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Abstract

This research investigates 1) consumers’ perceptions of Apple’s integrated marketing
communication (IMC) for sustainability, 2) their level of purchase intention for Apple’s products, 3)
whether the purchase intention for Apple’s products varies based on demographic characteristics,
and 4) the relationship between IMC for sustainability and the decision to purchase Apple’s products.
Using a quantitative approach, the study administered an online questionnaire to 400 consumers in
Bangkok who were either aware of or had previously purchased Apple products. Data analysis
involved 1) descriptive statistics and 2) inferential statistics, specifically one-way ANOVA and
Pearson’s correlation. The results indicate that 1) consumers hold a highly favorable opinion of
Apple’s IMC for sustainability, encompassing advertising, personal selling, sales promotion,
publicity/public relations, and direct marketing. 2) The average level of purchase intention for Apple’s
products was also high. 3) No statistically significant difference was found in the purchase intention
for Apple’s products across different demographic characteristics (p > 0.05). And 4) there is a highly

positive and statistically significant relationship (p < 0.0 1) between IMC for sustainability and the
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decision to purchase Apple brand products. These findings can inform the integrated marketing
communication strategy for sustainability to foster Apple brand loyalty.

Keywords: integrated marketing communications; sustainability; purchasing decisions
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Table1 Shows the mean and standard deviation of integrated marketing communications for sustainability
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FEAUNTN AHNATIHACLNHIT AW DYDY ALNLINTNTS %Uﬁﬁ@zﬂmeﬂﬁﬂﬁ il Nﬂ’?LQ@T—JNWﬂ‘qu@ PNFTTINN 2

A15199 2 UNE FI"ILQ@?JLLZ\]$N'§HLﬁﬂ\7LUHN’]Wﬁﬁquﬂ’]iﬁ@ﬂ’ﬁ‘V]’%‘iﬂ’]i@]ﬂ’?ﬂLLUUMﬂim"Iﬂ’IiLﬁ'ﬂﬂ’]’?Ngﬂﬁumquﬂ’ﬁTﬂiHm’]

Table 2 Shows the mean and standard deviation of integrated marketing communications for sustainability advertising

NMMERBRITNNNTTARIAUULYIUINTITNBAMHEIEUUUTHA Apple
v _ wilana
mumﬁmwmﬁ X S.D.
(Interpretation)
(Integrated Marketing Communications for Apple Brand Sustainability Advertising)

1. Taniveyafiifsniunislsussgsomsnslan (Advertise information about the 4.17 0.98 #1n (High)
use of environmentally friendly packaging)

2. Tmiﬂmwym;mﬁLﬁmﬁumiv‘hﬁ@ﬂﬁmﬁﬂﬁmx (Advertising information related to 4.01 0.91 H1N (High)
social activities)

5. TnwoniinazgulnyualnanseinfernusuRareuredonnLazRILIATDH 3.99 0.97 1N (High)
(Advertising that encourages consumers to be aware of their social and
environmental responsibilities)

4. T?mimgﬂumwé'iiﬁwhumamufﬂﬁ L‘ﬁlu Facebook, Instagram 4.03 0.91 1N (High)
(Advertise sustainability online, such as on Facebook, Instagram)

5. Twmﬁfﬁyﬂ@mmmmmgyl,mxﬁ%mi%ﬂm?}dmez;ﬂx (Advertisements that 4.05 0.94 H1N (High)

incorporate knowledge and methods for preserving the environment)

594 (Total) 4.05 0.94 H1n (High)

3) m‘jﬁﬂmﬁm\‘imimmmLL‘uug‘mﬁmiLﬂ‘@mwé’d’ﬁumumimﬁmwﬁmmﬂw WU HARAY
saneg tuszaunnn TnafiaonAnfiwanwinemesiunumiunisinngnangd@nannisidentlondsasiomuy

