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Abstract: Currently the restaurant business is growing
rapidly in Bandung. This development occurred
because of the support of people's behavior to eat
outside the home. The issue of environmental damage
such as global warming and the greenhouse gas effect,
encouraging the emergence of restaurants that provide
healthy products and green products. This restaurant
appears in order to improve healthy behavior, reduce
waste, and provide education to people to live healthy
and to protect the environment. One of them is
Restoran Kehidupan Tidak Pernah Berakhir (KTPB)
which is a vegan restaurant in Indonesia that provides
a healthy lifestyle by eating only vegetables and to
educate consumers to consume green products. This
study aims to determine the effect of Green Brand
Positioning, Green Brand Knowledge, Attitude
Toward Green Brand in increasing Green Purchase
Intention. This research is a quantitative explanatory
study using 400 community respondents. Bandung.
The calculation and data processing will use Amos
software. The results showed that, Green Brand
Positioning has a significant impact on Green Brand
Knowledge and has significant implications for change
for Green Brand Attitude Towards and has a
significant influence on Green Purchase Intention.
Those variables have a significant impact on the Green
Purchase Intention for consumers Kehidupan Tidak
Pernah Berakhir Restaurants (KTPB).
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INTRODUCTION

Life's Restaurant Never Ends is a vegetarian restaurant in Bandung, which is an
alternative choice for healthy living for all people who care about the environment, not to add
to the effects of global warming with green products without animal processing.

Restaurant of Life Never End has a vision that Restaurant of Life Never End serves as
self-serving (constructive) and wants to benefit the community and the world. As for the
mission, Restaurant Life Never End has a mission to provide effective and targeted
socialization to all levels of society (government officials, education, health, spirituality, mass
media, artists, community leaders and the general public) about the benefits of a vegan lifestyle
for environment, climate, health (body), mind and spirit (Company Documentation, 2019).

Education provided by Restaurant Life Never Ends gives more value to restaurants,
because Restaurants Never End not only provides vegan food products but also provides
education that will make visitors come more aware of the importance of maintaining health,
the positive content present in vegetarian food and also the importance of protecting the
environment because not all vegetarian restaurants do the same thing as Restaurant Life Never
Ends. (Company Documentation, 2019). The many positive things provided by Restaurants
Never End is not necessarily known by the entire community, and there are still many people
who are less aware of the importance of consuming environmentally friendly products.

Therefore, this study proposes two concepts: green brand knowledge (GBK) and green
brand attitude (AGB) to explore the relationship between green brand factors and GPI. This
research will apply the knowledge-attitude-intention paradigm to build a comprehensive model
for examining green brand factors that influence Green Purchase Intention (GPI).

LITERATURE REVIEW
Green Marketing

According to Yusiana.R & Widodo.A (2016: 530), green marketing is a marketing mix
planning process that utilizes changing consumer awareness of products / services that are more
environmentally friendly by changing products, ways of making and packaging that are more
environmentally friendly to satisfy and fulfill consumer needs and reduce negative impacts on
the environment and also invites consumers to care more about the environment.

According to Dahlstrom (2011: 5) green marketing is a product offering that is not
harmful to the environment and the production process is also not harmful to the environment.
From these descriptions it can be concluded that Green Marketing is marketing
environmentally friendly products and is able to reduce the negative impact of the environment
by making environmentally friendly products from the product manufacturing process to its
marketing. With this, it is expected to change the mindset of the community to better protect
the environment.

According to (Haryani, 2010). Green marketing is divided into: 1. Green consumerism,
(According to Boztepe; 2012) Green consumers are generally defined as people who adopt
environmentally friendly behaviors or who buy green products. Green
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consumers are more internally controlled because they believe that it will be very effective in
protecting the environment. 2. Green product or what can be known as an environmentally
friendly or environmentally friendly product is a product that is designed and processed in a
way to reduce the effects that can pollute the environment, both in production. Distribution and
consumption. This can be attributed to the use of recycled products or raw materials.

Green Product
Green Products are goods that one of its characteristics is to use good materials, which
can be recycled, and the process of making Green Products also uses good waste management,
so that overall using green products means reducing carbon emissions, and helping to reduce
the impact of global warming (Dahlstrom, 2011), divides green products in 3 dimensions:
1. Product that can be recycled
2. Durable product
3. Products that are guaranteed to be safe for the environment.
According to (Ottman, 2006) from the opinions of the experts above we can make a
conclusion about the characteristics of green products, namely:
1. Product does not contain toxic

More durable product
The product uses raw materials that can be recycled
The product uses raw materials from recycled materials
The product does not use materials that can damage the environment
Does not involve product testing involving animals if it is not really necessary
During use does not damage the environment
Use simple packaging and provide refillable products
Does not endanger human and animal health
10. Does not consume a lot of energy and other resources during processing, use and

sales
11. Does not produce waste that is not useful due to packaging in a short period of time

©oN RN

Green Brand Knowledge

According to Huang et al. (2014) Green Brand Knowledge is a green brand node in
memory associated with various associations related to environmental commitment and
environmental care. According to Keller (1993) in Suki (2016) "Green brand knowledge
provides information about a product's unique brand attributes and its benefits to the overall
environment to the consumers. The two types of brand knowledge are brand awareness and
brand image. Green brand knowledge provides consumers with information about unique brand
attributes and their benefits to the environment as a whole. Two types of brand knowledge are
brand awareness and brand image. Thus it can be concluded that Green Brand Knowledge is
knowledge about the brand, be it knowledge of attribute information, uniqueness, and other
things that are expected to be useful for the environment.
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Green Brand Positioning

Green brand positioning is a critical brand strategy that influences the perception of
target consumers towards green brand initiatives, providing the main basis for the
differentiation of green brands from its competitors (Wang, 2017). According to Huang et al
(2014: 257), green brand positioning is part of a brand identity and value proposition about the
environmental attributes of a company that must be actively communicated to target customers.
Huang et al divided green brand positioning into three dimensions, namely functional,
emotional, and green.

