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Abstract

This research aims to study strategies of the online brand for e-commerce websites,
focusing on online shopping particularly. The study collected data from four groups of
informants, including website owners, webmasters for online brands for online-shopping
websites, and scholars, as well as professional individuals who are experts in branding.
The findings demonstrate the following:

1) E-commerce websites from the sample groups mostly stress branding to
uphold e-commerce promotions, including product trading and exchanging, primarily to
build trust in online transactions as well as the delivery methods. It should be easy to
remember and distinguish.

2) Having an online brand or even a product brand in general is very important
in the way that it creates differences among competitors. How to create an online brand
is inevitably similar to how to create a product brand. The concerns involve naming,
identities, and unique logos, which should be easy to remember in order to avoid brand
repetition.

3) Naming an e-commerce website or regular website basically use the same
methodology as naming a brand, with stress on being concise, having coherence with the
product, and making it easy to remember, learn, pronounce, spell, type, etc. This stage
requires a good combination of both science and art.

4) Individualism is crucial as well. It is necessary to make a website remarkable,
thus great design is required. Website owners should make sure that the color, logo, and
slogan of the website is meaningful, easy to remember, and unique. This helps customers
remember the brand.

Anyway, the ways to make brands well known are different because products are

touchable, but websites are not.
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