CHAPTER I
INTRODUCTION

1.1 Background
Rapid technological and economic development has contributed to increasing production of unsustainable goods and environmentally harmful consumption patterns. These practices have intensified global environmental problems such as climate change, air pollution, and water contamination. As a result, consumer awareness and expectations regarding sustainability have risen significantly in recent years. A 2025 bibliometric review highlighted rapid growth in sustainability-oriented marketing research and emphasized that green marketing plays an essential role in shaping consumer trust, brand loyalty, and pro‑environmental purchasing behavior (Ezeh & Dube, 2025). However, challenges such as misleading sustainability claims and greenwashing continue to undermine consumer confidence, indicating the need for transparent and credible environmental communication (Ezeh & Dube, 2025).
Green marketing has increasingly become a strategic tool for businesses responding to environmental concerns and shifting consumer values. Recent studies show that consumers generally hold positive attitudes toward green products but remain skeptical when sustainability claims lack authenticity or transparency. Social influence, peer behavior, and perceived credibility of green initiatives further shape sustainable consumption patterns (Manikandan & Rakshana, 2024). Moreover, multiple green marketing strategies—such as eco-labeling, sustainable product innovation, and green advertising—have been found to positively influence consumers’ purchase intentions and brand loyalty when implemented credibly (Hemalatha et al., 2025).
Another important factor influencing purchasing decisions is brand image. A major bibliometric analysis covering research from 1995–2024 found that brand image consistently plays a central role in shaping purchase intentions and remains a core theme in marketing scholarship. The study identifies emerging research areas, such as corporate social responsibility, influencer marketing, and green marketing, as major contributors to brand perception in contemporary markets (Mohit et al., 2025). Additional empirical findings show that a strong and trustworthy brand image significantly enhances consumer purchase decisions, particularly when combined with perceived value and sustainability-driven messaging (Samudra et al., 2024).
In Indonesia, Sukkha Citta represents a notable example of a fashion brand built upon sustainability principles. Founded in 2016, the brand adopts a farm-to-closet model, using 100% natural materials, plant-based dyes, regenerative farming, and zero-waste production practices. A 2024 sustainability rating reported that Sukkha Citta performs strongly across environmental and social indicators, including the use of low‑impact materials, textile recycling, ethical treatment of artisans, and transparent supply-chain practices (Sustainable Review, 2024). Furthermore, Sukkha Citta has been recognized as a regenerative fashion pioneer, aiming to reduce carbon emissions by 90% by 2030 and fully transition to regeneratively grown cotton by 2025—an initiative supported through its commitment to local craftswomen and indigenous agricultural systems (Post, 2024).
Although sustainability has become an important value in the fashion industry, a strong sustainability commitment does not automatically lead consumers to make a purchase. Consumers may appreciate environmentally responsible products, yet their final purchase decision can still depend on how clearly the brand communicates its environmental values, how consumers perceive the value offered by the product, and how the brand is positioned in their minds. In the context of sustainable fashion, consumers may consider not only the environmental benefits of a product but also its quality, design, price, credibility, and suitability with their personal preferences.
Green marketing is relevant to this issue because it represents the marketing efforts undertaken by a company to communicate and deliver environmental value through products, prices, promotional activities, and distribution practices. Through green marketing, consumers may obtain information regarding the environmental responsibility of a brand, such as the materials used, production processes, packaging, and sustainability-related campaigns. When these efforts are perceived as credible and valuable, consumers may be more likely to consider purchasing the product.
In addition to green marketing, brand image is also considered an important factor in influencing purchase decisions. Brand image reflects consumers’ overall perceptions, associations, and impressions of a brand. In the sustainable fashion context, consumers may develop a positive brand image when they perceive a brand as trustworthy, distinctive, high-quality, socially responsible, and aligned with environmental values. A positive brand image may reduce consumers’ uncertainty and strengthen their confidence when selecting a fashion product.
Sukkhacitta is considered a relevant object for this study because it represents an Indonesian fashion brand that emphasizes sustainability, ethical production, local craftsmanship, and environmental responsibility. Its sustainability-oriented positioning makes green marketing an important marketing strategy to examine. At the same time, the brand’s identity as a sustainable and premium local fashion brand makes brand image relevant in explaining consumers’ purchase decisions. Therefore, this study examines whether green marketing and brand image influence purchase decisions among consumers of Sukkhacitta.
Based on the explanation above, this study is entitled “The Influence of Green Marketing and Brand Image on Purchase Decision of Sukkhacitta Local Fashion Brand.”

