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the corona outbreak.
The purposes of this study was to empirically examine the effect of product quality,
price, subjective norms and consumers’ buying interest towards immune-
enhancing herb products during the Covid 19 pandemic and to see which factors
had influenced the most. The research method used is a survey using a question-
naire as a data collection tool. The samples were selected by non probability sam-
pling method, namely convenience sampling of 100 respondents.
Based on the hypotheses test, it is proven that there is a significant and positive
influence of product quality on consumers’ buying interest on herb products with
CR=2,696. There is a significant and positive influence of product prices on con-
sumers’ buying interest on herb products with CR=4.139. Also there is a significant
and positive influence of subjective norms on consumer buying interest in herb
products with CR=5,128 and there is a significant and positive influence of trust on
consumer buying interest on herb products to increase immunity during the Covid
19 pandemic with CR=5.792
The determinants of consumers’ buying interest on herb products to increase im-
munity during the Covid 19 pandemic are trust, subjective norms, product prices
and product quality, respectively.
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1. Background

various considerations. However, in several prov-
inces and districts, social distancing, psychologi-
cal distancing, regional quarantine and Large-
Scale Social Restrictions (PSBB) policies were
made and implemented. These policies have
certainly had an impact on various sectors such
as education, religious activities, socio-cultural,
This Corona virus has causing a great number of  tourism and economic sectors.

sickness and death. Based on data dated April
29, 2020, the number of people infected with this
virus worldwide has reached 3,170,335 people.
Among these people, 224,708 people died and
958,353 were managed to recover. Meanwhile, in
Indonesia, 9,771 people were confirmed positive,
784 people died and 1,391 people were recov-
ered. If this virus is not attempted to be stopped,
it will increase the number of casualties.

Currently, almost all countries in the world, in-
cluding Indonesia, are facing pandemic of the
Covid 19 virus, a disease caused by the Corona
virus, which causes respiratory system disorders,
acute pneumonia (lung infection) and kidney fail-
ure.

Business actors are one of the party that signifi-
cantly affected by this pandemic. A lot of compa-
nies went bankrupt and are forced to lay off their
employees. However, there are still businesses
that can survive and even experience a signifi-
cant increase during this pandemic, such as
health products, minimarkets, grocery stores,
pharmacies, herbal shops, internet providers, and
others.

Governments all around the world implement
policies by imposing restrictions or lockdowns to
stop the spread of the virus. Indonesia govern-
ment has not dared to take the same policy with

Until now the vaccine has not been given to pre-
vent this corona disease. One of the ways that
people recommend doing is with a healthy life-
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style in order to increase body immunity. Increas-
ing body immunity can be done by consuming
balanced nutrition, doing physical activity regular-
ly, adequate rest, taking supplements and vita-
mins, avoid smoking and controlling comorbidities
such as diabetes mellitus, hypertension, and
cancer (Covid 19 medical and public health quick
handling guidelines).

Currently, products that are widely purchase are
foods which contain rich antioxidants such as
vegetables and fruits because they can help the
body againts free radicals. In addition, spices
such as turmeric, ginger, ginger lock, pepper,
cayenne pepper, cinnamon, black cumin and
others which are mixed into herbs. Black cumin
are usually found in the herb products of Habba-
tus Sauda. The same case is happened with
honey. This phenomenon is caused by public
awareness to maintain endurance to face of the
corona pandemic which began to increase.

A number of herb medicine producers admit that
there is an increase in demand and sales during
the pandemic compared to the usual days. There
are several products (brands) that use natural
herb raw materials that have experienced a sig-
nificant increase, such as Kiranti, Jagak and
Tolak Angin (Kontan.co.id, 2020). In addition, the
demand for honey in many regions has also in-
creased sharply. In Bojonegoro, honey sales rate
can reach three times comparing the usual rate.
This increase is due to the fact that honey is be-
lieved to have benefits that can increase endur-
ance (blog.Bojonegoro.com, 2020). The same
phenomenon also happened in Bontang City
where honey was the best-selling commodity
during the Covid 19 pandemic (Bon-
tang.Infosatu.co, 2020).

Habbatussauda and honey are also in great de-
mand because based on the words of the Proph-
et, "Verily, in Habbatussauda (black cumin) there
is a cure for all kinds of diseases, except death
(HR. Buchari & Muslim). While in other Hadith:
“Honey is a cure for all kinds of pain and the Ko-
ran is a cure for all confusion of mind (mental
illness), so | suggest to you the two healers, the
Qur'an and honey (Narrated by Bukhari). In addi-
tion, the benefits of Habbatussauda have also
been studied where this habbat can boost the
immune system by increasing T cells which are
good for the natural process of killer cells (Accu-
rate.co, 2020). In modern medical research, hon-
ey benefits has also been proven. One of the
benefit of honey is to form body strengh to fight
against germs (Safarsyah, 2018).

Increasing demand means that people's buying
interest in products that can increase body im-
munity during this pandemic has increased. Ac-
cording to Kotler and Keller (2009) purchase in-
terest is a behavior that appears in response to
objects that indicate a consumer's desire to make
a purchase.

