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Abstract 

In the current era of modernization, advertising is very important for a marketing process. Various 

types of media can be used to advertise, one of which is on the YouTube platform, which 

incidentally is the largest digital media today. Advertisements on YouTube (youtube ads) will grow 

purchase intentions reinforced by brand awareness, brand image and brand trust. The purpose of 

this research is to explore YouTube marketing communication: brand awareness, brand image, 

brand trust and purchase intention among the millennial generation in Jabodetabek (Jakarta, 

Bogor, Depok, Tangerang dan Bekasi). This research was conducted on 309 YouTube user 

respondents who had seen YouTube advertisements with smartphone brand content (Samsung, 

Vivo and Oppo). Data collection was obtained through questionnaires that were distributed online 

using the Google Form media. I use the Lisrel Structural Equation Model (SEM) to test this 

research model. The results of this study indicate that YouTube ads have a positive effect on brand 

awareness, brand awareness has a positive effect on purchase intentions, YouTube ads have a 

positive effect on brand image, brand image has a positive effect on purchase intentions, YouTube 

ads have a positive effect on purchase intentions. Brand awareness has a positive effect on brand 

trust and trust has a positive effect on purchase intention. 
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INTRODUCTION  

Brand awareness has become one of the main pillars in developing a business. When 

a company has high brand awareness, our potential to win business competition is also higher 

(Rustemi & Baca, 2021). By implementing a branding strategy and increasing brand 

awareness or awareness of the brand of a particular product, it will bring big reactions and 

feedback for the company (Andik & Rachma, 2022). Good branding can change and 

encourage brand image and public opinion to be positive and ultimately the target market 

will become wider (Yadavalli, 2021). 

Brand awarenesshas a strong positive influence on purchase intention because 

customers tend to assign high quality to the products they need  (Malefyt, 2015). The 

stronger the brand awareness, the stronger the consumer's brand trust  (Afriani et al., 2019). 

Dehghani & Tumer  (2015) also explained that consumer brand awareness will be formed 

through social media channels which greatly influences purchase intention. 

The rise of social media users today, especially on the YouTube platform, whose 

popularity is always evolving and growing along with the increase in people using the 

internet. It can be predicted that YouTube users will reach 1.86 billion users and will 

continue to grow in 2022 to around 1.9 billion users. (Mahmudan, 2022). The importance of 

YouTube Ads in business is as a very effective advertising tool to reach a very large audience 

so it is very suitable for holding short duration campaigns that are right on target. (Wuisan, 

2021). A brand can gain high insight so that it can determine an appropriate strategy to build 
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its brand (Karadeniz & Kocamaz, 2018). This can have a big impact on customers in this 

case through YouTube Ads so levelbrand awareness, brand trustand the brand image will 

be higher, which will ultimately lead to purchase intention. 

Apart from that, brand trust has a big effect on purchase intention because brand trust 

has an important role in encouraging consumer loyalty to a product, all of this can be 

obtained by someone by creating and maintaining positive emotional relationships with 

consumers. (Indradewa et al., 2015). Brand trust existsbased on transaction experiences and 

interactions with the brand so that expectations and promised values are fulfilled and provide 

satisfaction or positive results (Dinda et al., 2018). 

Another important factor that influences purchase intention is brand image (Esch et 

al.,2012). By building a positive brand image, it will indirectly provide benefits to a 

company because consumers will recommend their products to other consumers, but the 

opposite is different if the brand image we have is negative, slowly we will have difficulty 

getting purchase intention  (Godey et al., 2016). 

Previous research on YouTube Ads has a positive effect on brand awareness  (Lee et 

al., 2015; Dehghani, & Tumer, 2015; Foroudi, 2018; Chunying, 2013; Coelho et al., 2018; 

Buil et al., 2013; Chaeb & Rasti-barzoki, 2016). YouTube Ads have a positive effect on 

Brand Image  (Sunderaraj & Loheswari, 2015; Febriyantoro, 2020). YouTube Ads have a 

positive effect on purchase intention  (Kim & Han, 2014; Ha, 2021; Nguyen et al., 2022; 

Nowak & McGloin, 2014; Tiltay & Ozkara, 2017; Febriyantoro, 2020). Brand 

Awarenesshave a positive impact on Purchase Intention  (Esch et al., 2012; Malefyt 2015; 

Kakkos et al., 2015; Rubio et al., 2013; Mohd et al., 2016; Hung et al., 2016; Medeiros et 

al., 2015; Keuschnigg 2015). Brand Image has a positive impact on Purchase Intention  (Rani 

& Suradi, 2017; Febriyantoro, 2020; Praditbatuga & Thirakomen, 2018; Sulaiman et al., 

2021). Brand awareness has a positive impact on brand trust (Afriani et al., 2019;.Andik & 

