CHAPTER IV 
CONCLUSION AND RECOMMENDATION

4.1 Conclusion
Based on the results of the research and discussion, the conclusions obtained are as follows.
1. Green marketing and brand image together affect the purchase decision of Sukkhacitta brand consumers positively and significantly
2. Green marketing influences purchase decisions for Sukkhacitta brand consumers positively and significantly
3. Brand image influences purchase decisions in Sukkhacitta brand consumers positively and significantly

4.2 Recommendation
4.2.1 Theoretical Recommendation
The next study is suggested to expand the study on the influence of green marketing and brand image on purchase decisions by adding other relevant variables such as brand trust, perceived value, and customer experience so that the research model becomes more comprehensive. In addition, subsequent research could use different objects in other industry sectors besides sustainable fashion to see the consistency of the findings. Methodological approaches can also be developed using mixed methods or longitudinal studies to gain a deeper understanding of changes in consumer behavior over a period of time towards sustainable products such as Sukkhacitta Brand.

4.2.2 Practical Recommendation
Based on the descriptive analysis, the practical recommendations in this study are formulated based on the indicators that obtained mean scores below the overall mean of each variable.
1. Improving the Communication of Green Marketing Practices
The overall mean score of Green Marketing is 2.98. Several indicators are below this value, including environmentally friendly materials (2.95), environmentally responsible distribution (2.88), environmentally friendly packaging (2.97), sustainability-oriented promotion (2.93), and promotional information that demonstrates environmental concern (2.97).
Therefore, SukkhaCitta should improve the clarity and visibility of its environmental practices. The company can provide more detailed information on product labels, official websites, social media, and product pages regarding the materials used, the production process, natural dyes, packaging, and environmental impact of each product. This information should be presented in a simple, transparent, and easy-to-understand format.
In relation to the lowest Green Marketing indicator, namely environmentally responsible distribution, SukkhaCitta can communicate its delivery and packaging practices more clearly. The company may provide information regarding packaging materials, delivery options, product consolidation, or other efforts made to reduce environmental impact during distribution. Such communication is important to ensure that consumers recognize sustainability not only in the product but also throughout the distribution process.
In addition, promotional content should not only emphasize aesthetic aspects of fashion products but also provide educational information about sustainability, artisan involvement, responsible production, and the environmental value of the products. This may strengthen consumer understanding and reduce skepticism toward sustainability-related claims.
2. Strengthening Consumer Satisfaction and Brand Image
The overall mean score of Brand Image is 3.01. The indicators below this value are consumer satisfaction with SukkhaCitta products (2.88), consumers’ confidence when using SukkhaCitta products (2.91), and the strength of SukkhaCitta’s brand image in consumers’ minds (2.97).
To improve consumer satisfaction, SukkhaCitta should ensure that the product experience is consistent with consumer expectations. This may include providing clearer product descriptions, detailed size guides, material information, care instructions, product quality assurance, and responsive after-sales service. As SukkhaCitta is positioned as a premium sustainable fashion brand, consumers should clearly perceive that the quality, craftsmanship, and experience they receive are aligned with the price paid.
To increase consumers’ confidence in using SukkhaCitta products, the company can develop styling content, customer testimonials, user-generated content, and campaigns that show how the products can be worn in different occasions. Such content may help consumers perceive SukkhaCitta products as not only sustainable but also attractive, fashionable, and suitable for their personal identity.
Furthermore, SukkhaCitta needs to maintain a consistent brand identity across its online and offline communication. The brand should consistently communicate its distinctive values, including sustainability, local craftsmanship, artisan empowerment, and product quality, so that consumers can develop stronger associations and recall toward the brand.
3. Encouraging SukkhaCitta to Become Consumers’ Preferred Brand
The overall mean score of Purchase Decision is 2.92. Several indicators are below this value, including making SukkhaCitta the first choice when purchasing fashion products (2.88), preferring SukkhaCitta over other brands (2.86), considering the place of purchase before buying (2.78), choosing an easy payment method (2.88), and the influence of payment convenience on purchase decisions (2.86).
To encourage consumers to make SukkhaCitta their preferred fashion brand, the company can strengthen repurchase-oriented strategies. For example, SukkhaCitta may provide customer loyalty programs, early access to new collections, exclusive information for previous customers, repair or redye service reminders, and personalized product recommendations based on previous purchases.
The company should also improve transaction convenience by ensuring that consumers have access to clear, secure, and practical payment options. The availability of diverse payment methods, transparent payment procedures, and a simple checkout process may reduce barriers that prevent consumers from completing a purchase.
Regarding the purchase channel indicator, the result should be interpreted carefully because the item measures consumers’ consideration of the place of purchase rather than their satisfaction with the distribution channel. However, SukkhaCitta can still optimize customer access by providing clear information about official stores, online purchasing channels, product availability, stockists, and delivery procedures. Integrating offline and online purchasing experiences may also help consumers access products more easily and confidently.
Overall, the recommendations above are expected to strengthen Green Marketing implementation, improve Brand Image, and encourage stronger Purchase Decisions among SukkhaCitta consumers. The recommendations are specifically directed toward indicators that received lower mean scores than the overall mean of each variable.