1.2 Problem Formulation
The following is the formulation of the problem in this research, based on the background and limitations of the problem.
1. Does the influence of green marketing have a direct effect on purchasing decision on Local Fashion Brand Sukkhacitta?
2. Does brand image significantly influence purchasing decisions on Sukkhacitta products? 
3. Do green marketing and brand image simultaneously influence purchasing decisions on Sukkhacitta products? 
4. Which variable has a more dominant influence on purchasing decisions, green marketing or brand image?

1.3 Research Objectives
The expected benefits from this research are:
1. Theoretically
It is hoped that the results of this research can be used to strengthen existing theories regarding the relationship between green marketing and brand image on purchasing decisions so that the science of consumer behaviour can develop.
2. Practically
The results of this research are expected to provide knowledge and information to consumers in order to obtain satisfaction purchasing products and can give the impression of a good brand image in the minds of consumers so that it can trigger them to make purchases.
3. Academically
The results of this research are useful as learning material for adds new insight into the scope of marketing management and can be used as a reference to support related data for future research.
1.4 Research Purposes
Based on the problem formulation above, the purposes to be achieved from this research are:
1. To investigate the direct impact of the influence variable on purchasing decisions regarding the Local Fashion Brand Sukkhacitta.
2. To examine the direct relationship between green marketing strategies employed by Local Fashion Brand Sukkhacitta and consumers' purchasing decisions.
3. To assess the direct impact of brand image on consumers' purchasing decisions for Local Fashion Brand Sukkhacitta.
4. To explore the indirect relationship between green marketing efforts and purchasing decisions mediated by the brand image of Local Fashion Brand Sukkhacitta.

1.5 Theoretical Framework
1.5.1 Consumer Behavior
Consumer behavior refers to the study of how individuals, groups, and organizations select, purchase, use, and evaluate products or services to satisfy their needs and desires. Consumer behavior explains the decision-making process that occurs before, during, and after a purchase. In the marketing context, consumer behavior is important because consumers do not make purchasing decisions only based on product functionality, but also based on their perceptions, experiences, values, and responses to marketing activities (Kotler & Keller, 2016).
Consumer purchasing behavior is influenced by external marketing stimuli and internal factors within consumers. Marketing stimuli may include product characteristics, price, promotion, distribution, and other marketing activities carried out by a company. Meanwhile, internal consumer factors may include cultural, social, personal, and psychological factors. These factors influence how consumers perceive a product or brand, evaluate available alternatives, and ultimately decide whether to make a purchase.
In the context of sustainable fashion, consumer behavior is particularly relevant because consumers may consider both functional and non-functional values when purchasing a product. Besides considering product quality, design, price, and accessibility, consumers may also assess the environmental impact, ethical production process, and sustainability values offered by a brand. Therefore, the purchase decision of Sukkhacitta consumers may be influenced by the company’s green marketing practices and by the brand image formed in consumers’ minds.
This study uses consumer behavior as the main theoretical foundation to explain the relationship between green marketing, brand image, and purchase decision. Green marketing represents the marketing stimulus provided by Sukkhacitta through its sustainability-oriented marketing activities. Meanwhile, brand image represents consumers’ perceptions and associations toward Sukkhacitta as a sustainable fashion brand. Both variables are expected to influence consumers’ purchase decisions.
1.5.1.1 Factors Influencing Consumer Behavior
Consumer behavior is influenced by both external marketing stimuli and internal consumer characteristics. According to Kotler and Keller (2016), marketing stimuli consist of controllable marketing activities conducted by a company, including product, price, place, and promotion. These stimuli are processed by consumers together with their cultural, social, personal, and psychological characteristics before a purchase decision is made.
In this study, the factors influencing consumer behavior are classified into two main categories: marketing stimuli and consumer characteristics.
1. Marketing Stimuli
Marketing stimuli refer to marketing activities designed by companies to influence consumer responses. The main marketing stimuli are commonly represented by the marketing mix, which consists of product, price, place, and promotion.
a. Product
Product refers to goods or services offered by a company to satisfy consumer needs and desires. In the context of sustainable fashion, consumers may consider product materials, durability, quality, design, production process, and environmental impact.

b. Price
Price refers to the amount of money consumers must sacrifice to obtain a product. Consumers may be willing to pay a higher price when they perceive that a product provides additional value, such as premium quality, ethical production, environmental benefits, or exclusivity.
c. Place
Place refers to the distribution channels and accessibility of a product. It includes how and where consumers can obtain products, such as through offline stores, online platforms, official websites, or authorized distributors.
d. Promotion
Promotion refers to communication activities used by a company to provide information, persuade consumers, and build awareness of its products. Promotional activities may include advertising, social media communication, campaigns, storytelling, and sustainability-related messages.
In this study, green marketing is positioned as a marketing stimulus, specifically as a green marketing mix. Green marketing is reflected through environmentally friendly product practices, green pricing, environmentally responsible distribution, and sustainability-oriented promotional activities. Therefore, green marketing is expected to influence consumers by providing information and value related to environmental responsibility.