Rachma, 2022; Ondang & Rahmat, 2018). Brand trusthave a positive impact on purchase 

intention  (Mocanu, 2013; Santini et al., 2015; Tiltay & Ozkara, 2017; Hassan et al., 2018; 

Hanaysha, 2016; Kashif et al., 2015; Kim & Han, 2014)  

Based on research that has been previously conducted by  (Menozzi et al., 2013; Kim 

& Han, 2014; Febriyantoro, 2020) regarding brand awareness, brand image which influences 

purchase intention, however in this research brand trust is added as a variable which is of 

course based on the latest scientific sources so that it is more relevant to the present, 

especially for the millennial generation. Brand trust has a very important role in encouraging 

consumer purchase intention towards a product, a person can obtain all of this by creating 

and maintaining positive emotional relationships with consumers so that in the end the level 

of purchase intention is higher (Indradewa et al., 2015). 

The aim of this research was to fill existing knowledge gaps by exploring YouTube 

marketing communication: brand awareness, brand image, brand trust and purchase 

intention in the millennial generation. It is hoped that the research can contribute to the 

scientific level of marketing management by developing a better theoretical understanding 

based on the latest understanding and scientific sources regarding the variables studied. 
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LITERATURE REVIEW 

YouTube Ads 

In general, there are six types of ads that creators can activate to gain advertising 

benefits. Three types of ads, including display ads, overlay ads, and sponsored cards that do 

not interrupt the content viewers are watching. Other types of ads also include non-skippable 

video ads as well as bumper ads, appearing before, during, or after the main video. YouTube 

has found that placing ads before videos is the most effective for viewers (Pashkevich et al., 

2012). Therefore, YouTube launched skippable in-stream ads in 2010, which allows viewers 

to skip the ad after 5 seconds to increase the effectiveness of the ad. Skippable in-stream ads 

are relatively acceptable for YouTube viewers because they have the choice of whether to 

skip ads (Flavian et al., 2008). Ondang & Syah  (2018) explains that advertising value is the 

main measure of an advertisement which has a subjective and relative evaluation value based 

on the importance of the advertisement for those who see it. Kim & Ko  (2012) generally 

explains that the possibility of more views on skippable ads, which are the most important 

revenue for content creators, can increase the potential advertising revenue of content 

creators. Ducoffe  (1995) defines that the value of an advertisement is the customer's 

assessment of the advertisement itself. 

YouTube developed as an ICT digital information and entertainment channel but later 

became a significant revenue generating channel. YouTube content is available but generates 

revenue through marketing communications via mobile devices, such as smartphones. 

YouTube has created considerable growth. YouTube offers a variety of options and formats 

for the organization of marketing communications  (Suki et al., 2016). YouTube Marketing 

Communication has become an important promotional tool, among organizations, almost 

80% of sellers consider YouTube to be a very useful online digital communication platform. 

Therefore, it is not surprising that YouTube Marketing Communication is responsible for a 

more significant share of the promotional budget at 25 %. Marketing communication 

activities via social media, such as YouTube, but without knowing the influence of attitudes 

that arise on consumers  (Cho & Cheon, 2013). 

 

Brand Awareness 

Cho & Cheon  (2013) explained that brand awareness is an integral part of business 

and a valuable component of brand equity. This refers to a buyer's ability to recognize or 

remember a particular brand of product or service.Tong & Hawley  (2009) assumes that the 

first step is brand recognition, which is responsible for communicating. Product features 

until the brand name is established.Ramnarain & Govender  (2013) explains when a 

consumer's ability to recognize or remember a brand name is known as "recall". 

Keller  (1993)argue that in other wordsbrand awarenessis about consumers 

remembering brand names, especially during the purchasing process.Huang & Sarigollu  

(2012) explain thatbrand awarenessis very important during the decision-making process, 

because during this process consumers use awareness to remember certain brands. Heskiano 

et al. (2020) explains that there are three elementsbrand awarenessduring consumer decision 

making. First, consumers should keep a particular brand in mind when choosing a product 
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from a particular category. Second, brand awareness influences the form and strength of 

brand associations in brand image. Therefore, an important factor to achieve this goal is 

social media activities that can increase brand awareness and can be used by companies to 

inform and remind consumers about their brand, product or service and convince them to 

buy it. 

 

Brand Image 

Godey et al. (2016) defines a brand as the center of a number of messages received by 

a user that includes every specific proportion in the user's memories and emotions so that 

everything can be felt. Sidharta Er al. (2021) explains that a brand is defined as a name, 

symbol, specific design or a combination of the elements mentioned, formulated to describe 

the goods and services provided by the seller. Cheung & Thadani  (2012) explains that a 

brand is a commitment from a seller who consistently provides benefits and services to 

buyers to the point of being able to provide different features and symbols when compared 

to similar companies or even competitors. 

