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Abstract

The selection of communication marketing tactics can influence consumer behavior. Therefore, the
purpose of this study is to examine the impact of integrated marketing communications on customer
purchasing behavior, considering the moderating role of ethical marketing. The statistical population of the
study consists of all employees and customers of Bank Saderat branches in Birjand County, with the
number of employees being 125 and the number of customers considered unlimited. Based on Morgan’s
Table, the sample size was estimated at 97 employees and 388 customers (four customers per employee),
and the questionnaire was distributed among them using a stratified sampling method. This study is
descriptive in nature and causal in method, and from the perspective of purpose, it is applied research. To
collect data, three standardized questionnaires were used: the Integrated Marketing Communications
Questionnaire by Lee and Park (2007), the Purchasing Behavior Questionnaire by Hoseini Herandeh
(2012), and the Ethical Marketing Questionnaire by Safari et al. (2017). The validity of the questionnaires,
given their standardized nature, was confirmed by the academic supervisor. The reliability coefficients of
the questionnaires in this study were 0.938, 0.860, and 0.905, respectively. Descriptive statistics and
structural equation modeling were used to analyze the data with the help of SPSS and Smart PLS software.
The results of the study indicated that integrated marketing communications have a significant impact on
customer purchasing behavior (path coefficient = 0.491). Moreover, the moderating role of ethical
marketing in the relationship between integrated marketing communications and customer purchasing
behavior was also confirmed (path coefficient = 0.294).
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Extended Abstract
Introduction
In the contemporary competitive business landscape, organizations are increasingly seeking
innovative communication strategies to maintain customer engagement and loyalty. The marketing
paradigm has undergone significant transformations due to digitalization, global connectivity, and
shifting consumer values. Among these transformations, the concept of Integrated Marketing
Communications (IMC) has emerged as a pivotal strategy in delivering consistent and persuasive
messages to target audiences across multiple channels (Das, 2021; Juska, 2021). IMC refers to the
alignment and synchronization of promotional tools such as advertising, public relations, sales
promotion, and direct marketing to create a unified message and brand image (Egan, 2022;
Thzaturrahma & Kusumawati, 2021). This approach addresses the complexities of modern consumer
behavior and fosters an environment of trust and brand coherence.
The banking sector, which heavily relies on intangible services and customer trust, finds particular
value in the IMC approach. Unlike product-based industries, financial institutions must bridge the
gap between perceived risk and service credibility. Integrated communication campaigns offer banks
a unique opportunity to project reliability, value, and differentiation in a saturated market (Patrianti et
al., 2022). However, while IMC may increase communication efficiency and customer engagement,
ethical considerations in message framing and delivery significantly influence customer perceptions
and decision-making. Ethical Marketing, a parallel and reinforcing construct, emphasizes
transparency, honesty, and respect for consumer rights, thereby elevating marketing efforts from
mere persuasion to relational trust-building (Schlegelmilch & Oberseder, 2010; Tanveer et al., 2021).
Ethical marketing not only shapes favorable brand perceptions but also mitigates the skepticism
associated with manipulative marketing tactics (Abromaityte, 2007).
Previous research has underscored the significance of ethical dimensions in consumer decision-
making. For instance, (Zarei Pour Nasirabadi et al., 2025) found that awareness and perceived value
strongly influence ethical purchase intentions, which subsequently affect actual buying behavior.
Similarly, (Habibi et al., 2023) emphasized the need for integrative marketing frameworks rooted in
ethical principles to appeal to industrial consumers. As such, the synergistic relationship between
IMC and ethical marketing appears crucial in influencing consumer responses. Moreover, modern
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communication dynamics have prompted companies to refine their marketing approaches by
incorporating socially responsible messages and culturally sensitive narratives (Rivas & Zhao, 2023;
Tan & Salo, 2023).

Despite the growing scholarly interest in IMC and ethical marketing, few empirical studies have
explored their combined effect on customer purchasing behavior in the context of the banking
industry, particularly in emerging markets like Iran. This study addresses this gap by examining the
effect of integrated marketing communications on customer buying behavior in Bank Saderat
branches located in Birjand County, with ethical marketing considered as a moderating variable. The
banking context provides a rich field for exploration given its customer-centric operations and heavy
dependence on communicative trust. By examining both IMC practices and the ethical climate of the
bank's marketing strategies, this research aims to reveal how these constructs influence consumer
behavior and to what extent ethical considerations intensify the effect of IMC on purchasing
outcomes.