2. Consumer Characteristics
Consumer characteristics refer to internal and social factors that influence how consumers perceive, evaluate, and respond to marketing stimuli. According to Setiadi (2010), these factors include cultural, social, personal, and psychological factors.
a. Cultural Factors
Cultural factors include culture, subculture, and social class. These factors shape consumer values, preferences, lifestyles, and purchasing behavior.
b. Social Factors
Social factors include reference groups, family, roles, and status. Consumers may be influenced by family members, friends, communities, colleagues, and social environments when making purchasing decisions.
c. Personal Factors
Personal factors include age, occupation, economic condition, lifestyle, personality, and self-concept. These factors may influence consumers’ ability and willingness to purchase sustainable fashion products.
d. Psychological Factors
Psychological factors include motivation, perception, learning, beliefs, and attitudes. These factors influence how consumers interpret information, form opinions, and make purchasing decisions.
In this study, brand image is positioned under psychological factors, particularly perception, beliefs, and attitudes. Brand image represents consumers’ impressions, associations, and perceptions of Sukkhacitta as a sustainable fashion brand. A positive brand image may strengthen consumers’ confidence, reduce perceived risk, and encourage them to choose Sukkhacitta products.
Based on this explanation, green marketing functions as an external marketing stimulus, while brand image reflects consumers’ psychological perceptions of the brand. Both variables are expected to influence consumers’ purchase decisions toward Sukkhacitta products.
Table 1. 1 Position of Research Variables in Consumer Behavior Theory
	Research Variable
	Position in Consumer Behavior Theory
	Explanation

	Green Marketing
	Marketing Stimuli / Marketing Mix
	Green marketing represents company marketing activities through green product, green price, green place, and green promotion.

	Brand Image
	Psychological Factors
	Brand image reflects consumer perception, beliefs, and attitudes toward Sukkhacitta.

	Purchase Decision
	Consumer Response
	Purchase decision is the final response after consumers process marketing stimuli and evaluate the brand.


