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ABSTRACT
The study entitled Branding with Green Marketing of “Idea Green” paper is aimed

to study the branding with green marketing of “Idea Green” paper and it is also aimed to study

consumers’ perception of “Idea Green” brand.

The study was conducted using two methodologies. First, it examined the branding
of “Idea Green” through a qualitative method. Data were collected by in-depth interviewing and
by gathering from document sources. Second, a survey research was conducted on a sample of
400 people age 15-59 living in Bangkok area, to investigate the perception of “Idea Green” brand.

In order to bring in data from two of the sender and audience analysis together.

The first study result showed “Idea Green” paper is the product innovation that can
reply both the business policy of SCG and reply the consumer needs at the same time. “SCG” as
a corporate brand has created the brand architecture of “Idea Green” with the sub-brand strategy
and used the involvement level in combined brand level. Then through the 4-D branding process,
Step -1: Discovery, it showed that the brand DNA of “Idea Green” is “Think for a Better
Environment” and they used it to created brand positioning, brand personalities and brand
identities. Step 2: Disruption, it showed that brand idea of “Idea Green” is “Quality comes with
Environment”. This is different from other brands that offer only one particular issue. Step 3:
Disparity, it showed brand communication in two aspects, quality and environmental issues to
create a new consumers acceptance. They used mostly below the line media in addition to TVC.
“Idea Green” also used green marketing strategies for branding following 1) Start from the inside

out 2) Eco-innovate 3) Be transparent and 4) Focus on primary benefits. However, the level of



n
243725

green marketing is considered in the beginning or the green level. They need to promote

responsible consumption to enhance performance.

The second study result which corresponds to Step 4: Determine, the last step of
process. It showed that “Idea Green” branding can make the sample of consumers to get the high
level of perception such as corporate brand, brand attributes, brand values, brand personalities,

brand idea and brand DNA. Only about brand benefits that are recognized in the medium level.
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