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Abstract- This study explores the relationship between consumption values (i.e., functional, social, and emotional values) and environmental
concern toward satisfaction and loyalty in green restaurants. A sample of 394 data points was gathered through online questionnaires from
green restaurant customers in West Java, Indonesia. Using partial least squares to analyze the data, this study revealed that environmental
concern and the value of functional, social, and emotional are significant predictors of satisfaction and behavioral intention. These findings
provide guidance for green restaurant business managers to improve business competitiveness and simultaneously contribute to developing

a sustainable environment.
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I. INTRODUCTION

The degradation quality of the environment is one of
the issues that has received attention from many parties
recently[1]. The large negative impact resulting from
this has forced many parties to become more
concerned about the environment in their activities.
These environmental changes also influence people's
behavior in consuming goods and services; green
consumption behavior continues to increase people are
starting to pay attention to environmental sustainability
in their lifestyle [2], and people who are concerned
about the environment are willing to pay extra the cost
of consuming goods or services that they consider
friendlier to the environment [3], [4], [5], .

The food industry is a sector that contributes
around 30% of greenhouse gas emissions [6], this
sector is not the largest contributor to pollutant
emissions, but due to rapid development, this sector
must change to be more environmentally friendly.
Changes in consumer behavior that are more aware of
the environment and the continuing increase in the
number of people consuming environmentally friendly
culinary delights [7], are both opportunities and
challenges for the food industry, green food providers
must be able to define things related to consumption
behavior so that food providers are able to meet the
needs and provide satisfaction to consumers.

In consuming environmentally friendly products,
consumption value and environmental concern are
factors that influence someone to consume
environmentally friendly products, however research
involving this in the context of green restaurants is still
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rare, in the context of green restaurants it is dominated
by motivation and perceived cost [8]-[10].

This research was conducted based on existing
gapsis research was carried out.

Il. LITERATURE REVIEW

Theory of Consumption Value

The theory of consumption values (TCV) is one
of the most widely used models to explain consumer
choices [11]. At its core, the TCV posits that an
individual’s final choice is influenced by five values:
functional, emotional, social, epistemic, and
conditional [11]. TCV explains how these five
consumption values predict consumer preferences for
buying a product or service.

Functional value

Functional value is related to the perceived utility
acquired from an alternative’s capacity for functional,
utilitarian, or physical performance and was thought to
be generated by a product’s salient attributes [12],
which refers to the practical benefits and usefulness
that consumers derive from a product or service. In
green restaurants, functional value encompasses
factors such as food quality, service efficiency, and
convenience [7]. The relationship between functional
value and green restaurants is an important aspect to
consider in understanding consumer behavior. The
empirical studies in green product that product
performance (functional value) have effect on
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consumer satisfaction [13], [14]. In green restaurant,
we hypothesize:

H1: Functional value has a positively effect on
satisfaction.

)’?’{BleJ

Emotional Value

According to Sheth et al. [12], emotional value
refers to the value associated with particular feelings,
or when it enables or sustains feelings. Emotional
value is a product's ability to connect with users and
elicit positive emotions. According to Sheth et al. [11],
consumer choice behavior differs depending on the
consuming scenarios that consumers are in since
various circumstances present various emotional
values. In green product, Research has shown that
emotional value plays a significant role in influencing
satisfaction [15], [16]. we hypothesize that:

H2: emotional value has a positively effect on
satisfaction

Social Value

Social value is the perceived utility acquired from
an alternative’s association with one or more specific
groups [11] and assists a customer in representing
himself/herself as a member of a particular social
group. In green products, it refers to the perceived
utility and benefits that consumers derive from the
social aspects of choosing environmentally friendly
options. Past studies indicate that social value plays a
significant role in influencing consumer behavior and
satisfaction with green products [17], [18]. Thus,
following hypothesis is stated.

