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INTERNET BRANDING: FLOURISHING INTERNET AS A BRANDING TOOL

Purpose: The aim of this research paper is to report on preliminary research that tries to
advance understanding of online branding and how the online channels are used to help
branding. In this paper an attempt has been made examine the extent to which e-WOM
among consumers can influence brand image and purchase intention.

Introduction: In the internet market, websites are the main interface between online
dealers and their customers. Website design plays an important role in attracting and
retaining customers’ interest and in inducing their purchase behavior. Internet branding,
often known as online branding, is a brand management strategy that leverages social
media platforms like Facebook and Twitter to position a company in the marketplace.
The importance of branding is rising as the internet develops. Social media involvement
and integration are also a part of internet branding. People are using word of mouth to
spread awareness about the brand that works positively for brands. Online communities,
online advertisement, and brand image are the factors that play an important role for
building a strong presence on internet platforms. Measurement items are taken from
existing scales found in the literature.

Methodology: Jalivand & Samiei’s scale has been taken to check the purchase intention
of consumer. Sample of the study includes students of different universities located in
Punjab. Data will be collected through primary source and Questionnaire has been
prepared to collect the data. The scales are evaluated for reliability, convergent validity,
and discriminant validity using data collected in a survey. A structural equation modeling
procedure will be applied to the examination ofthe influences of e-WOM on brand image
and purchase intention.
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Results: This paper will help to understand more about online branding, a strong presence
on internet platforms is very much necessity in this modern era of business.

Key words: internet branding, online branding, E-WOM, brand image, online
communities, online advertisement.
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THE GREEN ECONOMY AND DIGITAL ECONOMY: AN OPPORTUNITY
OR A CHALLENGE?

The concept of sustainable development, as stated by the Brundtland report as
"development that meets the needs of the present without compromising the ability of
future generations to meet their own needs,” was formally adopted at the United Nations
(UN) conference on the environment and development held in Rio de Janeiro in 1992 [1].
The term green economy was first used twenty years later, at Rio+20 [2].

International organisations such as the United Nations Environment Programme
and The World Bank (2012) see this popular concept as a means to achieve long-term
sustainability [3]. Furthermore, the green economy has been extensively used to address
the financial and climate change crises [3] and it is a critical component in achieving the
Paris meeting's climate mitigation goals. The concept of a green economy has been
discussed in academia for much longer than its implementation in policy. Pearce et al.
first proposed the green economy in 1989 as a response to the current pricing structure's
undervaluation of environmental and social costs [4]. The concept has since been
developed. A green economy, according to UNEP (2011a) [3], is one that "significantly
reduces environmental risks and ecological scarcity while improving well-being and
social equity."
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