable

Perceived Safety i

H2

Service Quality \
I—B/ Consumers’ Satisfaction

H4

Convenience

Pricing

Figure 1: Proposed Conceptual Framework

3. Methodology

The following section provides the population, sampling, measurements, reliability
analysis, and descriptive statistics.

3.1 Population, Sampling & Measurements

For this research, convenience, and nonprobability sampling were used in this survey.
This type of sampling is where the researchers choose anyone they come across.
Alternatively, researchers will send this study to everybody who is easily accessible and
available in the designated sample area. The respondent's output data were examined
using SPSS version 28.
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This study will focus on consumers in Petaling District in Klang Valley, Malaysia.
According to (Mariadas et al., 2016), the population of this area is 2,298,130. The target
group this study will focus on is 15 years old and older, comprising about 78.5%, or
1,803,103, of the Petaling district. According to (Krejcie and Morgan's, 1970)
tabularization, the sample size representative of the population at Klang Valley is 384.
The questionnaires were distributed via email and social media apps such as WhatsApp,
Facebook, Instagram, and Telegram to 443 consumers in the Klang Valley. 384 responses
were received. The responses from the 443 samples, with an 87% return rate, were
adequate. A response of 60% was adequate, according to (Babbie, 2016; Dillman et al.,
2014). Therefore, the 384 responses provided the data for analysis, discussion, and
concluding this study.

3.2 Reliability Analysis

Table 1: Reliability Analysis (N = 384)

Variables Cronbach's Alpha No. of Items
Satisfaction 0.896 5
Perceived Safety (PS) 0.679 5
Service Quality (SQ) 0.812 5
Convenience (C) 0.899 5
Pricing (P) 0.913 5

According to Table 1, Cronbach's alpha value for Consumers’ Satisfaction is 0.896 with 5
items, whereas the second variable, Perceived Safety has a Cronbach's alpha value of
0.679 with 5 items. The third variable is the Service Quality with a Cronbach's alpha value
of 0.812 with 5 items. The Cronbach's alpha value for Convenience is 0.899 with 5 items.
Finally, Cronbach's alpha value of Pricing was 0.913 with 5 items. All Cronbach's alpha
values were between 0.6 — 1.0, indicating that the questionnaire is reliable.

3.3 Mean and Standard Deviation Analysis
Table 2 Descriptive Statistics, displays the mean, standard deviation (SD), skewness and
kurtosis values of this research.

Table 2: Descriptive Statistics (N = 384)

Factors Mean SD Skew Kurtosis Min | Max
Perceived Safety (PS) 3.571 0.749 -0.126 -0.139 1.00 | 5.00
Service Quality (5Q) 3.576 0.806 -0.067 -0.452 1.00 | 5.00
Convenience (C) 3.618 0.919 -0.511 -0.100 1.00 | 5.00
Pricing (P) 3.626 0.815 -0.208 -0.304 1.00 | 5.00
Satisfaction (S) 3.748 0.657 0.167 -0.383 1.00 | 5.00

From Table 2, the factor Satisfaction (S) shows the highest mean value of 3.748 + 0.657.
The lowest mean value is Perceived Safety (PS), 3.571 + 0.749. Additionally, the normality

European Journal of Public Health Studies - Volume 6 | Issue 2 | 2023 13


https://oapub.org/hlt/

Tan Keing Boon, Nur Azizah Binti Buchari, Heather Marie Boudyville,
Renuka Balasubramaniam, Hamshini Esuthasu, Kumaran Kanapathipillai
FROM ROOTS TO REMEDIES: A DEEP DIVE INTO CUSTOMER SATISFACTION
WITH HERBAL MEDICINE IN KLANG VALLEY, MALAYSIA

test in Table 2 indicates that the skewness and kurtosis values have a threshold of +2
therefore the data are distributed normal, as cited by (Chinna & Yuen, 2015; Gravetter &
Wallnau, 2014).

4.1 Findings & Interpretation
The following section provides the findings of this study, including the respondents'
demographic profiles, descriptive analysis, correlation, and regression analysis.