The increase in demand for herb products has an
impact on product prices apart from the scarcity
of products. Prices have increased. In addition,
people have also begun to pay attention to prod-
uct quality by seeing the benefits of these prod-
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ucts for health. Research conducted by Utami &
Saputra (2017) showed that product quality and
price affect consumer purchase interest.

In addition to product quality and price, one's
buying interest can also be influenced by sub-
jective norms, namely one's view of other peo-
ple's beliefs which will  influence the interest in
doing or not doing the behavior that is being con-
sidered. Theory of Reason Action (TRA) pro-
posed by Ajzen and Fishbein (1975) states that
behavior is influenced by intentions and inten-
tions are determined by individual attitudes to-
wards certain behaviors and subjective norms
believed by the individual.

Apart from the three factors previously men-
tioned, the trust factor can also influence a per-
son's buying interest. As well as the increasing
demand for honey because honey is believed to
increase endurance. According to Mowen and
Minor (2002) in Adji and Samuel (2014) trust is all
knowledge possessed by consumers and all con-
clusions made about objects, attributes and
benefits.

The number of factors that can influence con-
sumer purchase interest makes researchers
interested in examining which factors have
the most influence on consumer buying interest in
immune-enhancing herb  products during the
Covid 19 pandemic.

The objectives of this research are to test empiri-
cally the positive relationship between product
quality and consumer buying interest, price and
consumer buying interest, subjective norms and
consumer buying interest, trust and consumer
buying interest in immune-enhancing herb prod-
ucts during the Covid 19 pandemic,

2. Literature Review
2.1. Product quality

A product is something that can be offered to the
market to satisfy wants or needs, including physi-
cal goods, services, experiences, events, people,
places, property, organizations, information and
ideas. A product must have a quality. Consumer
who buys a product based on its quality, usually
has greater product loyalty than a consumer
who buys based on price (Kotler and Keller,
2009),

According to Kotler and Keller (2009), product
quality is the totality of features and characteris-
tics of a product or service that depends on its
ability to satisfy stated or implied needs. Ac-
cording to Tjiptono (2008: 25), quality reflects all
dimensions of product offerings that generate
benefits for customers. The quality of a product in
the form of goods or services can be determined
by several dimensions, namely performance,
durability, conformity to specifications, features,
reliability, aesthetics, perceived quality and ser-
viceability.

Research conducted by Nurfaisah (2008) showed
that product quality has a positive and significant
effect on consumer buying interest to shop in
traditional markets. In addition, the same re-
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search was conducted by Utami and Saputra
(2017) which showed that the quality of the prod-
uct had an effect on consumer buying interest in
organic vegetables.

2.2. Price

Price is one of the 4 marketing mixes. According
to Tjiptono (2008: 15), price is an element of the
marketing mix that provides income for the com-
pany. In addition, according to Kotler and Keller
(2009) price is one of the marketing mix that gen-
erates revenue.

Price indicators are price affordability, price com-
petitiveness, price compatibility with product qual-
ity, and price compatibility with product benefits
(Kotler and Armstrong, 2012: 278)

Research conducted by Nurfaisah (2008) showed
that prices have a positive and significant effect
on consumer purchase intention to shop at tradi-
tional markets. In addition, Utami and Sapu-
tra's research (2017) shows that price affects
consumer buying interest in organic vegetables.

2.3. Subjective Norms

What is meant by subjective norms according to
Joyiganto (2007) is a person's perception of be-
liefs in other people, which will affect a person's
intention to do or not to do the behavior being
considered. In addition, according to Azjen and
Fishbein (1975), subjective norms are a person's
beliefs about the influence of the social environ-
ment on him or her to do or not do certain behav-
iors.

Fishbein and Azjen (1975) state that subjective
norms have two components, namely normative
beliefs, which beliefs about other people's expec-
tations of themselves which are a reference for
displaying behavior or not and motivation to com-
ply, which is individual motivation to meet expec-
tations. Research conducted by Binalay, Mandey
and Mintardjo (2016) showed that subjective
norms have a positive and significant effect on
online buying interest.

2.4, Trust

According to Mowen and Minor in Adji and Sam-
uel (2014) trust is all knowledge possessed by
consumers and all conclusions made about ob-
jects attributes and benefits.

According to McKnight et al in Adji and Samuel
(2014) there are 2 dimensions of consumer trust,
namely:

1. Trusting belief, which is the extent to which a
person believes and feels confident in other peo-
ple in a situation. There are three elements that
build this dimension, namely benevolence, integ-
rity and competence.

2. Trusting Intention, which is a deliberate thing
where a person is ready to depend on another
person in a situation where this happens person-
ally and leads directly to others. There are 2 ele-
ments that build this dimension, namely willing-
ness to depend and subjective probability of de-
pending.
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Research conducted by Rosdiana et al (2019)
showed that trust influences the interest in buying
clothing  products online.