TUA Apple HRIUBILAANANILNUADRILIARDN HANRRLNINTIGA FIA191991 3
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M15719% 3 ﬂ’lmﬁﬂLmeuLﬁmL‘Llummﬁ’lumiﬁﬂmam\imwmmLLuuuu‘ifmm‘iLﬁ@mw?;Txiﬁumumimﬂiﬂﬂwﬁmmww
Table 3 Shows the mean and standard deviation of the mean and standard deviation of the integrated marketing communication for

sustainability personal selling

MANFTNNNITARIARLLYTUINTTINEANEIEBULTUA Apple

¥ wlana
arumMazelaswineuane (Integrated Marketing Communications X S.D.
(Interpretation)
for Apple Brand Sustainability Personal Selling)
1. weinemznsuusua Apple funumandnyunsdesnsaesnaudsduuaandnsiosm 4.06 0.96 NN (High)
Tﬁéﬂﬁﬂﬂﬁﬁ?@fﬁ%ﬂwu (Apple brand salespeople play a key role in clearly
communicating the sustainability of their products to consumers)
2. ﬂ’ﬁfa%mﬂﬁ\iﬂﬂﬁTﬂgﬁﬂ@%TﬁLﬁ@Tuwﬁmﬁmﬁumué Apple BT rar et 3.92 0.98 10 (High)
Lm:ﬂﬁ:éumﬁﬁmﬁu%%ymmgﬂﬁyw (Explaining the use of recycled materials in
Apple-branded products helps build trust and encourage customers to make
purchase decisions)
3. WiN9IWINEULTHA Apple %fmsfﬁgﬂﬁyqmmﬁﬂﬁamwﬁﬁzy%mmﬁ?mﬁa 4.03 0.98 N1 (High)
N"mTﬂ‘iLLﬂ‘iN Trade-In (Apple brand sales associates help customers understand
the importance of recycling through the Trade-In program)
4. WENIHINBULTUA Apple ﬁqﬂsfviygﬂhyﬁLﬂyﬁ(’f@ﬁ\imwséazj’wuml,miuﬁfummm 4.02 0.94 {11 (High)
NANTINLABAS LL’mﬁyﬂN (Apple brand sales associates help customers understand
the brand's commitment to reducing its environmental impact)
5. Wﬁ’mﬂumﬂﬁuwmwsfumiﬁﬁ?ﬁgﬂgﬂgﬁﬂ'&ﬁmiLﬁﬂﬂsfgw?mﬁm%umuﬁ Apple 4.06 0.93 H1n (High)
ﬁﬂlqw)}q'ﬂ@mm@ﬂ‘jzwuﬁaﬁlqLLqm’gﬂN (Salespeople play a role in making customers
feel that choosing Apple-branded products helps reduce their environmental impact)
59 (Total) 4.02 0.96 1 (High)

4) N15ABE1TNNNITAAIARLLY TN aAMNTIENATUNITESLEENAT218 NUa1 HAeds
! o =} a @ ! v ! ~ o o ‘d‘ a ! . ¥ <
saneg uszdunnn lngfauAniivanisinaausafiredmsugunsaiidufinsnefeusaseudunagns

. C - . C CL .
AINFBNNNTVE T FTI9AINE DU IHLLTUA Apple HARAENINAgn AIRN5199 4

A9 NN 4 LEASANARILATENLTENLUNNIATEIUNTRERITNNNNIAAIALLLYTUINISNEAMNHESEUANANTFIEENN 132

Table 4 Shows the mean and standard deviation of integrated marketing communications for sustainability sales promotion

MANDATNNNITARIAULLYTUINTITINEANEIEUULTUA Apple

v C _ wUaN|
ATUAITHILAINNT5U1Y (Integrated Marketing Communications for X S.D.
(Interpretation)
Apple Brand Sustainability Sales Promotion)
1. Wlaung Trade-In 2B9UUTHA Apple ﬁfwgﬂﬂﬁﬂﬂqﬂﬂiiﬁl,ﬂﬂmLL@ﬂmu@mﬁm%u 4.08 0.97 NN (High)