4.2 Demographic Profile
The profile of the respondents studied is displayed in Table 3.

Table 3: Demographic Profile of Respondents (N = 384)

Demographics ‘ Frequency Percentage (%)
Gender

Male 119 31.0%
Female 265 69.0%
Ethnicity

Malay 75 19.5%
Chinese 142 37.0%
Indian 127 33.1%
Others 40 10.4%
Age

Below 21 12 3.1%
21-30 157 40.9%
31-40 112 29.2%
41-50 59 15.4%
Above 51 44 11.5%
Income

Below RM2000 92 24.0%
RM2001 - RM4000 140 36.5%
RM4001 - RM6000 54 14.1%
RM6001 - RM8000 50 13.0%
RM8001 - RM10,000 28 7.3%
Above RM10,001 20 5.2%
Marital Status

Single 227 59.1%
Married 151 39.3%
Others 6 1.6%

According to the demographic analysis in Table 2 above, the number of responses
collected is N=384. The demographics survey of respondents shows that the majority are
female (69.0%). In terms of ethnicity, the majority of the respondents are Chinese, which
is 142 or (37.0%). Regarding the age range, the majority are in between 21 - 30 years old,
which is 157 respondents or (40.9%). In terms of the income range, the majority of the
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respondents earn in between RM2001 - RM3000 per month, which is (36.5%). Finally, a
majority of 227 or (59.1%) of respondents are single.

4.3 Correlation Analysis
The Pearson’s Correlation among variables in Table 4 shows the statistical analysis of this

study.
Table 4: Correlation Matric (N = 384)

Variable PS SQ C P
Perceived Safety (PS) 1
Service Quality (SQ) 0.577 1
Convenience (C) 0.689 0.453 1
Pricing (P) 0.399 0.830 0.409 1
Satisfaction (S) 0.592 0.552 0.688 0.655
Predictors: (Constant), Perceived Safety, Service Quality, Convenience, Pricing.
Dependent Variable: Consumers’ Satisfaction

Based on Pearson’s correlation matrix shown in Table 4, it was observed that the data
significantly supported the measurement model. It is evident that Perceived Safety (PS),
Service Quality (5Q), shows a positive and moderate correlation with Satisfaction (r =
0.592, p<0.001), (r=0.552, p <0.001) respectively. Convenience (C), and Pricing (P) shows
a positive and high correlation with Satisfaction (S), (r=0.688, p<0.001) and (r = 0.655, p <
0.001) respectively.

Additionally, the association between the independent variables SQ and PS, C and
SQ, P and C are all positive and moderately correlated (r = 0.577, p <0.001), (r=0.453, p
< 0.001), (r = 0.409, p < 0.001). The association between C and PS shows a positive high
degree of correlation (r = 0.689, p < 0.001). A positive low correlation can be seen in the
association between P and PS (r = 0.399, p <0.001) and a positive very high correlation is
the association between P and SQ (r = 0.830, p < 0.001).

4.4 Regression Analysis
Table 5: Model Summary
Adjusted Std. Error of
Model R R Square R Square the Estimate
1 0.818 0.669 0.665 0.380

From Table 4 Model Summary, R = 0.818 indicates the multiple correlation coefficient
value, which exhibits a high degree of predictive accuracy. The R? = 0.669. This implies
that 66.9% of the variation in the dependent variable (Consumers’” Satisfaction) can be
explained by the independent variables (Perceived Safety, Service Quality, Convenience,
and Pricing).
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Table 6: ANOVA

Model Sum of Squares df Mean Square F Sig.
1 Regression 110.159 4 27.540 190.878 0.000
Residual 378 378 0.144
Total 164.697 382

a. Dependent Variable: Consumers’ Satisfaction (S)
b. Predictors: (Constant), Perceived Safety, Service Quality, Convenience and Pricing

Table 5 ANOVA shows that the independent factors statistically and substantially predict
the dependent variable (F=190.878, p <0.001). Therefore, the regression model fit is good.
Thus, the independent variables (perceived safety, service quality, convenience and
pricing) can be used to predict the dependent variable (consumers’ satisfaction).

Table 7: Coefficients

Unstandardized Standardized
Model Coefficients Coefficients t Sig.
B Std. Error Beta

(Constant)** 0.976 0.109 8.932 | 0.000

% Perceived Safety (PS) 0.202 0.041 0.231 4.980 0.000

.& | Service Quality (SQ) -0.243 0.050 -0.298 -4.908 | 0.000

; Convenience (C) 0.285 0.030 0.398 9.488 | 0.000

Pricing (P) 0.521 0.044 0.647 11.749 | 0.000
**Dependent Variable: Consumers’ Satisfaction (S)

Table 6 Coefficients, show that Perceived Safety (PS) (B =0.202; p <0.001), Service Quality
(5Q) (B =-0.243; p < 0.001), Convenience (C) (B = 0.285; p < 0.001) and Pricing (P) (B =
0.521; p < 0.001) are statistically significant. Thus, this implies a significant relationship
between the predictor variables (Perceived Safety, Service Quality, Convenience, and
Pricing) and the dependent variable (Consumers’ Satisfaction)

Based on Table 7 Coefficients, the linear regression equation is as follows:

C=0.976 + 0.202(PS) - 0.243(SQ) + 0.285(C) + 0.521(P)

Where;

C = Consumers’ Satisfaction with Herbal Medicine;
PS = Perceived Safety;

SQ = Service Quality;

C = Convenience;

P = Pricing.