2.5. Herb Products

Amid the large number of vitamins and chemical
drugs circulating in Indonesia, it turns out that
natural herb products are already in great de-
mand by the public. People have started to real-
ize the importance of a healthy and natural life-
style.

Herbs means plants, namely plants of various
types where the ingredients contained have me-
dicinal benefits. However, the understanding of
herbs is broader where these herbs do not only
come from plants, but also from animals such as
tripang or gamat which are extracted for natural
medicine. So it can be concluded that herb
medicine is a drug derived from plants or animals
that provide medicinal uses (Herbalnews).

According to Herbalnews, some of the ad-
vantages of  using herb medicine compared to
modern medicine are very minor side effects be-
cause it comes from natural sources, eliminates
the root of disease and boosts the immune sys-
tem to fight against disease, ingredients are easy
to get, free of toxins, ingredients are easy to
process and can treat many diseases simultane-
ously.

2.6. Consumer Buying Interest

Consumers when deciding to buy a product are
usually based on various considerations and
based on their  desire or interest in the product
they want to buy. According to Kotler and Keller
(2009) purchase interest is a behavior that ap-
pears in response to objects that indicate a con-
sumer's desire to make a purchase. In addition,
according to Kotler and Amstrong (2012), buying
interest is something that arises after receiving
stimulation from the product that someone sees,
then the desire to buy and own it arises also.

This buying interest is the desire of consumers
who plan to purchase a product. Purchase inter-
est is formed from consumer attitudes towards a
product that comes from the consumer's belief in
the quality of the product. The lower consumer
confidence in the product, it can cause a de-
crease in buying interest. Conversely, the higher
consumer confidence, it can increase buying in-
terest in certain products.

According to Ferdinant (2006), buying interest
can be identified through several indicators,
namely the tendency to buy products
where consumers have an interest in buying
the desired product, the tendency to refer prod-
ucts to others, the tendency of someone's  be-
havior who is always looking for information
about products of interest and seek information to
support the positive characteristics of these prod-
ucts and interests that describe the behavior of
someone who has a primary preference for the
product.

Several previous studies stated that there are
several factors that influence consumer purchase
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interest in a product or service. Research con-
ducted by Utami and Saputra (2017) stated that
the price and quality of the product affect the in-
terest in buying organic vegetables at the Sam-
bas Medan market. In addition, Binalay et al.
(2016) stated that attitudes, subjective norms
influence buying product online.

3. Research Methods
3.1. Type, Time and Place of Research

This research will be conducted using a survey
method using a list of questions (questionnaire)
as the main instrument in primary data collection.
The questionnaire consisted of closed questions,
in which the respondent could only choose from a
selection of available answers. Data collection
will be carried out in July 2020. The questionnaire
will be sent electronically to respondents.

3.2. Population and Sample

Population is a generalization area consisting of
objects or subjects that have certain qualities and
characteristics that the researcher determines to
study and then draw conclusions (Sugiyono,
2016:80). Sample is part of the number and
characteristics of the population (Sugiyono,
2016:81). In this study, the population was all
buyers of herb products that increase immunity
during the Covid 19 pandemic.

The sample selection used nonprobability sam-
pling with purposive sampling technique. Accord-
ing to Sugiyono (2016: 82) non probability sam-
pling is a sampling technique that does not
provide equal opportunities for each element or
member of the population to be selected as a
sample. Convenience sampling is used to select
population based on the ease of meeting re-
spondents. According to Sugiyono (2016:156),
convenience sampling is sampling that is
done by chance, that is, anyone who happens to
meet the researcher can be taken as a sample.

Based on the consideration of maximum likeli-
hood estimates, Hair et al. (2010) suggest an
appropriate sample size ranges from 100 to 200
people. With the above considerations, the re-
searcher planned to obtain samples of 100
respondents. The questionnaire distribution area
is in West Kalimantan.

3.3. Operational Definition and Measurement
of Variables

3.3.1. Endogenous Variable

Purchase interest is a behavior that appears as a
response to an object that shows a consumer's
desire to make a purchase (Kotler and Keller,
2009). This buying interest is measured using an
indicator according to Ferdinant (2006) and has
been used in several previous studies. Question
items were measured using a 5-point Likert scale
ranging from strongly disagree (1) to strongly
agree (5).
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3.3.2. Exogenous Variable
3.3.2.1. Product quality

According to Kotler and Keller (2009), a product
is something that can be offered to the market to
satisfy a desire or need, including physical goods,
services, experiences, events, people, places,
property, organizations, information and ideas.
The quality of this product is measured by indica-
tors according to Tjiptono (2008) and has been
used in previous studies. The question items
were measured using a 5-point Likert scale start-
ing from strongly disagree (1) to strongly agree
(5).

3.3.2.2. Product Prices

According to Tjiptono (2008: 15), price is an ele-
ment of the marketing mix that provides income
or income for the company. In this study, the
price will be measured by indicators proposed by
Kotler and Armstrong (2012: 278). Question
items were measured using a 5-point Li-kert
scale ranging from strongly disagree (1) to
strongly agree (5).