Source: Developed by the researcher based on Kotler and Keller (2016) and Setiadi (2010).
1.5.2 Green Marketing
Green marketing refers to marketing activities that aim to satisfy consumer needs while minimizing negative impacts on the environment. It involves the development, pricing, distribution, and promotion of products in ways that consider environmental sustainability. Green marketing does not only focus on communicating environmental claims but also requires companies to implement environmentally responsible practices throughout their marketing activities.
In the context of sustainable fashion, green marketing is relevant because consumers may evaluate not only the appearance and quality of fashion products but also the materials used, production processes, packaging, distribution practices, and sustainability messages communicated by the brand. Therefore, green marketing may influence consumer purchase decisions by increasing consumers’ perceptions of environmental value, product credibility, and brand responsibility.
For Sukkhacitta, green marketing is reflected in its sustainability-oriented positioning, including the use of natural materials, ethical production, local craftsmanship, and communication related to environmental and social responsibility.
1.5.2.1 Green Marketing Mix
Green marketing can be explained through the green marketing mix, which adapts the conventional marketing mix into environmentally responsible marketing practices. The green marketing mix consists of green product, green price, green place, and green promotion.
a. Green Product
Green product refers to products designed, produced, or packaged in ways that minimize environmental harm. Green products may use environmentally friendly materials, reduce waste, use sustainable production processes, and provide long-term value to consumers.
In sustainable fashion, green products may include clothing made from natural or low-impact materials, products produced through ethical processes, durable clothing, recyclable packaging, and products that reduce negative environmental impacts.
b. Green Price
Green price refers to the pricing of products that reflects the environmental value, ethical production process, quality, and sustainability benefits offered by a product. Consumers may be willing to pay a higher price when they perceive that the product provides additional benefits, such as better quality, environmental responsibility, ethical labor practices, or exclusivity.
In the context of Sukkhacitta, consumers may perceive the price of its products as reasonable when they understand the value created through sustainable materials, artisan involvement, and responsible production processes.
c. Green Place
Green place refers to distribution activities carried out by considering environmental responsibility. It includes the availability of products through appropriate channels, the efficiency of distribution processes, environmentally friendly packaging, and efforts to minimize environmental impacts during product delivery.
For sustainable fashion brands, green place may involve the use of responsible delivery methods, minimal packaging, reusable packaging, accessible purchasing channels, and the availability of information regarding product distribution practices.
d. Green Promotion
Green promotion refers to communication activities that highlight environmental values, sustainable practices, and social responsibility. It may include advertising, social media content, campaigns, product labeling, storytelling, and educational messages related to sustainability.
Green promotion should be transparent and credible because consumers may become skeptical when environmental claims are not supported by actual business practices. Therefore, companies need to provide clear information about their materials, production processes, environmental commitments, and social impact.
Based on the explanation above, Green Marketing in this study is measured through four dimensions: green product, green price, green place, and green promotion. These dimensions represent Sukkhacitta’s marketing efforts in communicating and delivering environmental value to consumers.
1.5.3 Brand Image
According to Kotler and Keller (2012) brand image is a perception that consumers have when they first hear that slogan remembered and embedded in the minds of consumers. Consumers are used to it using a particular brand tends to have consistency towards brand image or this is also called brand personality (Rangkuti, 2002; in Dwipamurti et al, 2018). 
According to Aaker and Bierl in Istantia et al (2016) brand image divided into three supporting components, namely:
a. Image maker (Corporate Image) which is a group association of companies that produce goods or services.
b. User image which is a group of associations what buyers think about users of goods or services.
c. Product image (Product Image) which is a group of associations what a buyer thinks about a good or service.
Therefore, consumers' attitudes and actions towards a product are largely determined by the brand image of the product. Brand image can be an added value for products, whether they are products in the form of services or goods. This added value is very profitable for companies and producers, therefore the company tries to continue to introduce its brands from time to time, especially consumers who are its market Biels in Li, et al. (2011), Brand Image consists of three supporting components, namely Consumer Image, Company Image and Product Image:
1. Consumer Image (consumer image)
Consumers are parties who use a product or service goods.
2. Company Image (corporate image)
A group of associations or organizations that buyers expect to belong to a company that produces services or goods.
3. Product Image (product image)
A person's perception or assumption directed towards something certain products or services.
1.5.3.1 Factors Forming Brand Image
According to Kertajaya (2007) in Amalia (2017) states The factors that form a brand image are:
1. Quality or quality, related to the quality of the product that has been produced offered by manufacturers under certain brands.
2. Trustworthy or reliable, relating to opinions and agreements formed by society about a product being consumed.
3. Benefits or uses, which are related to the function of something products that can be utilized by consumers.
4. Service, related to the producer's duties in serving consumer demand.
5. Risk, related to the profits or losses experienced by consumers.
6. Price, in this case which is issued to influence a product can also influence the image associated with it long term amount of money.
7. Image, which is owned by the brand itself, namely in the form of customers, opportunities and related information with a brand of a particular product.
1.5.4 Purchase Decision
According to Peter & Olson in Dwipamurti et al (2018) decision Purchasing is an evaluation process carried out by customers potential to combine their knowledge of the two options or more alternative products and choose one of the alternatives the. Purchasing decisions according to Risyamuka and Mandala (2015) indicated as actual decisions and purchase frequency is demonstrated behavior or actual action carried out by individuals. Amirullah in Dwipamurti et al (2018) argue that purchasing decisions are a process in which consumers evaluate various alternatives and choose one or more alternatives and select one or more of the necessary alternatives based on certain considerations.
According to Kotler and Keller (2012) purchasing decisions are stage in the buyer's decision-making process where consumers would actually buy. According to Tjiptono (2008) decision Purchasing is a process where consumers get to know
the problem is, looking for information about a particular product or brand and properly evaluate each of these alternatives solve the problem, which then leads to a decision purchase.
Kotler and Armstrong (2008) explain further that the purchasing decision process consists of five stages, namely:
a. Recognition of needs
Is the first stage of the buyer's decision process, where consumers become aware of a problem or need.
b. Information search
This is the stage of the buyer's decision process where consumers want to buy seek more information; consumers may just increase attention or search for information directly active.
c. Evaluation of alternatives
Is the stage of the buyer's decision process where consumers use the information to evaluate alternative brands within a group of options.
d. Buying decision
It is the buyer's decision about which brand is best preferred, but two factors can stand between purchase intention and buying decision.
e. Post-purchase behavior
Is the stage of the buyer's decision process where consumers take further action after purchase, based on their satisfaction or dissatisfaction.