The result indicates that with a one-unit increase in perceived safety (PS), there is
an increase in consumers’ satisfaction with herbal medicine (C) by 0.202 units. Similarly,
one unit increase in convenience and pricing increases the consumer’s satisfaction with
herbal medicine by 0.285 and 0.521 units respectively. Meanwhile, one unit increase in
service quality decreases the consumer’s satisfaction with herbal medicine by 0.243 units.
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Additionally, the outcome of the multiple regression analysis rates the influence of
independent factors on the dependent variable. The stronger the standardization
coefficient, the more significant the influence of the predictor variables on the consumer’s
satisfaction.

According to Table 7 the standardized Coefficients (Beta) reveals that for
Perceived Safety (PS): The standardized coefficient beta of 0.231 indicates a positive
relationship between perceived safety and consumers’ satisfaction, after controlling for
the effects of the other variables. Specifically, a one-standard-deviation increase in
perceived safety is associated with a 0.231 standard deviation increase in consumers’
satisfaction.

Secondly, Service Quality (S5Q): The standardized coefficient beta of -0.298
indicates a negative relationship between service quality and consumers’ satisfaction,
after controlling for the effects of the other variables. Specifically, a one-standard-
deviation increase in service quality is associated with a 0.298 standard deviation
decrease in consumers’ satisfaction.

Thirdly, Convenience (C): The standardized coefficient beta of 0.398 indicates a
positive relationship between convenience and consumers’ satisfaction, after controlling
for the effects of the other variables. Specifically, a one-standard-deviation increase in
convenience is associated with a 0.398 standard deviation increase in consumers’
satisfaction.

Lastly, Pricing (P): The standardized coefficient beta of 0.647 indicates a strong
positive relationship between pricing and consumers’ satisfaction, after controlling for
the effects of the other variables. Specifically, a one-standard-deviation increase in pricing
is associated with a 0.647 standard deviation increase in consumers’ satisfaction.

4.5 Summary of Hypothesis Test

Table 8: Summary of Hypothesis Results (N = 384)

Hypothesis P-value Result
H1: There is a statistically significant relationship between <0.001 Supported
perceived safety and consumers’ satisfaction with herbal medicine. ’ by data
H2: There is a statistically significant relationship between service <0.001 Supported
quality and consumers’ satisfaction with herbal medicine. by data
H3: There is a statistically significant relationship between Supported
. . . . .. <0.001
convenience and consumers’ satisfaction with herbal medicine. by data
H4: There is a statistically significant relationship between <0.001 Supported
pricing and consumers’ satisfaction with herbal medicine. by data

From Table 8 Summary of Hypothesis Results, the first hypothesis (H1) tests if there is a
statistically significant relationship between perceived safety and consumers’ satisfaction
with herbal medicine. The p-value of perceived safety is less than 0.001. Consequently,
indicating a statistically significant relationship between perceived safety and
consumers’ satisfaction with herbal medicine.
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The second hypothesis (H2) tests if there is a statistically significant relationship
between service quality and consumers’ satisfaction with herbal medicine. The p-value
of service quality is less than 0.001. Therefore, it denotes a statistically significant
relationship between service quality and consumers’ satisfaction with herbal medicine.

The third hypothesis (H3) is to investigate if there is a statistically significant
relationship between convenience and consumers’ satisfaction with herbal medicine. The
p-value of convenience is less than 0.001. Therefore, it denotes a statistically significant
relationship between convenience and consumers’ satisfaction with herbal medicine.

The fourth hypothesis (H4) tests if there is a statistically significant relationship
between pricing and consumers’ satisfaction with herbal medicine. The p-value of pricing
is less than 0.001. Thus, demonstrating a statistically significant relationship between
pricing and consumers’ satisfaction with herbal medicine.

