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Abstract

This research article aims to (1) the effects of Integrated Marketing
Communication (IMC) on Green Brand Equity (GBE), Environmental Consciousness
(ECON) and Purchasing Decision for Eco-Friendly Products (PUR) (2) the effects of GBE
on ECON and PUR (3) the effects of ECON on PUR. Data was collected from a sample
of 400 respondents using questionnaires. Descriptive statistics were employed,
including percentage, mean, standard deviation and inferential statistics using
structural equation model (SEM).

Findings are as follows: (1) IMC has a directly positive influence on both GBE
and PUR but did not directly influence ECON. (2) GBE has a direct positive influence
on both ECON and PUR. (3) ECON has a direct positive influence on PUR. New findings
reveal that (1) IMC did not directly influence on ECON but has an indirectly influence
through GBE. (2) GBE has a directly influence on ECON and (3) ECON has a directly

influence on PUR.

Keywords: Integrated Marketing Communication, Green Brand Equity, Environmental

Consciousness, Purchasing Decision for Eco-Friendly Products.
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