1.6 Correlation Between Research Variables
1.6.1 The Influence of Green Marketing on Purchasing Decisions
Green marketing is the consistency of all activities Page 3 11 designing services and facilities for human satisfaction, needs and desires, without causing an impact on the natural environment (Novianto, 2017). Product quality is a form of assessment of a product will be purchased, whether it meets what consumers expect. Consumers certainly will not buy products that cannot meet their needs hope. The higher the quality of a product, the higher it is consumer decision to make a purchase.
1.6.2 The Influence of Brand Image On Purchasing Decisions Image Definition
A brand is one that describes the extrinsic properties of a product or service,
including the way in which brands attempt to satisfy psychological needs or customer social (Kotler & Keller, 2016). Products with a good brand image will directly help the company's promotional activities the next marketed product and that will be strength for the company in facing competition. If it's hard to assessing quality, consumers will sometimes feel a certain level of risk high in purchases. Based on the various definitions above, it can be It means that brand image is a description of a product or service in the minds of consumers includes an image of a product's capabilities products to meet psychological or social needs.


1.7 Previous Study
Table 1. 2 Previous Studies
	No.
	Researcher and Year
	Variable
	Research Method
	Result

	1.
	Zhongfu Tan et al. (2022)
	Green Marketing, Green Image, Green Trust, Purchase Intention
	Questionnaire survey (300 respondents), SEM (SPSS-AMOS)
	Green marketing components significantly influence green brand image, trust, and purchase intention. Brand image and trust act as mediators that strengthen purchase intention.

	2.
	Dam Tri Cuong (2021)
	Product Quality, Brand Image, Purchase Decision, Repurchase Intention
	Empirical survey (249 customers), PLS-SEM
	Product quality significantly affects brand image, purchase decision, and repurchase intention; brand image also significantly influences purchase decisions.

	3.
	Rita Zahara (2024) 
	Green Marketing, Brand Image, Purchasing Decisions
	Questionnaire using Slovin sampling (94 respondents), Multiple Regression
	Both green marketing and brand image have positive and significant effects on purchasing decisions (partial and simultaneous).

	4.
	Sitti Mujahida Baharuddin et al. (2025)
	Green Brand Image, Message Clarity, Consumer Trust, Green Skepticism, Sustainable Purchase Behavior
	Cross-sectional survey (172 consumers), PLS-SEM
	Green brand image and message clarity significantly increase consumer trust, which strongly drives sustainable purchasing behavior. Skepticism weakens the relationship between trust and purchase behavior.

	5. 
	Yoki Muchsam et al. (2025)
	Green Marketing, Brand Image, Purchase Intention, Purchasing Decision
	Questionnaire (300 respondents), SPSS (validity, reliability, regression)
	Green marketing, brand image, and purchase intention have significant positive effects on purchasing decisions, suggesting companies must enhance both green strategies and brand positioning.



1.8 Hypothesis
A hypothesis is a formulation or temporary answer to the formulation of the problem in a study. Based on the research framework and paradigm on the previous page, the researcher formulated the following hypothesis:
H1: Green marketing has a positive and significant effect on purchase decisions.
H2: Brand image has a positive and significant effect on purchase decisions.
H3: Green Marketing and Brand Image simultaneously have a positive and significant effect on Purchase Decision.
[image: ]
Figure 1. 1 Hypothesis Model

1.9 Conceptual Definition
Conceptual definition is an element of research explains the characteristics of a problem at hand researched. Based on the theoretical basis that has been explained in above, the conceptual definition of each variable can be stated as follows:
a. Green Marketing or what is usually called green marketing¸ is defined as a consistency of the entire series of activities that are realized with services and facilities for the needs, satisfaction and desires of the general public while maintaining the continuity of the natural environment (Ottman, 2011). Marketing Green has developed into a new topic related to motivation society as consumers are interconnected with effectiveness, behavior cooperative and strategic alliances where green marketing is a program marketing that covers broadly environmental-based marketing includes explicit company policies, practices and marketing procedures focus on environmental friendliness with the aim of generating income and providing exchanges or transactions that satisfy organizational goals and individual (Rajeev, 2016).
b. Brand image, brand image is the level of a person's perception of find out how much the brand is stored in their memory, Perceptions about the brand are obtained from information and experience previously from the brand (Dewi et al, 2020).
c. Purchase decisions are part of consumer behavior in the form of activities directly involved in obtaining, determining products and services, and the process of making decisions (Tjiptono, 2020).