5. Discussion

In this section, the results of the study are discussed. The results are generated using the
IBM Statistical Package for Social Science, version 26. The multiple regression analysis
was applied to determine the relationship between the independent variables (perceived
safety, service quality, convenience, and pricing) and the dependent variable (consumers'
satisfaction with herbal medicine). Moreover, Pearson's correlation coefficient was
observed to determine the size and direction of the association and whether it was
statistically significant.

Firstly, this study examined if there is a statistically significant relationship
between perceived safety and consumers' satisfaction with herbal medicine in Klang
Valley, Malaysia, and tested hypothesis H1: There is a statistically significant relationship
between perceived safety and consumers' satisfaction with herbal medicine.

The result showed a statistically significant relationship between perceived safety
and consumers' satisfaction with herbal medicine (3 = 0.202, p-value less than 0.001). This
shows that the results are consistent with the literature, suggesting that perceived safety
is a statistically significant determinant of consumers' satisfaction with herbal medicine.
The finding of this study is parallel to those (Raue et al., 2019; Ringle et al., 2014; Lynch
& Berry, 2007; Snyder et al., 2009; Islahudin & Hasan, 2019; Zhang et al., 2019; Ardalan &
Rafieian-Kopaei, 2013; Akinyemi et al., 2018) who confirm that perceived safety
significantly affects consumers' satisfaction with herbal medicine when they seek or use
herbal medicine.

This study also validates the findings of (Ringle et al., 2014; Haliru & Mokhtar,
2015), who found that perceived safety impacts consumers' satisfaction. Thus, hypothesis
H1 is supported by data, and the findings of this study were able to address, conclude,
and narrow the literature gap and validate a positive and statistically significant
relationship between perceived safety and consumers' satisfaction with herbal medicine.
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Secondly, this study examined if there is a statistically significant relationship between
service quality and consumers' satisfaction with herbal medicine in Klang Valley,
Malaysia, and tested the hypothesis H2: There is a statistically significant relationship
between service quality and consumers' satisfaction with herbal medicine.

The results showed a statistically significant relationship (8 =-0.243 p <0.001). This
shows that the results are consistent with the literature, suggesting that service quality
significantly determines consumers' satisfaction with herbal medicine.

The findings of this study are parallel to the discoveries of (Naini et al., 2022; Chen
& Myagmarsuren, 2011; Seshadri & Kumar, 2022; Bernazzani, 2022; Hill & Brierley, 2017;
Franklin & Gkiouleka, 2021; Balekundri & Mannur, 2020; Srivastava & Misra, 2018; Naini
et al., 2022; Zygiaris et al., 2022), who confirms that good service quality will gain
consumers' satisfaction. It is important because they are the primary key to gaining the
consumers' trust and maintaining herbal medicine's attractiveness and loyalty to
consumers.

The connection between service quality and consumers' satisfaction with herbal
medicine was statistically and positively significant in the sample group examined in this
research. Service quality is important in gaining consumers' satisfaction with herbal
medicine (Zygiaris et al.,, 2022; Temba, 2013). Once again, the data is parallel to the
literature, showing that high service quality must be measured frequently to gain
consumer satisfaction constantly. Thus, hypothesis H2 is supported by data, and the
findings of this study were able to address, conclude, and narrow the literature gap and
validate a positive and statistically significant relationship between service quality and
consumers' satisfaction with herbal medicine.

Thirdly, this study scrutinized if there is a statistically significant relationship
between convenience and consumers' satisfaction with herbal medicine in Klang Valley,
Malaysia, and tested the hypothesis H3: There is a statistically significant relationship
between convenience and consumers' satisfaction with herbal medicine.

The results showed a statistically significant relationship between convenience
and consumer satisfaction (3 =0.285, p <0.001). This shows that the results are parallel to
the literature, which suggests that convenience is a significant determinant of consumers'
satisfaction with herbal medicine.

This study's findings align with the outcomes of (Raymond & Tanner, 1994; MBA
Skool, 2021; Al-Arifi, 2013; Jiang, 2019; Wiseman et al., 2012; Ekor, 2014), who confirms
that convenience positively affects consumers' satisfaction with herbal medicine.
Providing convenience to consumers through the products or services will be good to
have consumers willing to repeat their next purchases. In addition, convenience is
important in gaining consumers' satisfaction even in the home delivery service, and
making the transaction easier for the consumers is equivalent to gaining consumers'
satisfaction (Mehmood & Najmi, 2017). In other words, convenience will increase
consumers' satisfaction with delivering herbal medicine products and services. Thus,
hypothesis H3 is supported by data, and the findings of this study were able to address,
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conclude, and narrow the literature gap and validate a positive and statistically
significant relationship between convenience and consumers' satisfaction with herbal
medicine.