%ﬂqu?‘lﬂu (Apple's Trade-In policy allows customers to trade in their old devices

for a discount on a new model)
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MANFTNNNITARIARLLYTUINTTINEANEIEBULTUA Apple

g’luﬂﬂi@iﬂﬁ%uﬂ’liﬂﬂﬁl (Integrated Marketing Communications for X S.D. ulana
(Interpretation)
Apple Brand Sustainability Sales Promotion)
2. wlaune Trade-In 289UU51A Apple funu N9 a9 BN (B AR LAN1TAN 3.92 0.92 {10 (High)
rpadelugramnssumalulad (Apple's Trade-In policy plays a role in promoting
recycling and waste reduction in the tech industry)
3. meﬂiyﬂl\iLﬂ%mﬂﬁmﬂ“umumuﬁ Apple ﬁsg;ﬂLizlluﬂ’l’m?fll/ﬂﬁu“zlf’mLﬁNLLi\‘i’gx‘iT’V 4.02 0.97 H1n (High)
Gfuﬂ’ﬁ%ﬂﬁu?:l’wm&;uﬁﬂm (Apple's sustainability—focused promotional campaign
boosts consumer purchasing motivation)
4. NN3FPRANITHAVABNNNTING 1% NIHEULATARRLALEIMSUNS ToHART 09 4.01 0.93 H1n (High)
Afgnrasiundssmmpuien measnissugamaadstulniugalnn
(Promotional activities, such as offering special credits for using renewable energy-
related products, help raise sustainability awareness among consumers)
5. ﬂﬁ?ﬁﬁqumﬁLﬂmim*?ugﬂﬂmiﬁﬁuﬁméﬂﬁaLLmef&yﬂmﬁuﬂmw%zﬁ\iLﬂ%umimﬂ 4.10 0.90 H10 (High)
ﬁ‘ﬁ’mﬂ%@m’ml,%@ﬁusful,miwf; Apple (Offering special discounts on eco-friendly
devices is a promotional strategy that helps build trust in the Apple brand)
594 (Total) 4.03 0.94 NN (High)

| A & ¥ v e o !
5) ﬂﬁiﬁ@ﬂ’]’im’%‘iﬂ’l‘mﬂﬂ@LLUUgimﬁﬂﬂﬁLWﬂﬂm&lﬂ\mu@’mﬂ’l‘;fvi‘uW’JLL@ZﬂJizmﬂwwuﬁ WU

a P 'Gf o T a a & ! ¢ a o o A o ¥

HATNRRYFINDE LHITAUNTN AU HATTHNARALIAUITULTHA Apple 34ﬂﬁlﬁﬂﬁgﬁ’]ﬂﬂwuﬁLﬂﬂ’]ﬂu‘ﬂ@aﬂﬂqm'ﬁﬁﬁlu

dkf Yo o o B | < o =
YIAIUNTITUIENTENUTIGNUTINDAITHENE R HANRAEHINNYA ANATTIIN 5

. D C . ; v v s o«
A19197 5 uamspRAzuaraamleLuIAsg NN ReaNIIIsRaTALLLY BN e A nEsdun s oAz sy Aliug

Table 5 Shows the mean and standard deviation of integrated marketing communications for sustainability publicity and public relations

MANDATNNNITARIAULLYTUINTITINEANEIEUULTUA Apple

v v, . wlana
ATRANS INININREU ST UTTHAUS (Integrated Marketing Communications for Apple X S.D.
(Interpretation)
Brand Sustainability Publicity and Public Relations)
1. uuauA Apple finngulszindnsiusfendurayaunasg i ln3unissuseseesussq 416 0.99 NN (High)
ﬁmﬁlﬁﬂmﬁmﬁﬁu (Apple brand has been promoting its certified sustainable
packaging standards)
2. M9 DAFIRWATNRAS DT UL Apple ufinsnafuanans (Apple's 3.94 0.96 N1N (High)
environmentally friendly product launch)
3. ﬂqﬁLNﬂLLW%gﬂﬂuﬂﬁﬁﬁﬂﬁﬁ ﬁ@ﬂ‘iﬁﬂgﬁuﬂ’mw—j/\iﬁu?lﬂd LLU‘ELW; Apple ﬁ%ﬂ?ﬁiﬂﬂﬁﬂ“ﬁu 4.00 0.94 1N (High)
7 LJWMNﬁﬂmmﬂﬁuﬁ%ﬁﬂuﬂ‘imﬂ (Dissemination of information about Apple's
brand sustainability activities to the media, such as its greenhouse gas reduction
targets)
4. mi‘ﬁﬁ{@y‘@ﬁmmﬂmumuﬁ Apple fiannluseanazmselasan (Apple's brand 4.10 0.84 H11 (High)