1.10 Operation Definition
Operational definition explains how the research variables are translated into measurable dimensions and questionnaire items. In this study, Green Marketing, Brand Image, and Purchase Decision are operationalized based on relevant theories and adapted to the context of Sukkhacitta as a sustainable local fashion brand.
The measurement items were assessed using a four-point Likert scale, ranging from 1 = Strongly Disagree to 4 = Strongly Agree. The operational definitions of the research variables are presented in the following tables.
Table 1. 3 Operational Definition of Green Marketing (X1)
	Variable
	Operational Definition
	Dimension
	Indicator / Measurement Item

	Green Marketing (X1)
	Green marketing is a marketing strategy that integrates environmental responsibility into product, price, place, and promotion activities in order to meet consumer needs while minimizing negative environmental impacts.
	Green Product
	GM1. SukkhaCitta products use environmentally friendly materials.

	
	
	
	GM2. SukkhaCitta products are manufactured using processes that prioritize environmental sustainability.

	
	
	Green Price
	GM3. The price of SukkhaCitta products reflects the environmentally friendly quality they offer.

	
	
	
	GM4. I am willing to pay more for SukkhaCitta products because of their sustainability.

	
	
	Green Place
	GM5. SukkhaCitta product distribution is carried out with environmental considerations in mind.

	
	
	
	GM6. SukkhaCitta’s product packaging is environmentally friendly.

	
	
	Green Promotion
	GM7. SukkhaCitta’s promotions emphasize environmental sustainability.

	
	
	
	GM8. SukkhaCitta’s promotional information demonstrates its concern for the environment.


Source: Adapted by the researcher based on Ottman (2011) and Kotler and Keller (2016).

Table 1. 4 Operational Definition of Brand Image (X2)
	Variable
	Operational Definition
	Dimension
	Indicator / Measurement Item

	Brand Image (X2)
	Brand image is the set of consumer perceptions, associations, impressions, and memories toward a brand that are formed through information and experience.
	Corporate Image
	BI1. SukkhaCitta is known as a reputable brand.

	
	
	
	BI5. SukkhaCitta has a strong brand image in my mind.

	
	
	User Image
	BI2. I am satisfied with SukkhaCitta products.

	
	
	
	BI3. Using SukkhaCitta products makes me feel more confident.

	
	
	
	BI4. SukkhaCitta products give a luxurious feel to the wearer.

	
	
	Product Image
	BI6. SukkhaCitta products are of good quality.

	
	
	
	BI7. SukkhaCitta products have attractive advantages.

	
	
	
	BI8. SukkhaCitta’s product designs are attractive and unique.


Source: Adapted by the researcher based on Kotler and Keller (2016) and Li et al. (2011).

Table 1. 5 Operational Definition of Purchase Decision (Y)
	Variable
	Operational Definition
	Dimension
	Indicator / Measurement Item

	Purchase Decision (Y)
	Purchase decision is a consumer decision to select and purchase a product after evaluating available alternatives based on personal needs, preferences, and product-related considerations.
	Product Choice
	PD1. I choose to buy SukkhaCitta products over other products.

	
	
	
	PD2. I make SukkhaCitta my first choice when buying fashion products.

	
	
	Brand Choice
	PD3. I prefer the SukkhaCitta brand over other brands.

	
	
	
	PD4. The SukkhaCitta brand is a primary consideration in my purchasing decisions.

	
	
	Dealer Choice
	PD5. I purchase SukkhaCitta products through official channels or trusted distributors.

	
	
	
	PD6. I consider the place of purchase before purchasing SukkhaCitta products.

	
	
	Purchase Time
	PD7. I purchase SukkhaCitta products at the right time to meet my needs.

	
	
	
	PD8. I purchase SukkhaCitta products when I need fashion products.

	
	
	Payment Method
	PD9. I choose an easy payment method when purchasing SukkhaCitta products.

	
	
	
	PD10. Ease of payment influences my decision to purchase SukkhaCitta products.


Source: Adapted by the researcher based on Kotler and Keller (2016).
Based on the operational definitions above, Green Marketing is measured through Green Product, Green Price, Green Place, and Green Promotion. Brand Image is measured through Corporate Image, User Image, and Product Image. Meanwhile, Purchase Decision is measured through Product Choice, Brand Choice, Dealer Choice, Purchase Time, and Payment Method. All measurement items were adapted to reflect consumer perceptions of Sukkhacitta as a sustainable local fashion brand.
	