Methods and Materials

This study adopted a descriptive-correlational design and was applied in nature. The statistical
population consisted of employees and customers of Bank Saderat in Birjand. Based on Morgan's
sampling table, the sample size was determined to be 97 employees and 388 customers (four
customers per employee), selected using stratified sampling. Three standardized questionnaires
were employed: the Integrated Marketing Communications questionnaire developed by Lee and
Park (2007), the consumer purchasing behavior questionnaire by Hosseini Harandeh (2012), and
the Ethical Marketing questionnaire by Safari et al. (2017). The reliability coefficients for the
instruments were 0.938, 0.860, and 0.905, respectively. Data were analyzed using descriptive
statistics and Partial Least Squares Structural Equation Modeling (PLS-SEM) through SmartPLS
and SPSS software.

Findings

The results indicated a significant positive effect of integrated marketing communications on
customer purchasing behavior, with a standardized path coefficient of 0.491 and a t-value of 5.858,
surpassing the critical threshold of 1.96. The Pearson correlation between IMC and purchasing
behavior was also significant (r = 0.576, p < 0.01), confirming the robustness of this relationship.
Furthermore, the study confirmed the moderating role of ethical marketing in enhancing the effect of
IMC on purchasing behavior, with a path coefficient of 0.294 and a t-value of 2.129, indicating
statistical significance at the 95% confidence level.

Among the four IMC components assessed, only “unified communication for consistent message
and image” showed a significant impact on customer purchasing behavior (B = 0.389, t = 3.299, p <
0.01). The other components—“differentiated communication with various customer groups,”
“‘database-driven communication,” and “strengthening communication with existing customers”—did
not yield statistically significant effects. The model's overall goodness-of-fit (GOF) index was 0.443,
surpassing the threshold of 0.36, indicating strong model fit. The R? value for the endogenous
variable (customer purchasing behavior) was 0.486, suggesting that 48.6% of the variance in
purchasing behavior could be explained by the model.

Discussion and Conclusion

The findings of this study underscore the influential role that integrated marketing communications
play in shaping customer purchasing behavior in the banking sector. The strong and statistically
significant path coefficient reflects the power of a cohesive and synchronized communication
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strategy in persuading consumers and instilling trust in financial institutions. The alignment of
promotional tools—advertising, direct marketing, public relations, and sales promotion—into a
unified messaging system reduces cognitive dissonance among customers and facilitates a
seamless brand experience, which, in turn, drives purchasing behavior.

Moreover, the validation of ethical marketing as a moderating factor in this relationship adds a crucial
dimension to the discourse. In an age where consumers are increasingly aware of corporate
responsibility and moral conduct, ethical marketing serves as a bridge between persuasive
communication and sustainable customer relationships. This moderating effect suggests that
consumers not only respond to the content of marketing messages but also to the perceived integrity
of the brand. When companies communicate with honesty, transparency, and respect, customers
are more inclined to convert intent into action, particularly in sectors like banking, where trust is
paramount.

Interestingly, the study revealed that not all IMC components exert equal influence on purchasing
behavior. Only the component related to unified communication for a consistent brand message and
image demonstrated a significant effect. This implies that customers value coherence and stability
in brand communication more than segmented or overly data-driven interactions. Differentiated
messaging, database marketing, and loyalty communications may fail to impact purchasing
decisions if they are not emotionally resonant or meaningfully personalized. This suggests a potential
gap in how such strategies are executed in practice and points to the need for refinement in their
application.

In practical terms, the findings advocate for a strategic emphasis on consistent branding across all
customer touchpoints and the integration of ethical principles into the core of marketing operations.
Banks, in particular, should recognize that customer trust is nurtured not only through functional
service delivery but also through moral congruence and communication integrity. An ethical IMC
framework can help transform transactional interactions into relational bonds, enhancing customer
lifetime value and organizational credibility.

In conclusion, this study affirms that integrated marketing communications, when supported by
ethical marketing practices, significantly influence customer purchasing behavior in the banking
context. It reinforces the theoretical proposition that marketing success is contingent not just on
message delivery but also on the moral character of the messenger. Future research should explore
this dynamic in other service-oriented industries and investigate additional moderating variables
such as digital literacy, customer personality traits, or cultural norms to build a more holistic
understanding of modern marketing efficacy.
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