information is transparent and straightforward)
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MANFTNNNITARIARLLYTUINTTINEANEIEBULTUA Apple

v v, . o 7 _ wlana
ATRNNS NN INREU L ATTHAUS (Integrated Marketing Communications for Apple X S.D.
(Interpretation)
Brand Sustainability Publicity and Public Relations)
5. m‘mﬂLLW%?T@H@&imr?i‘ﬂmmmm:LﬁufsﬁﬁmamwmLm‘mﬁ Apple \Aeauianssw 4.09 0.92 H11 (High)
Wednu (CSR) ﬂllf’mLﬂ'%sum’mmwfmw?mmzmwL%@ﬁu&%ﬂ@u%%ﬂ
(Dissemination of information through the media and Apple's official website about its
orporate social responsibility (CSR) activities helps build trust and confidence among
consumers)
59 (Total) 4.06 0.93 H1n (High)

6) NM3ABAITNNATARIAUDLYIHNITANBANNEITUAIMUNITARIANTIINGS WU HARALIINDSY
uszaunnn TngfauAandiuanfduaiuusun Apple TasainiuuaUnfiadu Apple Store lagnsusifion
TusTuduuuRana Lﬁﬂmm‘ﬁw%’wmﬂﬁﬁqﬂuwLmzmmmmﬁumwmw’%uw HAaReNINAgn An19199 6

' v
o

A5197 6 LEAY mmﬁﬂLmzmuuﬁmmummggfmm‘sﬁﬂﬂﬁm\imimmmmummwmﬁLﬁﬂmwmﬁumumimmmma A

Table 6 Shows the mean and standard deviation of integrated marketing communications for sustainability direct marketing

NMARBRITNNNTTARIAUULYIUINTITNBAMHEIEUUUTHA Apple
> WURNA
ATRNITARIANINGGY (Integrated Marketing Communications for Apple Brand X S.D.
(Interpretation)
Sustainability Direct Marketing)

1. AnAnuuaun Apple TanannuueURadi Apple Store Tagnisusaifianluslud 4.11 0.92 111 (High)
LULRAINA Lﬁﬂ@ﬂﬂﬂﬁ?%ﬁ‘?wmﬂiﬁ'aﬁuﬁumﬂﬁqmmm%muwmw?;uﬁ (Apple-branded
products are advertised through the Apple Store app with digital promotional alerts to
reduce print resource use and help reduce carbon footprint)
2. ﬂ”ﬁlﬁhLﬂuﬂmﬁmﬁmﬁﬁﬂﬁmﬂvmwﬁwmmu{@LﬂuﬂLaWﬁzqmﬂﬂ A RANLUSTRNBN N 3.97 0.86 H1n (High)
Tuﬂ”ﬁ%ﬂﬂ”ﬁ“ﬂﬂulﬂ.liu@? Apple (Offering energy-efficient products through
personalized offers enhances Apple's brand communication)
3. AUAULHA Apple ANaBNN13TE QR Code ﬁLmUMf‘Tum%;ﬁm%ﬁuﬁq Lﬁ@ﬂﬁgﬂﬂyﬁ 4.08 0.91 H1N (High)
T‘U{l’\‘imi”lL'ﬁufsﬁﬁﬁ?ﬁ{ﬂad@Lﬁlmﬁumﬁfsﬁlﬁ@ (Apple-branded products promote the
use of QR codes attached to product packaging to direct customers to a website with
recycling information)
4. RUATULTHA Apple finsasenNLasfianiansTHieRouanan 1 Apple 3.99 0.93 H10 High)
Environmental Day ﬁ@ﬂﬁ‘mLfn’iymmgﬂﬁyﬁﬂgﬂﬂ%ﬁﬂ%/ﬂmﬁldLL'Jﬂ@yﬂN (Apple products
send out messages reminding of environmental activities, such as Apple Environmental
day, an event inviting customers to plant trees to preserve the environment)
5. AUALLTWA Apple Y BmalunsaaBNnT AR DB asad ABN13Qua 4.05 0.80 H1N (High)
qﬁﬂiiﬁﬂﬁﬂdéﬂﬁu (Apple-branded products use email to promote sustainable product

use, such as how to care for your devices in a sustainable way)