1.11 Research Methods
1.11.1 Research Type
The type of research used in this research is research quantitative. Quantitative research methods are a type of research whose specifications are systematic, planned and clearly structured from the start until the creation of the research design. Quantitative research methods, which are based on the philosophy of positivism, are used to research certain populations or samples, collecting data using research instruments, quantitative/statistical data analysis, with the aim of testing predetermined hypotheses (Sugiyono, 2011).
1.11.2 Population and Sample
1.11.2.1 Population
Population refers to the entire group of individuals, objects, or subjects that possess certain characteristics relevant to a study and from which conclusions may be drawn (Sugiyono, 2011). The population of this study consists of consumers who have purchased Sukkhacitta products.
However, the exact number of Sukkhacitta consumers is unknown because the researcher does not have access to a complete and verified database of all customers who have purchased Sukkhacitta products. Therefore, the population in this study is classified as an unknown population.
1.11.2.2 Sample
This study uses a non-probability sampling technique, specifically purposive sampling. Purposive sampling is a sampling technique in which respondents are selected based on predetermined criteria that are relevant to the objectives of the study.
The criteria for respondents in this study are as follows:
1. Respondents have purchased Sukkhacitta products at least once. 
2. Respondents are willing to complete the research questionnaire. 
The minimum sample size was determined using the Lemeshow formula, which is commonly used when the size of the population is unknown.

Where:
· = minimum sample size 
· = confidence level value 
· = estimated population proportion 
· = margin of error 
In this study, the confidence level used is 95%, so the value of is 1.96. The value of is set at 0.50 because the actual proportion of Sukkhacitta consumers is unknown. The margin of error is set at 10% or 0.10.

Based on the calculation above, the minimum required sample size is 97 respondents. This study obtained 104 valid respondents; therefore, the number of respondents has met the minimum sample requirement.

1.11.3 Data Types and Sources
1.11.3.1 Data Types
The type of data used in this research is data quantitative. Quantitative data is data that is measured on a numerical scale (numbers), which can be divided into interval data and ratio data (Kuncoro, 2013).
1.11.3.2 Data Sources
In this research, the data source used is data secondary. Secondary data
is a source of data obtained indirectly through the media intermediary (acquired and defective by another party) (Indriantoro and Supomo, 2002). Secondary data on generally in the form of evidence, notes or historical reports that have been compiled in archives (published and unpublished documentary data published).
1.11.4 Measuring Scale
In concept measurement, principles are explained measurement, techniques for preparing measurement scales as well as concepts and indicators
empirical.
1. Principles of measurement
Concepts are abstractions about objects and activities (events) used by researchers to describe phenomena of interest his attention (Singarimbun, 1995). The function of the concept as a tool for identifying phenomena what he observed. In researching these various concepts, you must connected by assigning numbers to objects or measurements by assigning numbers to current objects or events observed according to certain rules.
2. Techniques for Preparing Measurement Scales
 The scale preparation is carried out in ordinal and ratio order. Ordinal scale to show the level of measurement of empirical indicators used. The more characteristics a size has empirical indicators, the higher the scale. On the contrary, there are fewer and fewer characteristics that the size of an empirical indicator has, increasingly low scale. Ratio size scale to show the size of the scale
using numbers. The researcher's measurement scale uses ordinal because data obtained by categorization or classification, but between There is a relationship between the data. This research uses a Likert Scale as an interpretive guide. The Likert scale is a type of scale has high reliability in sorting humans based on intensity of a certain attitude (Nasution, 2000). Deep Likert Scale interpreting the data is relatively easy. Higher scores indicate attitude which is higher in level or intensity than those with higher scores low (Nasution, 2000).
3. Empirical Indicators
There is something that links causally between concepts and indicators empirical, namely epistemic correlation (Ihalauw, 1996). The epistemic correlation manifested in the form of explicit and causal statements linking a concept with certain empirical indicators, which are reason is thought to be able to measure reason accurately. Concepts that will be measured in this research is the concept of social networks, patterns interaction between individuals and individuals, patterns of interaction between individuals and individuals groups, and patterns of group interaction with groups.
1.11.5 Data Collection Technique
Data collection techniques are the most important step in research, because the main aim of research is to obtain data. Without knowing data collection techniques, researchers will not get data that meets the established data standards (Sugiyono, 2014). The data collection techniques in this research is a questionnaire. A questionnaire is a data collection technique by means of sending a list of questions to respondents to fill in (Sukandarumidi, 2012). A questionnaire is a way of collecting data by sending a questionnaire containing a number of questions addressed to the person who is the object of research so that the answers are not immediately obtained (Boediono & Wayan, 2004).
Questionnaires are an efficient data collection technique when the researcher know exactly the variables to be measured and know what to expect from respondents. Apart from that, questionnaires are also suitable for use if the number of respondents is large enough and spread over a wide area. Questionnaires can be closed or open questions/statements, can be given to respondents directly or sent via post or internet (Sugiyono, 2012).
1.11.6 Data Processing Technique
The data processing technique in this research uses computational calculations from the SPSS (Statistical Product and Service Solution) program because this program has quite high statistical analysis capabilities and a data management system in a graphical environment using descriptive menus and simple dialog boxes, so it is easy to understand how to do it. its operation (Sugianto, 2007). 
Data processing includes activities (Hasan, 2006):
1. Editing
Editing is checking or correcting existing data collected, the aim is to eliminate errors contained in field records and is corrective in nature.