3.3.2.3. Subjective Norms

According to Jogianto (2007), a subjective norm
is a person's perception of beliefs in others, which
will affect a person's intention to do or not to do
the behavior being considered. In this study, sub-
jective norms will be measured by indicators
proposed by Fishbein and Ajzen (1975). Question
items were measured using a 5-point Li-kert
scale ranging from strongly disagree (1) to
strongly agree (5).

3.3.2.4. Trust

According to Mowen and Minor in Adji and Sam-
uel (2014) trust is all knowledge possessed by
consumers and all conclusions made about ob-
jects, attributes and benefits.

In this study, trust will be measured by the indica-
tors proposed by McKnight et al in Adji and
Samuel (2014). The question items were meas-
ured using a 5-point Likert scale ranging from
strongly disagree (1) to strongly agree (5).

3.4. Measurement Model

The measurement model is a technique of meas-
uring the significance of the relationship between
measured (observed) indicators in forming a
latent (un-observed) variable which cannot be
measured directly except through dimensions or
indicators (Haryono, S, 2016:5).

The measurement model that connects the ob-
served variable to the un-observed variable
through a configuration factor model. Testing the
significance of measuring this variable is called
the Confirmatory Factor Analysis (CFA) test
(Haryono, S, 2016:4). The measurement
model will produce an assessment of  conver-
gent validity and discriminant validity.

3.5. Validity test

Research results must be scientifically justified
for their validity. This requires valid research re-
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sults. Valid research results can be achieved if
the implementation uses correct methods, proce-
dures and management. Thus, a research con-
ducted must be guaranteed its validity (Soli-
mun, et al, 2017: 14).

Validity testing is perfomed by using factor analy-
sis to obtain construct validity. According to Jogi-
yanto and Abdillah (2009), construct validity
shows how well the results obtained from the
use of a measurement are in accordance with the
theories used to define a construct.

Construction validity consists of convergent and
discriminant validity. According to Jogiyanto and
Abdillah (2009), convergent validity occurs when
the scores obtained from two different instru-
ments measuring the same construct have a high
correlation. Hair et al in Jogiyanto and Abdillah
(2009) suggest that what is used to make the
initial examination of the matrix is that loading <
0.3 is considered to have met the minimum level,
loading < 0.4 is considered good and loading>
0.5 is considered significant. In addition, the rule
of thumb used is the Average Variance Extracted
(AVE) value where a measurement is said to
have convergent validity if the AVE value is> 0.5.

According to Jogiyanto and Abdillah (2009), dis-
criminant validity occurs when two different in-
struments measure two constructs that are pre-
dicted to be uncorrelated resulting in uncorre-
lated scores. According to Chin in Jogiyanto and
Abdillah (2009), the model has sufficient discrimi-
nant validity if the AVE root for each construct is
greater than the correlation between the con-
struct and other constructs in the model.

3.6 Reliability Test

Reliability is a measure that shows the extent to
which a questionnaire is able to measure a varia-
ble consistently Construct reliability can be
measured using Cronbach's alpha and compo-
site reliability. Cronbach's alpha measures the
lower limit of the reliability value of a  construct
and composite reliability measures the real value
of the reliability of a construct. According to
Jogiyanto and Abdillah (2009), a construct can be
considered to be reliable if Cronbach's alpha val-
ue is > 0.6 and composite reliability > 0.7.
However, according to Hair et al. (2008), the rule
of thumb for alpha or composite reliability values
must be greater than 0.7 although the value of
0.6 is still acceptable. According to Nunally and
Bernstein (1994) that in exploratory research,
reliability is between 0.5 - 0.6 is acceptable.

3.7. Structural Model

The structural model is part of the SEM model
where the model describes the relationship be-
tween latent variables through a system of
simultaneous equations. The significant test of
this structural model uses the Goodness of Fit
Index (GOFI) criteria. (Haryono, S, 2016:4).

The structural model according to Santoso in
Haryono (2016:43) is a relationship between con-
structs that has a causal relationship. The struc-
tural model consists of an independent variable
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(exogenous) and a dependent variable (endoge-
nous).

The calculation process will be carried out with
SEM software, AMOS version 22. Haryono
(2016:10) quotes Chin (1988), Gefen et.all.
(2000), Kirby and Bolen (2009), Gefen et.all.
(2011), Pirouz (2006), Latan (2012: 5) who say
that structural equation modeling is a second-
generation multivariate analysis technique that
combines factor and path analysis to allow re-
searchers to test and estimate the relationship
between multiple exogenous and endogeneous
by many indicators.

3.8. Goodness of Fit Test Criteria

Goodness-of-Fit (GOF) measures the suitability
of the actual or observed input (covariance or
correlation matrix) with the predictions of the
proposed model. Hair et.al in Haryono (2016:66)
classifies GOF into 3 parts, namely Abosolute,
Incremental, Parsimony Fit Measures. All criteria
have a standard or rule of thumbs (cut-off value).