59 (Total) 4.04 0.88 1N (High)
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[ %

mnUseaenil 2 nanMsANENszALAMNARTHAan1sinauladafuAILLTHA Apple 2anLE lnATY

FIANTIVNIWHATUAT WL ﬁﬂ’?LQﬁﬂﬁ’]N@%TﬂﬁiﬁUN’m Tmﬂﬁm’mﬁmﬁmwnuﬁmwmmm'ﬂﬁumuwﬁwm

ANTTRRUAIIINULTUATIAANANIINLATURIUIAREN HANRALNINTFA AIRN51991 7

. C C . v v .
99N 7 memmﬁﬂLm:mmﬂmLuumm‘sgmmﬁmmﬁﬂw%ﬁumLLmum Apple

Table 7 Shows the mean and standard deviation of the decision to purchase Apple brand products

anssnanTadRMALSHS Apple _ wUANA
(Decision to purchase Apple brand products) X >P (Interpretation)
1. MR ANHABIN TN BIN 1T BB ANANSINULTUAT AANANTZNLAM 4.33 0.86 mnﬁqm
ﬁIGLL'J(”IZ;’ﬂN (You want to be part of the action by purchasing from brands that reduce (The most)

their environmental impact)

2. ﬁquhyum{mjmmﬁmyw,uauﬁ&hﬂ fArnleunsamimandsds (You can find 4.03 0.84 H71 (High)
information about various brands that have sustainability policies)

3. yuanifunaRenniadoanauusrane Tednainuslemififatudonnuas 405 084 H1N (High)
ﬁI\iLLQ@é’ﬂNN’]ﬂﬂ'&’]i’]ﬂ"l (You evaluate your brand choices based on their social and
environmental benefits rather than price)

4. ysaaulageAuauuTun Apple desaniinlauneauaandain (You decide 4.07 0.85 H11n (High)
to purchase Apple products because of its sustainability policy)

5. nwfianufanelanaanisgeRuATuLTWA Apple ﬁa;]\ﬂ,ﬁuhyﬂumwﬁqﬁu 4.10 0.82 NN (High)

(You are satisfied after purchasing Apple products that focus on sustainability)

59 (Total) 4.12 0.84 1 (High)

Taquszasait 3 nanisfnensinAnlaBeAuatuuTHa Apple 2a9UslnATuANTIMNAMINAS
FIUNNANANEIZUTZEINIMEARS 1AENT1AATITANBNARBUANNAFINE 1 WL WA 818 S2AUNT3ANEN
ggn 18N e lnwAsnaidaudiuanaiuin1sdinauladeduaiuusun Apple 7 lnunnanaiu agnel

WA NNEDANTEAU 0.05 Fem19I87 8

A151971 8 NAIRERUANNAZ AN AESzINIANERsiuNTsinAuladaAuALLTUA Apple

Table 8 Testing the Demographic Hypothesis on Apple Brand Purchase Decisions

v v 3
nssnaulatafuAtuLsHa Apple

ANEassEEINSAINnS
(Apple Brand Purchase Decisions)

(Demographic Characteristics)

F Sig.
1. LWA (Gender) 1.918 0.150
2. 21¢ (Age) 1.926 0.127
3. FLAUNNSANENGIFA (Highest Education Level) 1.138 0.323
4. 878N (Occupation) 2.113 0.065
5. iwf@:m’ﬁlwiﬂlﬁ’ﬂu (Average Monthly Income) 0.938 0.443
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5’mqﬂszm¢;ﬁ 4 HANTAANINIRBAIANNNITAAAILLY TN TAD ANNEIELAT A ANTE A
nasaaulagaAuALLTHA Apple ﬂm;;uﬁméfummﬂ@\imwumum Tmﬂm'ﬁmmzﬁﬁ@wmmuﬂwﬁﬂm{
2 WU m‘aﬁl‘@mﬁmqmﬁmmmLmuyﬁmqmﬂﬁ'ﬂmmé’aﬁu Usznaumag arunnslasmn amunisznelag
WINITUIIE ANRNNTEERNNITNE ATUANT IR TEEANANE ULAZAMHMTARIANINAT) HANANAWE
aomasiaauladaduaILLTHe Apple peneRiiedAynneadafissty 0.01 Tneflandudsyand anduius ()
Wil 0.664, 0.709, 0.748, 0.685, 0.671 Anngddiy TnsAudius R Asatuuazey luasiuge &