Finally, this study scrutinized if there is a statistically significant relationship
between pricing and consumers' satisfaction with herbal medicine in Klang Valley,
Malaysia. It tested hypothesis H4: There is a statistically significant relationship between
the pricing and consumers' satisfaction with herbal medicine.

The results showed a statistically significant relationship between pricing and
consumers' satisfaction with herbal medicine (f = 0.521, p < 0.001). The results are
consistent with the literature, suggesting pricing significantly determines consumers'
satisfaction with herbal medicine. Reasonable pricing is perceived as a vital element that
leads to good consumer satisfaction with herbal medicine in this study.

The findings of this study are parallel to the discoveries of (Wantar et al., 2019;
Hagq, 2018; Kaura et al., 2015; Mulhern & Leone, 1991; Zhu et al., 2019; Tengku Mohamad
et al, 2019), who confirm that pricing credibility significantly affects consumers'
satisfaction with herbal medicine. According to these scholars, pricing is critical since
consumers are more likely to accept the better offer in pricing. Therefore, this study
validates their previous findings that pricing is essential since consumer satisfaction will
be affected by the pricing decided by a company to be marketed. In turn, it leads to a
boost in the usage of the company's products or services (Cao et al., 2003).

Additionally, this study validates the finding of (Xu et al., 2006), who stressed that
pricing is always more effective in the relationship between consumers' satisfaction with
herbal medicine. Thus, hypothesis H4 is supported by data, and the findings of this study
were able to reveal, conclude, and narrow the gap in the literature and validate a positive
and statistically significant relationship between pricing and consumers' satisfaction with
herbal medicine.

6. Conclusion

The first research question: Is there a statistically significant relationship between
perceived safety and consumers' satisfaction with herbal medicine? Responses to this first
independent variable indicated a moderate positive and statistically significant
relationship between perceived safety and consumers' satisfaction with herbal medicine.

A past study by (Ringle et al, 2011) indicates that perceived safety affects
consumers since it is important to acknowledge the safety of the human body as they are
primarily consumable products. Additionally, in a study by (Zhang et al., 2019), when
consumers decide to purchase a product or service, the risks come along with the
evaluations and the important decision based on the product's safety to be used and
applied to their needs. Moreover, in another study (Ardalan & Rafieian-Kopaei, 2013),
80% of the world's population is now going for herbal medicines instead of conventional
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medicines as they have confidence in the natural ingredients, which is undoubtedly
herbal medicine's main element.

However, this study negates the findings of (Bellanger et al., 2017; Dandan Zhao
et al., 2012; Junainah Abd Hamid & Sairah, 2020), who have found an insignificant
relationship between perceived safety and consumers' satisfaction with herbal medicine.
Additionally, this study supports previous researchers (Siregar et al., 2018; Akinyemi et
al., 2018; Ekor, 2014; Ardalan & Rafieian, 2013) who have indicated that perceive safety
is a crucial element to satisfy its users. As many consumers are choosing herbal medicine
compared to modern medicine, the safety aspects of herbal medicine have become a
crucial factor. Most new consumers of herbal medicine are wary of the problem of
contamination and usage regulations. Therefore, companies that produce herbal
medicines must ensure that the herbal medicine's safety is not compromised. Herbal
medicine producers must highlight all side effects, methods of use, dosage, and the herbs
used in the medicine preparation to enhance the satisfaction of consumers so that they
will be confident and repeat purchases.

Moreover, according to the Value Percept Disparity Theory (Westbrook & Reilly,
1983), consumers choose products based on their values, encompassing emotions and
pragmatism. As such, herbal medicine users will only perceive its values and benefits if
they feel that the safety aspect is included in the herbal medicine. Therefore, the Value
Percept Theory backs this study by showing that the consumers' perception of safety
influences consumers' satisfaction. Hence this theory supports this study, answers the
tirst research question, and further bridges the gap in the literature.

The second research question: Is there a statistically significant relationship
between service quality and consumers' satisfaction with herbal medicine? Responses to
this second independent variable indicated a moderate positive and statistically
significant relationship between service quality and consumers' satisfaction with herbal
medicine.

It is evident that this study is in line with previous researchers (Naini et al., 2022;
Kim et al.,, 2017; Lee & Kim, 2017; Asadpoor & Abolfazli, 2017) who have proven that
service quality is a significant factor affecting consumers' satisfaction. Moreover, this
study repudiates previous research by (Tachjian et al., 2010), who elucidated that the
relationship between service quality and consumers' satisfaction with herbal medicine is
insignificant.