Tong & Hawley  (2009) assume that a brand is a commitment from marketers to 

continuously provide features, benefits and services to consumers, all of which are not just 

ordinary signs of differentiation but are differentiators that can be compared with other 

competing companies. Kaplan & Haenlein (2010) says that brand image is defined as a set 

of brand associations which are everything that is associated in memory with a brand, usually 

in some meaningful way.Agung et al.  (2019) suggests that brand image is a multifunctional 

set of visible and invisible features that enable consumers to recognize the product. 

 

Brand Trust 

Brand trustis defined as the extent to which customers believe in an existing product 

(He et al., 2012). Brand trust has an important role in encouraging consumer loyalty to a 

product, all of this can be obtained by someone by creating and maintaining positive 

emotional relationships with consumers. (Indradewa et al., 2015). Brand trust is able to 

reduce uncertainty in consumers' mindsets because of the high level of trust that the product 

has advantages and can be relied upon (Indradewa et al., 2016). 

Brand trustrefers to the perception of a brand as reliable and assigns responsibility for 

customer satisfaction and well-being (Guillen et al., 2003). Brand trust will emerge when 

the brand itself gives confidence in its value to consumers, so that consumers themselves 

will give trust and confidence in the product (Doney & Cannon, 1997). 

 

Purchase Intention 

Tsimonis & Dimitriadis  (2013) believes that previous research can illustrate that 

purchase intention is an important marker of advertising effectiveness which can be 

influenced by the user's attitude towards advertising based on existing indicators.Mackenzie 

et al.  (1986) also said that responses to an advertisement have a big influence on brand 

awareness and purchase intention. Zeng et al.  (2013) identifying if the value of advertising 

will provide positive things in line with consumer behavioral intentions in the social media 
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area, more importantly, this assumption recognizes that the 

value of advertising will provide direction to purchase intention in social media advertising. 

Shah et al. (2021) assume that purchase intention will rely heavily on recommendations from 

brand values expressed by consumers on their social media. 

Choe et al.  (2009) assume that consumers generally lack confidence in identifying the 

originality of a product. Trust attributes in products make it difficult for consumers to assess 

product quality. Labeling authenticates a product providing a visual identification mark such 

as a trademark facilitating recognition of the authenticated product. This can be said to be 

an extrinsic signal that supports consumers in making purchasing decisions. Labels can thus 

be considered as cues that confirm to consumers the quality of the product. This will allow 

reducing the risk of purchasing inferior goods that do not meet consumer expectations for 

quality, thereby increasing confidence in the product  (Diaz et al., 2019). Consumers who 

tend to associate labeled products with higher quality tend to develop beliefs that will lead 

to purchase intentions. This study investigates the direct effects of quality awareness, 

product diagnosticity, and perceived information asymmetry on purchase intention  

(Menozzi et al., 2013). 

 

Relationship Between Variables 

Relationship between YouTube Ads and Purchase Intention 

Purchase intention It can be seen if consumers give good responses to the products 

and services themselves (Nassur et al., 2017). A positive response will be obtained when 

customers watch advertisements positively regarding a product or service being advertised 

(Kim & Han, 2014). Ha,  (2021) said that the advantages of an advertisement can influence 

someone to purchase goods and services, similar to what previous experts stated, in which 

case there is a relationship between YouTube Ads and purchase intention. Nguyen et al.,  

(2022) believes that YouTube Ads are considered to contribute to improving the consumer 

experience so that they focus on the messages received and eliminate thoughts that are not 

relevant to the product or service being advertised. 

Consumers evaluate messages received according to their needs or look for valuable 

information for purchases that have not yet been made to meet their needs, in accordance 

with previous research studying the relationship between advertising value and purchase 

intention (Nowak & Mcgloin, 2014). Tiltay & Ozkara  (2017) said that according to several 

experts the relationship between advertising value and purchase intention provides good 

feedback. Febriyantoro,  (2020) conducted a fact test and found that consumer response to 

an advertisement can influence positive purchase intention. Globally, all the total utilities 

that attract consumer interest in advertising on social media such as YouTube. I thus consider 

these hypotheses for further empirical research: 

H1: YouTube Ads have a positive effect on Purchase Intention 

 

Relationship between YouTube Ads and Brand Awareness 

Based on previous research, YouTube Ads can increase information, enjoyment and 

credibility and YouTube Ads can also reduce misunderstandings because advertising 
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messages are well personalized to address customer interests and preferences. 

Personalization does not show a direct influence on advertising value  (Lee et al., 2015). 

Advertisements on social media channels can influence brand awareness and purchase 

intention  (Dehghani & Tumer, 2015). Foroudi  (2018) And Chunying (2013) said that brand 

awareness provides positive results in increasing product awareness, organizational image, 

as well as survival, profitability and growth, especially in larger organizational brands. 