Absolute fit measures measure the fit model as a
whole (both structural models and measurement
models together), consisting of: 1. Chi-square
(X3), 2. CMIN, 3. CMIN / DF 4. Non Centrality
Parameters (NCP), 5 Scaled Non Centrality Pa-
rameter (SNCP), 6. Goodness of Fit Idices (GFI),
7. Root Mean Square Residual (RMSR), 8.
Root Mean Square Error of Approximation
(RMSE) and 9. Excepted Cross Validation Index
(ECVI).

Incremental fit indices are measures to compare
the proposed model with other models specified
by researchers, consisting of: 1. Adjusted Good-
nes of Fit Index (AGFI), 2. Norm Fit Index (NFI),
3.Tucker Lewis Index / Non Normed Fit Index
(TLI / NNFI), 4. Comparative Fit Index (CFl), 5.
Incremental fit index (IFl), 6. Relative Fit Index
(RFI). While the Parsimonious fit indices make
adjustments to the fit measurement to be able to
be compared between models with different
number of coefficients, consisting of: 1. Persimo-
nious Normed Fit Index (PNFI), 2. Persimonious
Goodness of Fit Index (PGFI), 3. Normed Chi-
square, 4. Akaike's Information Criterion (AIC), 5.
Consistent Akaike Information Criterion (CAIC)
(Haryono, 2016, 2016:66-74).

The suitability test has cut-off value which shows
the level of good fit for each GOF. The compari-
son of GOF sizes can be seen in following table.

Table 1. GOF Size Comparison

GOF size type
Absolut Fit Measures

Acceptable match level

Take statistical tests
related to  significant
requirements. The small-
er the better

Expressed in the form of
a re-specification of x2
The assessment is based
on comparison with other
models, the smaller the
better

NCP is expressed in the
form of the average dif-

Statistic Chi square (X?)

Non central parameter

NCP

Scale NCP (SNCP)

20
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GOF size type

Goodness of Fit Index

(GFI)

Root Mean Square Re-
siduan (RMSR)

Root Mean Square Error
of Approximationa
(RMSEA)

Incremental Fit Measures
Tucler Lewis Index atau
Non Normed Fit Index
(TLI atau NNFI)

Normed Fit Index (NFI)

Adjusted Goodness of Fit
Index (AGFI)

Relative Fit Index (RFI)

Incremental  Fit  Index

(IF1)

Comperative Fit Index

(CFI)

Acceptable match level
ference of each observa-
tion in order to compare
between models. The
smaller the better

Values range from 0 — 1,
with higher values are
better. GFI 20.90 is good
fit, while 0.80 =< GFlI
<0.90 is marginal fit
Residual average be-
tween observed matrics
and estimation results.
Standardized RMR <0.05
is good fit

The average difference in
degree of freedom is
expected to occur in the
population and not in the
sample. RMSEA <0.08 is
good fit, while RMSEA
<0.05 is close fit.

Values range from 0 — 1,
with higher values are
better. TLI 20.90 is good
fit, while 0.80 < TLI <0.9
is marginal fit

Values range from 0 — 1,
with higher values are
better. NFI 20.90 is good
fit, while 0.80 < NFI <0.9
is marginal fit

Values range from 0 — 1,
with higher values are
better. AGFlI 20.90 is
good fit, while 0.80 <
AGFI <0.9 is marginal fit
Values range from 0 — 1,
with higher values are
better. RFI 20.90 is good
fit, while 0.80 < RFI <0.9
is marginal fit

Values range from 0 — 1,
with higher values are
better. IFI 20.90 is good
fit, while 0.80 < IF1 <0.9 is
marginal fit

Values range from 0 — 1,
with higher values are
better. CFI 20.90 is good
fit, while 0.80 < CFI <0.9
is marginal fit

Parsimonious Fit Measures

Parsimonious Goodness
of Fit Index (PGFI)

Normed Cho square

Parsimonious Normed Fit

Index (PNFI)

Akaike Information Crite-
rion (AIC)

21

Re-specifications of GFl,
where  higher values
indicate greater persimo-
ny. This measurement is
used for comparison
among models

Ratio between x2 divided
degree of freedom. Rec-
ommended values lower
limit: 0.1, upper limit 2.0
or 3.0 and looser 5.0
High values indicate
better matches. Only
used for comparison
between alternative
models

Smaller positive values
show that parsimony is
better used for compari-
sons between models.
On a single model, the
value of the AIC from a
model that approaches

GOF size type Acceptable match level
the value of onerated AIC
shows good fit

Smaller positive values
indicate better parsimo-
ny. Used for comparison
between models. On a
single model, the CAIC
value of a model that is
close to the SATURAT-
ED CAIC value indicates
good fit.

Consistent Akaike Infor-
mation Criterion (CAIC)

Other GOFI sizes

Critical “N” (CN) CN 2= 200 shows suffi-
cient sample size for use
estimating models. A
satisfying or good match.

