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ABSTRACT
As the progress of the times, environmental issues and the eco-awareness move-ment are getting more and more popular. Many
countries have tried different ways to persuade consumers and have established environment protection law to push companies to go
green. The green packaging is just one of many easy ways that can be used to reduce trash and to save energy This research used the
package of bottle water as an example to study of the rela-tionship among green packaging, brand equity, and business performance.
The research employed a survey method to investigate those relationships. The results of the study show that all hypotheses were
confirmed. In other words, green packaging will influ-ence brand equity, and brand equity will influence business performance.
Besides, green packaging will also have a direct effect on business performance. The results of a me-dium analysis indicated that
brand equity can and will affect business performance, but the green packaging will directly affect business performance. In sum,
green packaging has a positive impact on brand equity and business performance.
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