Brand awarenesscreating an experience for customers and an emotional response to 

purchasing a particular brand. Brand awareness has an important role in increasing product 

identification and consumer purchasing intentions for certain products or services  (Coelho 

et al., 2018). Buil et al. (2013) suggests that through brand awareness, customers can 

perceive messages about a product, which may influence their attitudes and ultimately make 

decisions, which influence their purchasing behavior because of the value of a 

product.Chaeb & Rasti-barzoki  (2016)explains that a company innovates a product by 

utilizing advertising media to increase brand awareness, so that advertising can increase 

continuous purchasing behavior. Based on this, this hypothesis can be developed: 

H2: YouTube Ads has a positive effect on Brand Awareness 

 

Relationship between YouTube Ads and Brand Image 

Previous studies have shown that YouTube Ads can influence brand imageand brand 

trust from customers towards the product.Sunderaraj & Loheswari  (2015) explained that 

tight competition for market share, ways to attract more customers and the influence of 

positive advertising as well as other things are factors in the results of the advertising itself 

so that it can compete with other products, in this case also focusing on improving brand 

image. Based on the conclusions of the experts a hypothesis can be developed (Febriyantoro, 

2020). 

H3: YouTube Ads have a positive effect on Brand Image 

 

The relationship between Brand Awareness and Purchase Intention 

Esch et al. (2012) And Malefyt (2015) In his research, he stated that brand awareness 

has a strong positive influence on customer purchasing intentions because customers tend to 

determine high quality for the products they need.Kakkos et al.  (2015) assume that a branded 

product will not have market value if the market share is not aware of the brand, recognizes 

its elements, and is willing to spend money to own it. This means that not all branded 

products advertised have "customer awareness, credibility and value or will guarantee 

consumer purchase intentions".Rubio et al.  (2013) said that brand advertising can increase 

purchase intention for a service for the first time so that it can be used continuously and does 

not stop using the benefits of the product. Repeated product use, including continuous 

purchases, will increase brand awareness and customer loyalty on an ongoing basis, thereby 

creating a competitive advantage (Mohd et al., 2016). 

Hung et al.  (2016) as well asMedeiros et al.  (2015) assumes in his research that if 

consumers get gradual satisfaction from a product, it will increase their desire to buy that 

product again so that in the future consumers will look for that product themselves. 
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Keuschnigg (2015) said that increasing consumer awareness of 

a product is caused by consumers providing feedback or reviews regarding their satisfaction 

which then spreads it via verbal media directly about the advantages of the product which 

will generate even more attention from other consumers. Based on the above, the following 

hypothesis was developed: 

H4: Brand Awareness has a positive impact on Purchase Intention 

 

The relationship between Brand Image and Purchase Intention 

Rani & Suradi  (2017) assume that a good brand image of a brand will produce a 

memory of that brand among consumers.A brand's uniqueness can be used as a differentiator 

between that product and competitors' products (Febriyantoro, 2020). A product that has its 

own characteristics will give a good impression to consumers if it is supported by the good 

value of the product (Praditbatuga & Thirakomen, 2018). Brand Image will grow along with 

the good value of the brand it owns (Sulaiman et al., 2021). Based on this, this research can 

be formulated as follows: 

H5: Brand Image has a positive impact on Purchase Intention 

 

The relationship between Brand Awareness and Brand Trust 

Studies conducted consistently find that brand awareness has a significant effect on 

brand trust (Febriyantoro, 2020). The stronger the brand awareness, the stronger the 

consumer's brand trust (Afriani et al., 2019). Through brand awareness of a product, at that 

time consumers will have strong brand trust based on more knowledge compared to other 

products (Andik & Rachma, 2022). Brand awareness provides positive things when the value 

of a brand is good (Ondang & Rahmat, 2018). So that related hypotheses can be generated 

as follows: 

H6: Brand Awareness has a positive impact on Brand Trust 

 

The relationship between Brand Trust and Purchase Intention 

Mocanu  (2013) assume that brand trust is formed by a good relationship between the 

company and its clients. Ha  (2021) describes trust as the belief that a customer's preferred 

choice will bring them the best benefits. Additionally, brand trust increases the likelihood 

that clients are willing to choose their goods (Santini et al., 2015). Canizares & Gonzalez 

(2016) stated that purchase intention is a conscious individual's effort to buy a brand of item 

and to represent that purchase plan. Purchase intention is closely related to purchasing 

behavior and is a measure of consumers' potential and intention to contribute to purchasing 

habits (Tiltay & Ozkara, 2017). Additionally, purchases are usually influenced by consumer 

effort and are predicted in advance (Febriyantoro, 2020). With a focus on developing long-

term relationships, trust has become a key element in the growth of marketing philosophy 

(Hassan et al., 2018). Customers who have confidence in a brand will be more curious about 

that brand (Hanaysha, 2016). Additionally, trust is considered an indicator of buying habits 

(Kashif et al., 2015). Kim & Han  (2014) concluded that brand trust usually influences 

purchase intention. 
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H7: Brand Trust has a positive impact on Purchase Intention 

 