Source: Wijanto in Haryono (2016:74 — 76)

In empirical research practice, a researcher does
not have to meet all the Goodness of Fit criteria.
Haryono (2016: 59) quotes the opinion of Hair et
al. (2010), Latan (2011: 49), the use of 4 to 5
Goodness of Fit criteria is considered adequate
to assess the feasibility of a model, provided that
each Goodness of Fit group, namely Absolute Fit
Indices, Incremental Fit Indices and Parsimoni-
ous Fit Indices are represented.

3.9. Research design

In this research, the developed hypotheses are
research questions. To answer this question, a
hypothesis is used so that the research to be
carried out can answer the existing hypotheses
so that the research objectives can be known.
The research design was chosen because it is in
accordance with the research objectives. The
appropriate approach to empirical testing is sci-
entific or quantitative research. The research
model is as follows:

Product Quality

Price

Interests buy

Trust

A

Subjective Norms

Figure 1. Research Model
Source: Processed data, 2020

3.10. Completion Plan

This research will be carried out using the hy-
pothesis as research questions that will be tested
using SEM analysis tools with the AMOS version
22 tool.

4. Results and Discussion
4.1. Data Collection Results
4.1.1. Respondent Characteristics

The questionnaire has been distributed to 100
respondents. Respondents of this study are con-
sumers who buy and consume herb products.
The following is a profile of the respondents
based on the identity of the respondent.
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Table 2. Descriptive Characteristics of Respondents

Variable Numbef of | Percentages
Gender
Male 30 3%
Female 70 T10%
Jumlah 100 100%
Old
18-25 30 30%
26-32 20 20%
33-40 10 10%
41-48 32 32%
49 - 5 6 6%
57 - 64 2 2%
Jumlah 100 100%
House wife g 9%
PNS 38 38%
Lectures g 9%
Student 17 17%
Teacher 2 2%
Private employees 15 15%
Mo work yet 1 1%
Palri 1 1%
Bank employee 1 1%
Sales 1 1%
eic 6 6%
Jumiah 100 100%
Types of Herbal Product
Herbal Madicine 27 27%
Habbalussauda (Jinfan | 21 21%
_Hitam)
Honey 49 48%
Vitacimin 2 2%
Magozai 1 1%
Jumiah 100 100%
Source: Processed data, 2020

From Table 2, it is known that in terms of gender,
the number of female respondents is more than
male, which is 70%, while from age, the majority
of respondents are aged 41 - 48, namely 32%. In
addition, in terms of occupation, civil servants
rank at the top at 38% and for the product most
consumed and purchased by respondents is
honey, which is 49%.

4.2. Inference Statistical Analysis
4.2.1. Measurement Model

Measurement of latent constructs in terms of lia-
bility and validity such as convergent validity and
discriminant validity were carried out to measure
the research model.

4.2.2. Reliability analysis

Reliability test is used to determine the level of
consistency of instruments that measure the con-
cept. Construct reliability can be measured using
Cronbach's alpha and composite reliability. Ac-
cording to Jogiyanto (2009), a construct can be
said to be reliable if Cronbach's alpha value is>
0.6 and composite reliability > 0.7. However, ac-
cording to Hair et al. (2008), the rule of thumb for
alpha or composite reliability values must be
greater than 0.7 even though the value of 0.6 is
still acceptable.

Based on the statistical results prove the level of
reliability of all indicators that have met the condi-
tions where all constructs exceed 0.6. As for the
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subjectivity norm a = 0.85, product price a = 0.84,
product quality a = 0.81, trustworthiness a = 0.82
and purchase interest a = 0.87. This means that
the level of reliability is very strong among meas-
uring instruments. For more details result, can be
seen in Table 3.

Tabel 3. Variabel, Standardized Loading, a, Error,
CR and AVE
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E T By Herbal Products han 0,78 08
gé’ i ofher chemical drugs
| «Good senice when purchasing heralprodusts | 0,7 I
« omlai uhzn fhere 1e side efecs 0.7 08
Frocuct Fnce I 08 |08
«Prigs for et producks e ol e | 008 0
«Prices for bergal products ae sl campete wih | 0.4 07
ﬂ ores fo ofe prodcts
B |« Keag using i producteven thaugh 08 Ll
§ «Prces e n aueandance with e hengfts i 04
T | ohiaied
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Qualty L] 0f2 | O
g |+ Thhertal poduc e e endanee. | 08 0%
T |+ This productcan be stred fr 3 manths ormore. | 00 0
O | and s 3 prcdial and safe packaging
§ «This product s nafurl and beling ingredients | D7 0
T |+ The benefts and quay of he poductandis | 074 08
& | quaanled avalaify
Tt i 0 | O
« Sznuge and st in he product 0.8 0
« Gtafacion with e senices providzd 0.7 07
L | Wiling o olow he advice iven by e 0.5 iy
5 manufaciurer
F | +Trustn products and producers 0 14
Furchase hfenfion il 082 | 041
«Inferest 0 produets foincresse body immuniy | 0,8 0y
« Recommending producsfo cfbers 0.8 08
3 « Continue o use bertal produets 07 0
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E « eap looking fornfomation on e cantentef. {03 03
£ | betal et
Allinccators are messured i  Fve-poin sele, shangly agree and sfongly disagres (pusfve and
negafive ording

4.2.2. Convergent Validity

According to Hair et all in Jogiyanto and Abdillah
(2009), convergent validity is considered signifi-
cant when the rule of thumb > 0.5. Based on
tests conducted all indicators meet the rule of
thumbs or cut value > 0.5. It can be concluded
that Loading Factors /Lambda (A) is more or
equal to 0.5 and is categorized as convergent,

22
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which means all respondents have the same ide-
as and opinions on the given topic. In addition,
convergent validity was also achieved when the
AVE value of each construct in the model was
found >0.50, (Jogiyanto and Abdillah, 2009).
From Table 5 it appears that the AVE value of all
constructs in the research model is greater than
0.5. This means there is a very high convergent
validity.