H3: Social value has a positively effect on
satisfaction

Environment Concern

Environmental concern refers to an individual's
emotional involvement and level of concern about
environmental issues [13], [19]. It encompasses
beliefs, attitudes, and stances towards the environment
and serves as a predictor of pro-environmental
behavior [19]. Environmental concerns play a crucial
role in shaping individuals' actions and decisions
related to  sustainability, conservation, and
environmental protection [20]. This influences their
willingness to adopt eco-friendly practices, support
environmental initiatives, and engage in behaviors that
promote environmental sustainability [21]. people with
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higher environmental concern would have stronger
intention to engage in pro-environmental behavior.

Previous studies explored the relationship
between environmental concerns and satisfaction in
the context of green products. Kumar [18] reports that
environmental concern plays a significant role in
shaping individuals' satisfaction with green products,
higher levels of environmental concern are associated
with greater satisfaction with green products [22]. The
hypothesize on green restaurant is formulated.

H4: environmental concern has a positively effect
on satisfaction.

Satisfaction

Satisfaction in the context of green products refers
to the overall pleasure, contentment, or fulfillment that
consumers experience when using or consuming
environmentally friendly products [13]. It is the result
of meeting or exceeding customer expectations and
fulfilling their environmental desires and sustainable
expectations [23]. Higher levels of green satisfaction
are associated with positive attitudes towards green
products, increased trust in their environmental claims,
and higher purchase intentions [24]. Green satisfaction
plays a crucial role in fostering customer loyalty and
repeat purchases of green products [25]. The
hypothesize is formulated.

H5: Satisfaction has a positively effect on
satisfaction

Functional nvironmental
Value Concemn

Emotional

Value

Satisfaction

Figure 1. Summaries The Hypothesized
Relationships of The Construct Variables.

I1l. RESEARCH METHODS
As past studies have evaluated the construct
variables employed in this research, the measurement
of the construct variables in this research was adopted
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from the existing literature. The consumption value
(functional, emotional, and social) was measured with
4 items. Modified from [26] and [27]. five items
employed assessing environmental concern [28], [29],
to evaluate satisfaction and loyalty, three items were
used [30] each. All construct indicators are assessed
using a 5-point Likert scale consisting of 1 to 5:
strongly disagree to strongly agree. An offline
guestionnaire was distributed to customers in the city
of Bandung who had experience consuming food at a
green restaurant in the last five months. Data was
collected from July to August 2023, resulting in 391
valid responses for further analysis.

To achieve the research objective, the SEM-PLS
approach was used. The analysis was carried out in
three stages; firstly, outer model analysis, secondly,
inner model analysis, and thirdly, hypotheses testing.
The outer model analysis was conducted by observing
the factor loading, Cronbach's Alpha, and AVE values
in order to ensure the validity and reliability of
variables and indicators. Meanwhile, the inner model
analysis or structural model analysis was carried out to
ensure that the structural model is accurate and robust.
The evaluation was conducted on several indicators
which included: coefficient of determination (R2),
predictive relevance (Q2), and Goodness of Fit Index
(GoF).

IV. RESULT AND DISCUSSION
Table 1 exhibits the demographic profiles of the
sample. It shows that most of the respondents have a
high school and university.
Table 1. Demographic profiles

Description Frequency Percentage

Gender Male 199 30,90
Femal 192 4910

Age 17-25 years 210 3371
26-34 vears 107 2737

35-43 vears 27 6.91

44-50 vears 23 5,88

> 50 years 24 6.14

Education < High school 32 318
High schoal 166 42,46

Diploma 54 1381

University 126 3223

Master 13 3.32

The evaluation of the outer model was carried out
by checking the validity and reliability of all
constructs, measured using the loading factor,
Cronbach's Alpha (CRA), composite reliability (CR),
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and average variance extracted (AVE). Table 1
describes that the loading factors of all items are higher
than 0.6, both values of CRA and CR are higher than
0.7, and values of AVE are above 0.5 [31].