M1919% 9

a o o ¢ § P oA o o Gt 3y ¥ i
1197199 9 ?’I’J’W&Iﬂﬂwuﬁﬂq‘iﬁﬂﬂq‘i‘wqﬂﬂq‘iﬁ]ﬂ’]G‘ILL‘LI‘LILIu‘im’Iﬂ’ﬁLW@ﬂQWNﬂGHuﬂUﬂ’ﬁﬂﬂﬁu AADRUATULTHA Apple

Table 9 The Relationship between Integrated Marketing Communications for Sustainability and Apple Brand Purchase Decisions

3 v 4
. 4 Lo nssinauladafuatuusea Apple
ﬂﬁ‘iﬁﬂﬂ’]‘i‘i’l”l\‘iﬂ’]‘iG‘lﬂ’]ﬂtLUUH?W’Iﬂ’]‘iLW’ﬂﬂ’J"lNENEI‘H
(Apple Brand Purchase Decisions)

LL‘Uiu@; Apple (Integrated Marketing Communications for Apple

r Sig. SENUAMNANNUE FAN19
Brand Sustainability) o
(Relationship Level) (Direction)
1. G;Iﬁuﬂ’ﬁi%lﬁslm’l (Advertising) 0.664**  0.000 N (High) Wi (Same)
2. puntaenslaemiinenang (Personal Selling) 0.709**  0.000 4 (High) WWieafiu (Same)
5. AMUNNTRILEBNANTINE (Sales Promotion) 0.748**  0.000 49 (High) {Aearis (Same)
4. AnaIauasLsT NS (Publicity and Public Relations) ~ 0.685**  0.000 &9 (High) WAenrii (Same)
5. AMUNISARIANIASY (Direct Marketing) 0.671**  0.000 49 (High) WAenrii (Same)

T
aaa

nnreyg > lpdAyneadifiiazay 0.01

Note**Statistical significance at the .01 level

AUsI9NE

NRIINNTSITRInqUsEReAil 1 WUIT SEALANEAAINABN1TABIITNNNTAAIALLLYTUINS

B ANENEUAWATLLTUA Apple ﬁmmﬁﬂ‘mmﬂm:ﬁwm aBAARBINL Kapoor et al. (2021) wua1 gnand
= T "E o y ¥ & ﬁ i o 7 a a ¥ o
AuRane (9 lusraunineInn1sieasniuaudsduuariduileszdnyengsfiauinig uaraannaeafiy
Ly . C T
Ihzaturrahma et al. (2021) BWHHINGAAINITTUFULTUARN UG LHBILATNITRIETHAITVIRAHIURAIN
ﬂl/ = o/
Safuluszsiunnn
Ao o e 1 1 o - 1 o v v &

na91NN153dEdRgUsERIAdl 2 wuan sEduRHARTuRensiaRuladaAuATLLTHA Apple &
o o A s v o y o v <
ARzTINeg wszAuan IneflannuAnfinaiaesaesnisiiuaaunieeeinisdsfuaneinuusuadan
HANTENUATURILINAEN RANRAENINTIgRA aDARRDITD Vimonmat (2022) wuan wu3lnaftaanAndiuee

' v
o

masnanlagoaua luiunaunianssmindsnanunesnisdunfiuiaAananasuamaunaon oy sy
AN UATABAAADSTL Ihzaturrahma et al. (2021) wuan KuaTnaRAedslafiasdanandomundunosinia
LLmﬁmmﬁﬁﬁwuﬁﬁuLL@:Q:ﬁﬂfyfwamﬁ'umﬁwmLﬁuwﬁmﬁmeﬁuw%’usﬁm:ﬁwm
HAIINNSATETRGUSEAIAT 3 WU AnEnisErnsmans Ustneauats e ang seAUn1aAnE
F9ga 813N Melaindsnaifouiiunnauiinisdnanlatafuatuusun Apple 7iluuanAneii aonARDiL

Vimonmat (2022) WL WNA SEALINIANET 813NAN1TFAARlagaauANT (NLANA19TH LAy aanAREINL
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