4.2.3. Discriminat Validity

According to Jogiyanto and Abdillah (2009), the
validity of the discrimination occurs when two
different instructors measuring two predicted non-
correlated constructs produce scores that are not
correlated. According to Chin in Jogiyanto and
Abdillah (2009), the model has sufficient discre-
tionary validity when the AVE root for each con-
struct is greater than the correlation between
construct and other constructs in the model.

In the Inter-construct correlations analysis, the
Trust showed the strongest correlation with the
interest in buying herb products (r=0.591, p
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than O indicates that there is predictive
relevance, whereas values less than 0 indicate
that the model has less predictive relevance
(Chin, 1998). In this study, the model is deter-
mined to have predictive relevance, namely
subjective norms, product quality, product price
and trust. Meanwhile, buying interest is a conse-
quence variable. For full model testing that de-
scribes exogenous and endogenous analysis, it
shown in Figure 2.

Eﬂ Suggasl o bary harh

JF piduch conpeng o
B = g U
. ka2
- Baamyg i i bray = |f='-§

harh pridits i -
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AT ool e e
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in this study has good discriminant validity.
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4.3. Structural Model Analysis

Figure 2. Full Model Testing
Source: SEM output results with Amos, 2020

4.3.1. Full Model Testing

A structural model, which is the second stage of
AMOS data analysis, is carried out to test the
research hypotheses of the model. SEM with
AMOS requires a measure of predictive ability
that utilizes an approach called the blind folding
procedure. Cross-validated redundancy greater

4.4. Goodness-of-fit index (GFI)

Goodness-of-fit index is an index that describes
the degree of suitability of the overall model
which is calculated from the squared residuals of
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the predicted model compared to the actual data.
If the resulting GoF value is good, then the model
is acceptable, whereas if the GoF result is bad,
the model must be modified or rejected (Latan,
2013).

Hair et.al in Haryono (2016: 66) classifies GFlI
into 3 parts, namely Abosolute, Incremental, Par-
simony Fit Measures. All criteria have a standard
or rule of thumbs (cut-off value).

This study uses CFA (Confirmatory Factor Analy-
sis) to validate the scale used. The good-ness of
fit indices (RMSEA 0.041; GFI 0.929; NNFI 0.96;
AGFI 0.910, TLI = 0.962; HOELTER = 290). By
using Structural Equation Modeling (SEM) with
AMOS to test the hypothesis. All research results
meet the specified requirements so that it can be
said that this research model is Fit. For details, it
can be seen in Table 5 as follows.

Tabel 5. Goodness of Fit Index & Cut-off Value

Criteria Cut-off Result Dscribtion
Value

Absolut Fit

Measures

CMIN/DF <2 1,649 Accepted

RMSEA <0,08 0,041 Fit

GFI >0,90 0,929 Fit

AGFI >0,90 0,910 Fit

TLI >0,90 0,962 Fit

NFI >0,90 0,922 Fit

CFlI >0,90 0,968 Fit

PNFI The higher 0,795 Fit
the better

PGFI The higher 0,731 Fit
the better/
parsimony.

Measure- Reliabili- 0,80 Fit

ment Model  tas>0,70

Fit (Measur-  Variance

ing Con- extracted

struct Reli- 20,50

ability and

Variance

Extracted

Hoelter >200 290 Fit

Source : AMOS Output , 2020

From Table 5 above, it can be seen that from the
absolute criteria for fit tests all the criteria meet
the specified conditions, where DF = 1.649;
RMSEA 0.041, GFI 0.929. Furthermore, from the
krite-ria Incremental fit measure, AGFI = 0.910,
TLI = 0.962, NFI = 0.922, and CFI = 0.968. From
the Parsimony fit measure criteria, PNFI = 0.795,
PGFI = 0.731, Measurement = 0.8 and Hoelter =
290). This means that all research results meet
the specified conditions so that it can be said that
this research model is Fit.

