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ABATRACT

The qualitative study entitled ‘Green Wave’s Master Brand and Sub-Brand
Management’ is designed to examine the brand portfolio of Green Wave, the role, and the scope
of each brand in the portfolio, through primary data (collected by using in-depth interviews with
the policy administrators, the programs’ crews, and other related parties for the sub-brands), as
well as secondary data (gathered from news and articles published in magazines, journals, and
other related printed media).

The study reveals that Green Wave employs a general brand portfolio architecture,
including six groups: travelling (‘Green Trip’ brand), concerts (‘Green Concert’ brand and ‘Cover
Night Concert’ brand), special interviews (‘Special Night-Special Guest’ brand), charity (‘Green
Concert’ brand and ‘Green Charity’ brand), Club Friday (‘Club Friday’ brand), and Green Fan
Club (‘Green Fan Club’ brand). Additionally, the firm organizes its brand levels on the brand
hierarchical tree basis. This includes two main levels of the organization. The first level consists
of sub-brands emerging from the activities provided by various programs, such as Green Trip,
Green Concert, Cover Night, Special Night-Special Guest, Green Charity, Club Friday, and Green
Fan Club, ordered according to when the activity have been offered. Meanwhile, the second level
is composed of other brands inspired by Green Wave itself, such as Atime Traveller, Atime
Showbiz, and Green Channel in which the firm was simply the source of inspiration for the
brands but does not involve in the management. Green Wave also designates the roles each brand
has to play in the portfolio. More specifically, there are three critical roles. The first role involves
assigning the corporate brands as strategic brands. The second one involves assigning all the

seven brands in the portfolio to play mutual roles in empowering the portfolio and making a



healthy profit for the portfolio. Since Green Wave is the brand primarily promoted via radio
programs, each brand has been assigned to harness more specific and clearer targeting, and
collaboratively create a positive corporate image for the portfolio. Furthermore, Green Wave
offers its customers 24-hour advertisement selling package, thus encouraging each brand in the
portfolio to have mutual function in making a healthy profit for the portfolio. The last role
involves scoping the brand portfolio in ways that Green Wave deals with other seven sub-brands.
In other words, each brand works collaboratively in extending the scope of Green Wave’s brands
so that it is able to reach more specific and broader target groups, from radio programs to other
types of presentation given through different activities. This is done by creating sub-brands
managed by Green Wave, which is closed to and interrelated with its master brand, using disc
jockeys and presentations on radio programs to link master brand and other sub-brands in the
portfolio together. In relation to brand scope expansion, Green Wave takes the customer behavior
into consideration and extends its program’s content based on the brand manager’s intention
requiring the firm to have more diversity rather than radio programs with a sole focus on music
playing.

The three objectives of this study lead to the integrative discovery reflecting that the
management of master brand and sub-brands by Green Wave is the combination of systematic
architecture of its brand portfolio, clear role assignment, and brand expansion from master brand
to sub-brands, given current situations. That’s why Green Wave is so strong, able to extend the
scope of each brand appropriately, and acknowledged by its consumers from each sub brand
emerging from the master brand. Since Green Wave has consistent brand portfolio management,
the firm appears to become the leader of radio programs, with the aim to change a simple
presentation to a variety show embedded. However, if this quality cannot be found in Green
Wave, the expansion of brand scoping will become sophisticated and unclear. Moreover, its
brands will be expanded without growth directions. Consequently, this is difficult for the
provision of human resources and budget, and, in turn, confuses the employees, customers,

supporters, and consumers.