Attitude Towards Green Brand

According to Teng (2009) in Huang et al. (2014), brand attitude is a reflection of
consumer preferences that serve as an overall evaluation of a brand. Meanwhile, according to
Salamon (2014) "Attitude towards a brand is allied to the consumers' preference and overall
evaluation of a brand, which epitomizes their likes and dislikes. Attitudes towards brands are
related to consumer preferences and overall brand evaluation, which symbolizes their likes and
dislikes. From this statement it can be concluded that Attitude Towards Green Brand is the
taste or preference of consumers towards a brand that is used as a thorough assessment to decide
about purchasing a product, especially for products that are environmentally friendly and have
a positive impact on the environment.

Green Purchase Intention

According to Huang et al (2014: 257) green purchase intention is the desire of
consumers to buy a product after they realize it is a green product or a green brand. Green
purchase intention is also measured using three items adapted from Chan in Huang et al (2014:
257) to study the intention of Chinese consumers involved in buying behavior of
environmentally friendly products, namely: a. Consider buying products because they don't
pollute the environment. b. Consider switching to another brand for ecological reasons. c.
Planning to switch to an environmentally friendly product version. From this understanding the
authors draw the conclusion that Green Purchase Intention is the intention of consumers to buy
a product by considering the attributes possessed by the product so that it can protect the
environment.

To further facilitate understanding of the research framework, this can be seen in Figure
1 as follows:

C_J Green Brand Knowledge (Y1)

Attitude Towards Green
Brand (Y2)

I J
] L1 Green Purchase Intention

Green Brand Positioning (X) ]

Figure 1. Framework for Thinking
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RESEARCH METHODS

In this study the authors used a quantitative research method that is a research method
based on the philosophy of positivism, used to examine a particular population or sample, data
collection using research instruments, quantitative / statistical data analysis, with the aim to test
a predetermined hypothesis (Sugiyono, 2013).

RESULTS AND DISCUSSION
Analysis Results

Based on the calculation results show the relationship between variables, namely:
Green Brand Knowledge (GBK), Green Brand Positioning (GBP), Green Brand Attitude
Toward (ATGB) and Green Purchase Intention (GPI) are as follows:

Estimates (Group mnumber 1 - Defanlt model)
Scalar Estimates ({Group number 1 - Default model)
Maximum Likelihood Estimates

Regression Weights: {(Group number 1 - Default model)

Estimate S E. C. ER. P Label
GBEL =--- GBP 699 014 49 Ted e par_ =S
ATGB <--- GBED 573 09z 6 219 - par 1
ATGB =--- GBP 390 JDe9 5 622 - —— par 6
GPL =--- GBEK 246 090 2725 Hedell par_ 2
GPI =--- ATGEB 289 047 6. 175 e par_ 3
GPI =--- GBP 928 Kot 13. 729 < par__4

Standardized Regression Weights: (Group number 1 - Default model)

Estimate
GBEL ~=--- GBP o2
ATGB <--- GBE 450
ATGB <=--- GBP 407
GPI e GBED S130
GPL —=--- ATGB 194
GPL —=--- GBP Bs0

Based on the significance test on the estimated regression weight, it shows that the
probability value is lower than 0.05, which means that each variable shows a significant
relationship between variables. However, based on the magnitude of the coefficient on
standardized regression weights shows each has a different degree of closeness of the
relationship between the variables.

The above equation model is a path analysis model, where the structural equation
model can be explained in the figure below:

Figure 2. Path Analysis
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The picture shows that Green Brand Positioning (GBP) has a very strong direct
relationship directly to Green Brand Knowledge (GBK) with a close coefficient value of
0.93. Furthermore, Green Brand Positioning (GBP) has a strong direct relationship to Attitude
Toward Green Brand (ATGB) with a close coefficient value of 0.41. The Green Brand
Positioning (GBP) has a strong direct relationship to Green Purchase Intention (GPI) with a
closeness coefficient of 0.65. Then the Green Brand Knowledge (GBK) variable has a strong
direct relationship to the Attitude Toward Green Brand (ATGB) with a close coefficient value
of 0.45. Whereas each Green Brand Knowledge (GBK) and Attitude Toward Green Brand
(ATGB) variables have a weak direct relationship to Green Purchase Intention (GPI), where
the coefficient value is still below 0.20, each 0.13 and 0.19.

CONCLUSION AND SUGESTION
Based on the background stated, this study sets the following conclusions:

1 Green Brand Positioning (GBP) which includes Functional Positioning, Green Positioning
and Emotional Positioning has a very strong positive direct relationship to Green Brand
Knowledge (GBK).

2 Green Brand Positioning (GBP) which includes Functional Positioning, Green Positioning
and Emotional Positioning has a strong enough positive direct relationship to Green Brand
Attitude Towards (ATGB).

3. Green Brand Knowledge (GBK) which includes green brand awareness and green brand
image has a strong positive direct relationship to Attitude Towards Green Brand (ATGB).

4. Attitude Towards Green Brand (ATGB) which includes Cognitive Element and Emotional
Element has a positive relationship but is still weak towards Green Purchase Intention
(GPI).

5 Together Green Brand Positioning (GBP) has a fairly strong relationship and Attitude
Towards Green Brand (ATGB) has a positive relationship but is still weak towards Green
Purchase Intention (GPI).

6. Simultaneously Green Brand Positioning (GBP) has a fairly strong positive relationship,
but Green Brand Knowledge (GBK) and Attitude Towards Green Brand (ATGB) have a
low positive relationship to green purchase intention (GPI).
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