4.5. Hypothesis Analysis

The next stage is the hypothesis test using SEM
with AMOS. This hypothesis test is used to par-
tially test exogenous variables with endogenous
variables. The following is the path coefficient
which can be seen in Table 6.
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Table 6.Regression Weights: (Group number 1 -
Default model)

Hipotesis Estimate | SE. | CR. | P | Label | Result
an:ersgt | Tt 1|9 s | e | g g |
LBnLtlzrl:sgt | oty | 118 | 04| 209 | 7| gty |
LBnt::sgt < | ProductPrice | 203 | 49| 4139 | par N0 Accepted
LB;Z::i o | StiNoms | 29 | 08| 5108 |+ | g 1 [ AP

4.5.1. First Research Objectives

The first research objective is to empirically test
the positive relationship between product quali-
ty and consumer buying interest in immune-
enhancing herb products during the pandemic
Covid 19. For this reason, the first hypothesis is
derived which suspects that there is an effect of
product quality on consumers interest buying
herb products.

The Critical Ratio (CR) value between product
quality and buying interest in herb is 2,696. This
means that product quality has a significant effect
on buying interest in herb products. Thus hypoth-
esis 1 in this study which states that there is a
significant effect between product quality and
interest in buying herb products to increase im-
munity during the pandemic Covid 19 is accept-
ed.

The results of this study are in line with the re-
sults of research conducted by Utami and Sapu-
tra (2017). This research proved that there is an
effect of product quality on buying interest in or-
ganic vegetables at the Sambas market in Me-
dan. In addition, the research conducted by Sa-
tria (2017) shows that the variable product quality
has a simultaneous effect on consumer buying
interest in company A-36.

4.5.2. Second Research Objectives

The second research objective is to empirically
test the positive relationship between product
prices and consumer purchase interest in im-
mune-enhancing herb products during the Covid
19 pandemic. For this reason, the second hy-
pothesis is derived which assumes that there is
an influence on product prices on consumer buy-
ing interest in herb products.

The CR value between the product price and the
buying interest in herb products is 4.139. This
means that product prices have a significant ef-
fect on buying interest in herb products. Thus,
hypothesis 2 in this study which states that there
is a significant effect between product prices and
interest in buying immune-enhancing herb prod-
ucts during the Covid 19 pandemic is accepted.

The results of this study are in line with the re-
sults of research conducted by Utami and Sapu-
tra (2017). This study proved that there was an
effect of price on buying interest in organic vege-
tables at the Sambas market in Medan. In addi-
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tion, the research conducted by Satria (2017)
showd that the price variable has a simultaneous
effect on consumer buying interest in company A-
36.

4.5.3. Third Research Objectives

The third research objective is to empirically test
the positive relationship between subjective
norms and  consumer buying interest towards
immune-enhancing herb products during the
Covid 19 pandemic. For this reason, the third
hypothesis is derived which assumes that there is
an influence from subjective norms on con-
sumer buying interest in herb products.

The CR value between the subjective norm and
the  buying interest in herb products was 5.128.
This means that the subjective norm has a signif-
icant effect on buying interest in herb prod-
ucts. Thus, hypothesis 1 in this study which
states that there is a significant influence be-
tween subjective norms and interest in buying
herb products to increase immunity during the
Covid 19 pandemic is accepted.

The results of this study are in line with the re-
sults of research conducted by Andrew, Silvya
and Christoffel (2016). This study proves that
subjective norms have a significant and positive
effect on online purchase interest among stu-
dents of the Economics and Business faculty in
Manado.

4.5.4. Fourth Research Objectives

The fourth research objective is to empirically test
the positive relationship between trust and con-
sumer buying interest in immune-enhancing herb
products during the Covid 19 pandemic. For this
reason, the third hypothesis is deduced which
suspects that there is an effect of trust on con-
sumer buying interest against herb products.

The CR value between trust and purchase inter-
est in herb products is 5.792. This means that
trust has a significant effect on buying interest
in herb products. Thus hypothesis 4 in this study
which states that there is a significant effect be-
tween trust and interest in buying herb products
to increase immunity during the pandemic Covid
19 is accepted.

The results of this study are in line with the re-
sults of research conducted by Rosdiana, Haris
and Suwena (2016). This research proves that
consumer trust has a positive and significant ef-
fect on the interest in buying clothing products
online. In addition, in research conducted by
Shahnaz and Wahyono (2016), it proved that the
trust variable has a positive and significant effect
on consumer buying interest in online stores.

5. Conclusion and Suggestion
5.1. Conclusion

There are several things that can be concluded
from this research, as follows:

Based on the test results can be proven there is a
significant and positive influence of product
quality, price, subjective norms and trust in
consumer buying interest in herb products
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increase body immunity during the Covid 19
pandemic with CR for product quality 2,696,
product price 4,139, subjective norm 5,128, and
trust 5,792.

The determinants of consumer buying interest in
body immunity-enhancing herb products during
the pandemic Covid 19 are trust, subjective
norms, product prices and product quality, re-
spectively.

5.2. Suggestion

Based on the research results, there are two
number of suggestions that can be put forward by
the researcher, as follows:

It should be added in the questionnaire to the
respondent's characteristics because one of the
variables studied was price.

It is better if the sample selection should pay at-
tention to age because in this study the age of
the respondents is not evenly distributed where
the ages of 19-25 are the second highest num-
ber, even though the higher the age, the weaker
the body's immunity.
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