2. Coding (Coding)
Coding is assigning codes to each data that belongs to the same category. Codes are signals made in the form of numbers or letters that provide clues or identity to the information or data to be analyzed.
3. Giving scores or grades
In giving scores, a Likert scale is used which is wrong one way to determine the score. These assessment criteria are classified into four levels with the following assessments:
a. Answer a is given a score of 4
b. Answer b, given a score of 3
c. Answer c is given a score of 2
d. Answer d is given a score of 1 (Sudjana, 2001).
4. Tabulation
Tabulation is the creation of tables containing existing data coded according to the analysis required. In doing Tabulation requires accuracy to avoid errors. Results table Tabulation can take the form of:
a. Transfer table, namely the table where to move codes from questionnaires or recording observations. This table functions as an archive.
b. Ordinary tables are tables arranged based on the characteristics of certain respondents and specific goals.
c. Analysis table, a table that contains a type of information analyzed (Hasan, 2006).
1.11.7 Data Analysis Technique
Quantitative research employs statistical methods to analyze collected data, making statistical inference the primary analytical approach. This process includes organizing the data according to the research variables and respondent categories, tabulating the data for each variable, presenting the findings descriptively, and performing statistical calculations to test the proposed research hypotheses (Misbahuddin, 2013). Analysis of the data used in this research are:
1. Validity Test
Sugiyono and Wibowo explained that a valid instrument is measuring instruments used to obtain valid data and can be used to measure what is to be measured. According to Sugiyono and Wibowo, all items are valid if they have value Corrected Item-Total Correlation is greater than 0.3. Suyuthi and Sugiyono stated that the correlation for each factor was positive and the magnitude was 0.3
above, then this factor is a strong construct (Sugiyono, 2011).
2. Reliability Test
Instrument reliability is the measurement results that can be obtained trusted. Instrument reliability is needed to obtain data according to the measurement objective. To achieve this, a reliability test was carried out using the Cronbach's Alpha method, measured based on the Cronbach's Alpha scale of 0 to 1. According to Triton, the scale is grouped into five classes with the same battens, the alpha stability measure can be obtained interpreted as follows:
a. Cronbach's Alpha value 0.00 s.d. 0.20 means less reliable
b. Cronbach's Alpha value 0.21 s.d. 0.40 means somewhat reliable
c. Cronbach's Alpha value 0.41 s.d. 0.60 means quite reliable
d. Cronbach's Alpha value 0.61 s.d. 0.80 means reliable
e. Cronbach's Alpha value of 0.81 to 1.00 means very reliable
According to Nugroho, the reliability of a variable construct is said to be good if it has a Cronbach's Alpha value > 0.60.72
3. Normality Test
The normal distribution test is a test to measure whether our data is normal
has a normal distribution so it can be used in statistics parametric. The purpose of carrying out a normality test is to find out whether a variable is normal or not (Sugiyono, 2011). To determine the normality of data using KolmogorovSmirnov, with guidelines namely:
a. Sig value. or significance or probability value < 0.05 data distribution is not normal.
b. Sig value. or significance or probability value > 0.05 data distribution is normal.
4. Classic Assumption Test
a. Multicollinearity Test
Multicollinearity arises as a result of causal relationships between two or more independent variables or the fact that two or more explanatory variables are jointly influenced by a third variable that is outside the model. To detect multicollinearity, Nugroho stated the Variance Inflation value Factor (VIF) is not more than 10 then the model is free from multicollinearity.
b. Heteroscedasticity Test
To detect whether there is heteroscedasticity in something. The model can be seen from the Scatterplot image pattern of the model. There is no heteroscedasticity if:
1. The distribution of data points should not be patterned
2. Data points spread above and below or around the number 0
3. Data points do not collect only at the top or bottom.
4. Multiple Linear Regression Test
Multiple linear regression analysis was used to analyze the influence of more than one independent variable on the dependent variable.
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