Based on the hypothesis framework above, the research model can be described as in 

Figure 1 below: 

  
Figure 1. Research Model 

 

METHOD 

In this research, measurements related to the variables studied were adopted from 

previous research. Where the YouTube Ads variable is measured with 8 statements adapted 

from (Dehghani et al., 2016). The Brand Awareness variable is measured with 4 statements 

adapted from (Foroudi, 2018). The Brand Image variable is measured with 4 statements 

adapted from (Muntinga et al., 2011). The Brand Trust variable is measured with 6 

statements adapted from (Sadek et al., 2018). The Purchase Intention variable is measured 

with 4 statements adapted from (Kakkos et al., 2015).All items were measured using a Likert 

scale with 4 scales ranging from 1  (strongly disagree) to 4  (strongly agree). The total 

measurement is 26 questions which can be seen in detail in Appendix 2 (operational 

variables) and Appendix 3 (questionnaire). 

Data collection in this research used a survey method by distributing questionnaires 

online via the Google Form application. The sample for this research was selected using a 

purposive sampling method among YouTube users who had seen YouTube Ads about 

Smartphone Brands such as Samsung/Vivo/Oppo. The criteria for respondents are YouTube 

users aged 18 – 40 years who have seen YouTube Ads at least 3 times in the last 1 year and 

have purchased products from Smartphone Brands based on the content that appears. 

Samples were obtained from YouTube users spread across Jabodetabek (Jakarta, Bogor, 
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Depok, Tangerang and Bekasi) with sociodemographic 

characteristics in this study including place of residence and age. 

This research uses the dimension reduction factor in SPSS to determine the reliable 

status of each question that will be used in the questionnaire. Next, to determine the level of 

significance and the relationship between each variable, we used the Lisrel structural 

equation model (SEM) analysis method. The validity test in this research was carried out by 

looking at the value of the Kaiser-Meyer-Olkin (KMO) and Measure of Sampling Adequacy  

(MSA), where the minimum value limit for KMO and MSA is 0.5. According to Hair et al.  

(2014), the reliability test is carried out by paying attention to the Cronbach's Alpha value, 

where if the value is close to 1 it will be better. 

In this research, a pre-test process was carried out on 30 respondents and then factor 

analysis was carried out, validity test and reliability test using SPSS software so that results 

were found for the YouTube Ads variable with 8 valid statements, Brand Awareness with 4 

valid statements, Brand Image with 4 valid statements, Brand Trust with 6 valid statements 

and finally Purchase Intention with 4 valid statements. So, the process of distributing a total 

of questionnaires to 502 people continued with 309 respondents being declared to have met 

the criteria. 

 

RESULTS AND DISCUSSION 

From the results of the questionnaire with a total of 309 respondents, 100% of whom 

lived in Jabodetabek (Jakarta, Bogor, Depok, Tangerang and Bekasi). The data that was 

obtained can be seen from the demographic aspect, including: based on gender, there were 

180 men with a percentage of 58% and 129 women with a percentage of 42%, based on age, 

there were 86 people aged 18-20 years with a percentage of 28%. 21-30 years old as many 

as 173 people with a percentage of 56% and aged 31-40 years as many as 50 people with a 

percentage of 16%, based on work, 133 people are private employees with a percentage of 

43%, 48 people are civil servants with a percentage of 15%, 82 people are students with a 

percentage of 27%, 33 people are entrepreneurs with a percentage of 11%, and 13 people 

work as others with the percentage is 4% and finally, based on the selected cellphone brand, 

there are 165 people using the Samsung brand with a percentage of 53%, the Vivo brand is 

77 people with a percentage of 25% and the Oppo brand is 67 people with a percentage of 

22%. To see the entire demographic analysis data, see Appendix 4. 

The results of measuring construct validity in this study show that the indicators for 

the variables YouTube ads, brand awareness, brand image, brand trust and purchase 

intention are acceptable because the factor loading values for each variable have a good 

match (> 0.50), and the t-value greater than the t-table (1.96). Furthermore, in the construct 

reliability test, the construct reliability (CR) value for the YouTube ads variable was 0.89, 

brand awareness was 0.78, brand image was 0.81, brand trust was 0.88 and the purchase 

intention variable was 0.82. Meanwhile, the variance extracted (VE) value for the YouTube 