From this study, it is obvious that consumers expect a high degree of service
quality from the herbal medicine purchased. Therefore, herbal medicine producers must
ensure that their services exceed consumers' expectations. To accomplish this, herbal
medicine producers must provide consumers with accurate and readily available
information. Additionally, the manufacturers must constantly communicate and follow
up with their consumers on the satisfaction level with the herbal medicines and regularly
monitor if any side effects are present. This way, the herbal medicine manufacturer can
rapidly resolve problems and create trust and loyal consumers. Through excellent quality
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service, herbal medicines producers can enhance consumer satisfaction and develop a
competitive advantage.

Based on the Value Percept Disparity Theory (Westbrook & Reilly, 1983),
consumers distinguish the value and benefit of services according to their perceived
quality. Consumers of herbal medicine will seek quality services from the herbal
medicine producers regarding the producers' know-how, communication, feedback,
information, and unwavering support. These factors impact the satisfaction level of the
consumers and ensure that they constantly engage with herbal medicine manufacturers.
Hence, this theory aligns with this study, solves the second research question, and further
bridges the gap in the literature.

The third research question: Is there a statistically significant relationship between
convenience and consumers' satisfaction with herbal medicine? Response to this
independent variable revealed a high positive correlation and a statistically significant
relationship between convenience and consumers' satisfaction with herbal medicine.

This study indicates that convenience impacts consumers' satisfaction with herbal
medicine and support (Raymond & Tanner, 1994), who mentions that providing
convenience through products or services will significantly result in repeat purchases.
Additionally, in a study (Mpinganjira, 2015), making products or services more
convenient to consumers, such as making the transaction easy for the consumers, are
equivalent to gaining consumers' satisfaction due to the conveniences provided by the
company and identified as the friendly approach for the consumers. Moreover, this study
corroborates the findings of recent studies (Chowdhury, 2023; Ekor, 2014), which
elucidates that consumers feel that convenience is a significant factor that organizations
must provide to enhance their satisfaction level. Additionally, this study contradicts the
previous findings of (Kandampully & Suhartanto, 2019; Wirtz & Lovelock, 2019;
Mehmood et al., 2017), who explicates that convenience does not impact consumer
satisfaction.

Furthermore, according to the Value Percept Disparity Theory, the discrepancy
between anticipations and acuities impacts a customer's satisfaction (Westbrook & Reilly,
1983). Therefore, customer satisfaction with herbal medicine can be elevated by offering
conveniences such as web-based ordering and home deliveries. Hence this theory is
consistent with this study, resolves the third research question, and further bridges the
gap in the literature.

The fourth research question: Is there a statistically significant relationship
between pricing and consumers' satisfaction with herbal medicine? Responses to this
fourth independent variable indicated a high positive correlation and statistically
significant relationship between pricing and consumers' satisfaction with herbal
medicine.

A study by (Haq, 2018) indicates that pricing can affect customers' mindsets by
influencing their decision to purchase a product based on their logic and product
performance. It plays the main role in influencing customer satisfaction. Additionally,
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previous studies by (Tengku Mohamad et al., 2019; Zhu et al., 2019; Kaura et al., 2015;
Mulhern & Leone, 1991) align with this study, indicating that the price level of a product
or service has a significant impact on consumers' desire to make a purchase. On the other
hand, this study contradicts (Rezai et al., 2017), who mentions that the price variable does
not significantly affect consumers when they purchase herbal medicine.

This study agrees with the Equity Theory (Adams, 1963), which illuminated that
consumers associate reasonable pricing of products or services by matching similar
products available in the market. This study has enlightened that consumers often
compare the pricing of herbal medicines to modern medicines. When consumers discover
that herbal medicines are reasonably priced and provide the same remedy for their
illness, they will continue to purchase them and become contented. Hence, this theory
substantiates this study, resolves the fourth research question, and further bridges the
gap in the literature.

The paradox in this study is that although herbal medicine manufacturers,
marketers, and the government can enhance consumer satisfaction through various
means, such as elevating safety, service quality, convenience, and offering fair prices, the
same factors may also create a paradoxical situation where consumers become more
cautious about the use of herbal medicine due to its perceived risks, resulting in a
probable diminution in demand and satisfaction. Despite this paradox, the output of this
study can still be used by herbal medicine manufacturers and marketers to tailor their
strategies to exploit opportunities in the herbal medicine market.
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