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Abstract

This research objective presented a new paradigm to con-
struct sustainable branding through integration as Buddhist Pathway
(the Threefold Learning; the Threefold Training) and the King's
Philosophy (Philosophy of Sufficiency Economy). The Eastern paradigm
is an important foundation to construct sustainable branding. This
research methodology used mixed methods research, including
1) Qualitative Content Analysis from Tripitaka, 2) Ethnographic
Delphi Futures Research (EDFR), and 3) Survey Research
(Questionnaire) with the entrepreneur (Brand or Firm).

The major results were as follows:

1. The content of Tripitaka related to the situation of
sustainable branding in the King’s Philosophy through Buddhist
Pathway (the Threefold Learning).

2. The expert group agreed in each the Futures Scenario
of Buddhist Pathway (the Threefold Learning) : a new paradigm to
construct sustainable branding in the King's Philosophy.

3. The entrepreneur (Brand or Firm) and the Futures
Scenario have signified in high level to highest level.

In addition, the sustainable branding in the King’s
Philosophy through Buddhist Pathway (the Threefold Learning)
is called “Buddhist Branding” or “Brand-ing through Buddhism”
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that is the construction of “the Ten Perfections” or “Paramitas

(Buddhism)”.

Keywords: Buddhist Pathway / the Threefold Learning / the Threefold
Training/ the King's Philosophy / Philosophy of Sufficiency Economy /
Sustainable Branding / Buddhist Branding / Brand-ing through
Buddhism / A New Paradigm
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