Ads variable is 0.52, brand awareness is 0.520.48, brand image is 0.53, brand trust is 0.55 

and the purchase intention variable is 0.54. Further explanation regarding the results of the 

construct reliability test can be seen in Appendix 5. 
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The results of the structural test analysis are by looking at the valuesR². The R² value 

in each equation shows how far the independent variable is able to explain the dependent 

variable. The results of the first analysis of the brand awareness variable are influenced by 

the YouTube ads variable with an R² value of 0.31, which means that 31% of the brand 

awareness variable is influenced by the YouTube ads variable. The remaining 69% is 

explained by other variables not explained in this research. The two brand image variables 

are influenced by the YouTube ads variable with an R² value of 0.43, which means that 43% 

of the brand image variable is influenced by the YouTube ads variable. The remaining 57% 

is explained by other variables not explained in this research. The three brand trust variables 

are influenced by the YouTube ads variable with an R² value of 0. 25, which means that 25% 

of the brand trust variable is influenced by the YouTube ads variable, the remaining 75% is 

explained by other variables that are not explained in this research. The four purchase 

intention variables are influenced by the variables brand awareness, brand image, brand trust 

and YouTube ads with an R² value of 0.74, which means that 74% of the purchase intention 

variables are influenced by the variables brand awareness, brand image, brand trust and 

YouTube ads. The remaining 26% is explained by the variables others not explained in this 

study. 

In the model suitability test, the analysis results showed that there were several items 

whose first level of suitability good fit on ECVI was, AIC, CAIC and Fit Index. The second 

is marginal fit on Chi-Square, RMSEA and Critical N. The third is poor fit on GFI. 

Furthermore, this research produces a T-Value path diagram as follows: 

 
Figure 2. T-value Path Diagram 

 



 

SINOMICS JOURNAL | VOLUME 2 ISSUE 4 (2023) 

WWW.SINOMICSJOURNAL.COM 
1023 

 

ISSN (e): 2829-7350 | ISSN(p): 2963-9441 

Based on the T-Value Path Diagram as in Figure 2 above, 

the research model hypothesis testing can be presented as follows: 

 

Table 1. Research Model Hypothesis Testing 

Hypothesis Hypothesis Statement T-Value Information 

H1 Youtube adshas a positive effect on 

purchase intention. 

3.68 Data supports the 

hypothesis 

H2 Youtube adspositive effect on brand 

awareness. 

6.27 Data supports the 

hypothesis 

H3 Youtube adsinfluence on brand image. 7.91 Data supports the 

hypothesis 

H4 Brand awarenesshas a positive effect on 

purchase intention. 

2.86 Data supports the 

hypothesis 

H5 Brand imagehas a positive effect on 

purchase intention. 

3.63 Data supports the 

hypothesis 

H6 Brand awarenesshas a positive effect on 

brand trust. 

6.19 Data supports the 

hypothesis 

H7 Brand trusthas a positive effect on purchase 

intention. 

2.06 Data supports the 

hypothesis 

H8 YouTube Adshave a positive impact 

onPurchase IntentionmediatedBrand 

Awareness 

YES-

BA 

6.27 

BA-PI 

2.86 

Data supports the 

hypothesis 

H9 YouTube Adshave a positive impact 

onPurchase IntentionmediatedBrand Image 

YES-BI 

7.91 

BI-PI 

3.63 

Data supports the 

hypothesis 

H10 YouTube Adshave a positive impact 

onBrand TrustmediatedBrand Awareness 

YES-

BA 

6.27 

BA-BT 

6.19 

Data supports the 

hypothesis 

H11 Brand Awarenesshave a positive impact 

onPurchase IntentionmediatedBrand Trust 

BA-BT 

6.19 

BT-PI 

2.06 

Data supports the 

hypothesis 

Source: SEM Lisrel 88 processed data 

 

Referring to the hypothesis test table above, all variables that have a T-Value value 

above 1.96 in this study support the research hypothesis created. Further SEM analysis in 

this research is attachedattachment 5. 

The results of this research prove that YouTube ads have an effect on brand awareness. 

In this research, it was found that there was an increase in awareness of a brand, especially 

smartphone brands, which was caused by advertisements appearing on the YouTube 

platform regarding a lot of information about the smartphone brand, both in terms of 

specifications, advantages, uniqueness and the benefits provided by the brand to consumers, 

especially with the overall quality provided. Moreover, with the large number of YouTube 

users in the world and the algorithm that refers an advertisement to the right person, it will 

provide a level of conformity between needs and the availability of information about a brand 

that consumers want. Youtube adsprovide experiences and emotional responses to 

consumers which psychologically will influence awareness of a brand so that they will look 



 

Exploration of YouTube Marketing Communication: Brand Awareness, Brand Image, Brand 

Trust, and Purchase Intention in the Millennial Generation  

Iyus Pratama1, Puji Astuti2 

DOI: https://doi.org/10.54443/sj.v2i4.202 
 

 
 

 

1024 
SINOMICS JOURNAL | VOLUME 2 ISSUE 4 (2023) 

WWW.SINOMICSJOURNAL.COM 
 

for a particular brand. So, it can be stated that YouTube ads have a positive effect on brand 

awareness. This finding has similarities with previous research (Buil et al., 2013;Chaeb & 

Rasti-barzoki, 2016; Coelho et al., 2018). 