Table 2. AVE and CRA

Variables and Indicators Loading CRA AVE

Functional Yalus 0.e0v 0517
Healtiness 0.603
Mutritious 0,70
Fulfilment 0.835
Serdice 0.774
Emonatonal Yalue D823 0.537
Happuy 0.772
Comfartable 0.746
Felling better 0.728
Erjou 0.683
Social Value 0815 0527
Puozitive imprezszion 0.e07
enable to shaow 0775
Sharing 0.815
positive image 0.830
Erviromental Concern 0823  0.545
Effart ta pratect 0.7d4
Better erwironment 0.663
Practice eco-friendly 0.7E1
Caoncern for future gereratior 0761
Participation 0.757
Satizfaction 0.821 0.604
Enjou 0.762
Met my expectations 0.803
Satisfied 0.7E5
Lovalty 0,841 0.633
Revizit 0310
Positive Comment 0.835
Recommend 0.750

Further, the Heterotrait-Monotrait method is
recommended to assess the discriminant validity of
the construct [32]. Table 2 shows that all of the values
are lower than 0.9, which indicates that the construct
discriminant validity is met

. Table 3. Heterotrait-Monotrait Ratio (HTMT)
1 2 3 4 5

Construct
Enviromental Concern
Functional Value 0.670
Emeonatonal Vahe 0.625
Social Value 0.372
Satisfaction 0.510
Lovalty 0.224
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Next, the evaluation of the inner model was

carried out by looking at the values of R2, Q2, and

GoF. The results are presented in Table 4.

Table 4. GoF value

E’{BEJ

Variable Q* AVE Rz
Functional Vahe 0,517

Emonatonal Value 0.537

Social Value 0,527

Enviromental Concern 0,545

Satisfaction 0.166 0.604 0288

Lovalty 0.079 0.635 0.130
Average score 0,530 0288
AVExR® 0,153
GoF = (AVE x R?) 0,301

The value of GoF is 0.391, which explains that
the model fitness is large [33]. In addition, Q2
describes that all construct values are positive, which
makes them have a good predictive of relevance [34].

Table 4 shows the results of hypotheses testing.
The t-values describe that both food quality and e-
service quality have a positive and significant
influence on trust; thus, both H1 and H2 are supported.
Meanwhile, trust has a positive and significant effect
on loyalty; thus, H3 is also supported.

Table 5. Path Analysis

Path (hypothesis) B t-value Decision
Functional Value -->
rncnonal vae 0128 2443  Supported*
Satisfaction
Ei tonal Vale >
o VA 0255 4357  Supported®
Satisfaction
Social Value -->

0.104 23350 Supported*®

Satisfaction . Hpporte
Envi tal C -
Tomental oneemn 0219 4012  Supported*
Satisfaction
Satisfaction -->Lovalty 0.360 7.048 Supported*®

Figure 2. Path Graphic

V. DISCUSSION

This section must be written in well-composed
paragraphs.  The conclusion must be concise,
providing a description of the contribution of the
findings to existing knowledge. This section should
also provide suggestions for further studies. The
conclusion should not be a restatement of the findings,
but what could be inferred from the findings.

VI. RECOMMENDATION
The results of this study can be used to assist green
restaurant in producing green products that are
attractive to consumers. The finding confirms that
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social value and environmental concern has the
greatest effect on consumer satisfaction regarding
green restaurant. Hence, peer opinion is important in
the formation of attitudes towards the purchase of
green products. Ganapathy [35] and Thongplew [2]

Functional Value

Envimnhental
Condemn

2443 4mz2

435?\ L
2.350

Satisfaction Loyalty

Emotional Value

Social Value

find that consumers want to receive reliable
information about environmental issues. Hence,
businesses and organizations must focus on providing
a continuous stream of truthful environmental
information [2], [35] and accentuates how their
products align with consumers’ social values. This
requires them to mount attractive and informative
advertising campaigns utilizing social media channels
such as Facebook and Twitter to boost consumer
environmental concerns related to green products.
Such a strategy would facilitate green product
purchases [36].
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