The next results prove that brand awareness influences smartphone brand purchase 

intention. In this modern era, access to all information can be easily obtained, including 

information about a brand so that the product can be better known to consumers. Brand 

awareness will provide emotional closeness between consumers and a brand so that 

consumers will have more loyalty to make purchase intentions. With brand awareness, 

consumers can even make references or recommendations for a brand to people they know 

so that they will buy products from that brand, which of course will explain the overall 

quality provided. The highest level of brand awareness is top of mind, if they are in this 

position, consumers will always make purchase intentions even when a brand is not in the 

best position. So, it can be stated that brand awareness has a positive effect on purchase 

intention, the same as previous research  (Esch et al., 2012; Rubio et al., 2013; Malefyt, 

2015). 

Furthermore, this research proves that YouTube ads have an effect on brand image. In 

its development, YouTube provides an ads feature for advertisers to promote their goods to 

the public with the aim of providing a significant level of reflection of the product they have 

so that it will have a good effect on the brand image they have, especially with the overall 

quality provided. With YouTube ads, the campaign that is carried out will be able to reach a 

large audience, especially with interesting things that can be presented by advertisers so that 

a positive image, in this case the brand image of a product, can be more attached to anyone 

who sees the ad. With short and effective advertisements on YouTube ads, it will give 

someone an impression regarding the message conveyed by the advertiser, especially now 

that YouTube's audience is the largest. This is useful for anyone who uses the YouTube ads 

feature, either to improve a brand image that they already have and have attached to it or 

even to create a new brand image. So it can be said that YouTube ads have a positive effect 

on brand image, this is in line with previous research  (Sunderaraj & Loheswari, 2015; 

Febriyantoro, 2020). 

The results of this research also show that brand image influences smartphone brand 

purchase intention. Brand image can be said to be a perception about a brand that provides 

a picture or reflection that exists in consumers' memories. In practice, a good brand image 

will greatly influence purchase intention, especially with effective and appropriate 

strategiesespecially with the overall quality provided. A brand image that is already stuck in 

someone's head will usually be difficult to change, especially if a brand does not make a 

breakthrough that is truly different. All information and past experiences of a consumer will 

provide a representation of the brand. If the representation you get is good without having 

to carry out promotions, consumers will always believe it and the level of purchase intention 

will always be high and vice versa. The uniqueness, strengths, functional value and even 

added value provided by a brand, in this case a smartphone, will create a good and good 

brand image which will automatically increase a person's level of purchase intention. So it 
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can be said that brand image has a positive effect on purchase 

intention,Rani & Suradi, 2017;Praditbatuga & Thirakomen, 2018; Sulaiman et al., 2021). 

Furthermore, the results of this research show that YouTube ads have an effect on 

purchase intention. The YouTube platform provides many conveniences for marketers to 

carry out promotional activities that can increase purchase intention, especially with the 

overall quality provided. One of the YouTube features that provides access is YouTube ads, 

where the algorithm has been adjusted in such a way that the information or advertisement 

is on target to reach potential customers. With advertisements that appear on YouTube, 

psychologically, it will give consumers an idea that a brand, in this case a smartphone, is 

going viral so that they will be more confident in making a purchase (purchase intention). 

YouTube ads are packaged well and attractively, which of course contains uniqueness, 

superiority and strength will have a big impact on consumer purchase intention. The more 

attractive the advertisement, the greater a person's intention to buy the product. So it can also 

be said that YouTube ads have a positive influence on purchase intention, this finding is in 

line with previous research (Nowak & Mcgloin, 2014;Tiltay & Ozkara, 2017; Febriyantoro, 

2020). 

In this study it was also found that: Brand awarenessinfluence on brand trust. 

Basically, brand awareness is an important strategy in a marketing process whose main goal 

is to increase brand trust so that a product will continue to exist compared to competitors. 

especially with the overall quality provided. In its implementation, brand awareness will 

automatically direct the mindset of potential consumers regarding a decision, for example, 

when someone already has high brand awareness, it will be quite difficult to reduce their 

brand trust even if they are hit by negative issues circulating. What's even more amazing is 

that consumers can even defend themselves with arguments or actions that will strengthen 

the brand, this is all based on very high brand trust. Brand awareness is a need for all 

businesspeople, especially in this era of digitalization where the circulation of information 

is very fast and references are everywhere, which can reduce brand trust. Therefore, it is very 

important for businesspeople to strengthen their customers' brand awareness so that they are 

always loyal. So it can be said that brand awareness has a positive influence on brand trust 

in accordance with previous research (Afriani et al., 2019; Andik & Rachma, 2022). 

This research found that brand trust influences purchase intention. It is basic that if we 

believe we will do everything, as in this research, if consumers already have brand trust in a 

brand, in this case a smartphone, the consumer will make every effort to buy it, which shows 

that the level of purchase intention is very high, especially with the quality. given in its 

entirety. Not only that, with good brand trust, customers will definitely make repeat 

purchases more often. Brand trust is formed by a good relationship between a brand and its 

consumers, which makes the image of trust a belief that the consumer's choice to buy will 

bring them the best benefits. Besides that, Brand trust increases the possibility that 

consumers are willing to choose the products we have. This is all that can be used as a basis 

if it can be said that brand trust has a positive influence on purchase intention, in line with 

several studies that have been conducted previously  (Mocanu, 2013; Santini et al., 2015; 

Ha, 2021). 
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Furthermore, this research found that Youtube Ads had an effect on Purchase Intention 

which was mediated by Brand Awareness. Advertisements displayed on the YouTube 

platform can increase consumer curiosity about a product, in this case smartphones. Based 

on high curiosity, a consumer will look for more detailed information about the product. This 

is in line with the algorithm provided by YouTube which will provide advertisements 

according to what consumers need. Equipped with appropriate information, consumers' level 

of purchase intention will be greater. All of this can be used as a basis for YouTube Ads to 

have a positive impact on Purchase Intention mediated by Brand Awareness  (Kim & Han, 

2014; Kakkos et al., 2015). 

This research also proves that YouTube Ads have an influence on Purchase Intention 

which is mediated by Brand Image. YouTube is a media that can be relied upon in terms of 

displaying advertisements where its market share is very large. A brand can take advantage 

of this to carry out promotions with the aim of building a positive brand image, so that the 

uniqueness, superiority, strength and benefits provided by the brand can be conveyed to 

consumers. With the information that consumers get about a brand, it will certainly create 

an increased level of Purchase Intention. This makes researchers believe that YouTube Ads 

have an influence on Purchase Intention which is mediated by Brand Image  (Sunderaraj & 

Loheswari, 2015; Praditbatuga & Thirakomen, 2018). 

YouTube Ads have a positive impact on Brand Trust mediated Brand Awareness. In 

this research, the influence of YouTube in displaying advertisements brands can be a basis 

for consumers to search for information about brands in this case, the researcher focuses on 

overall quality related to each specification smartphone brands, so that the information that 

consumers have obtained will give rise to brand trust to wards something brands. The sense 

of trust that consumers have then proves this to be true YouTube Ads have a positive impact 

on brand trust mediated brand awareness (Buil et al., 2013; Afriani et al., 2019). 

Brand Awareness has a positive impact on Purchase Intention mediated Brand Trust. 

A knowledge that consumers have aboutbrandsin terms of overall excellence which is the 

basis for growth brand trust to consumers. This sense of trust will certainly give rise to a 

feeling of wanting to own something brand, this will certainly increase the level Purchase 

Intentionon brands This means that consumers will be more confident in making purchases, 

because they already have sufficient information and confidence to use it brands required. 

Thus, it can be concluded that brand trust has a big influence on the level purchase intention 

because consumers when they want to make a purchase of something brands of course, you 

will first seek as much information as possible to create a sense of trust brands itself. So it's 

true that Brand Awarenes shave a positive impact on Purchase Intentionmediated Brand 

Trust  (Kashif et al., 2015; Hanaysha, 2016). 

 

CONCLUSION 

All hypotheses in this research have proven that there is a positive relationship between 

the variables. In this research, it can be seen that the influence of YouTube ads on purchase 

intention, through brand awareness, brand image and brand trust, all complement and 

strengthen each other so that purchase intention for the smartphone brand is high when the 
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supporting variables are in a positive condition. All aspects can 

be felt by someone who wants to buy a smartphone with the background of the need for high 

quality, especially for the millennial generation in the Jabodetabek area. (Jakarta, Bogor, 

Depok, Tangerang and Bekasi). 

There are still several limitations or limitations that can be corrected in this research, 

namely first, the research was carried out during the Covid-19 pandemic where the entire 

world economy changed significantly and had an impact on the results of this research 

because the conditions were unusual, the next researcher can research again after conditions 

return to normal. Second, this research is limited to the Jabodetabek area (Jakarta, Bogor, 

Depok, Tangerang and Bekasi), the majority of which are large cities, so the results are 

relatively flat. Future researchers can do this with larger and more diverse areas. Third, this 

research only adds one additional brand trust variable as a differentiator from previous 

research, future research can add several new variables that are more in line with the needs 

for better results. These four studies were carried out using online questionnaires so there 

were still some respondents who filled in less than optimally. Future research can overcome 

this by using different methods. Finally, this research produced a small R² value for the 

YouTube ads variable. Future research could choose new variables that could be more 

significant, for example Tiktok ads. 

Furthermore, there are several managerial implications of this research that are 

important for smartphone companies to improve the quality of advertising information 

provided so that they can make consumers more confident in making purchasing decisions. 

And the most important thing is to create an effective strategy so that the level of brand 

awareness, brand image and brand trust becomes higher so that it will create loyal 

consumers, especially by considering other factors that can influence marketing 

communications, including economic conditions and market trends. 
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