
 

 
Volume 3 Issue 9 (September 2021) PP. 143-154 

 DOI 10.35631/AIJBES.39011 

Copyright © GLOBAL ACADEMIC EXCELLENCE (M) SDN BHD - All rights reserved 

143 

 

 

 

 

ADVANCED INTERNATIONAL JOURNAL OF 

BUSINESS, ENTREPRENEURSHIP AND SMES 

(AIJBES) 
www.aijbes.com 

 

  

 

THE EFFECTIVENESS OF PRODUCT PLACEMENT ON 

YOUTUBE CONTENT VIDEO TOWARD CONSUMER 

PURCHASE DECISION IN INDONESIA 
 

Milyana Rahayu1 

 
1 School of Business and Management, Institut Teknologi Bandung 

Email: milyana_rahayu@sbm-itb.ac.id 
  

  

Article Info: Abstract: 

Article history: 

Received date: 14.06.2021 

Revised date: 04.07.2021 

Accepted date: 04.08.2021 

Published date: 02.09.2021 

 

To cite this document: 

Rahayu, M.  (2021). The Effectiveness 

of Product Placement on YouTube 

Content Video toward Consumer 

Purchase Decision in Indonesia. 

Advanced International Journal of 

Business, Entrepreneurship and 

SMEs, 3 (9), 143-154. 

 

DOI: 10.35631/AIJBES.39011. 

This work is licensed under CC BY 4.0 

 

Nowadays, almost everyone knows YouTube as one of the world's most 

popular social media platforms. The usage of YouTube is not only a place to 

share videos but also as a medium for information, aid learning, and even as a 

commercial medium for business. With the increasing popularity of YouTube, 

marketers have discovered a new way of integrating their product into online 

videos namely YouTube product placement. An example of popular product 

placement is by one of the healthy instant noodle brands from Indonesia who 

collaborates with well-known Indonesian YouTube influencers. However, 

even though YouTube has already existed and been popular for a long time, 

there is still a few research that discusses product placement in YouTube 

content. Therefore, this research is important to find out whether a YouTube 

content with a product placement delivered by a YouTube influencer will be 

effective in influencing the viewers’ purchase decisions or not. This research 

will be used a quantitative approach to collect the data by conducting the 

survey method. The researcher uses descriptive statistics and PLS-SEM to 

analyze the data. The results indicate that product placement on YouTube 

content video has a positive influence on consumer purchase decisions in 

Indonesia. 
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Introduction 

Nowadays, almost everyone knows YouTube as one of the world's most popular social media 

platforms. YouTube is a multimedia sharing service that allows users to watch content posted 

by other users and upload videos of their own (Christensson, 2009). In Indonesia, YouTube is 
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the most used social media platform with data showing that the penetration rate is more than 

88% (Statista, 2019). This is also the impact of the widespread use of the internet in society, 

the use of the internet is now starting to be applied to various functions and purposes. Most 

people in Indonesia prefer to use YouTube as a medium of entertainment, this can be seen from 

the data 8 out of 10 Indonesian YouTube channels with subscribers are YouTube channels with 

the entertainment category (Hypeauditor, 2021). Moreover, 92 percent of YouTube users in 

Indonesia stated that YouTube is the first place to go if they are looking for video content 

(Praditya, 2018). 

 

Due to the boost of popularity of online video content on YouTube and other social media 

platforms (Folkvord et al., 2019), marketers have discovered a new and remarkable way of 

integrating their product into online videos namely YouTube product placement. Product 

placement itself has the definition as a marketing strategy by placing branded products, 

packaging, or other trademarked goods on a film, television program, or other digital media to 

increase customer memory of the brand and briefly make it easier to introduce a product in a 

location purchase (Panda, 2004). 

 

Based on the popularity of online video content on YouTube, product placement can also be 

found easily on the content of Indonesia's popular YouTube influencers (YouTubers.me, 2020). 

One of the examples of brands that have implemented the Product Placement strategy in the 

YouTube content is "Mie Lemonilo", the brand collaborates with some of the most famous 

YouTube channels in Indonesia such as Rans Entertainment, Baim Paula, and Ricis Official. 

Based on the way YouTube influencers communicate a brand, we can find out that they make 

a plot connection in implementing product placement, which is one of the dimensions in 

Tripartite Typology theory. According to Russell (1998), the plot connection dimension refers 

to the degree to which the brand is integrated into the plot of the story. 

 

The plot is very important for the inclusion of product placement into content or media, this is 

supported by previous research which states that a good plot integration will affect the 

consumer's ability to remember a brand (Bressoud, Lehu, & Cristel, 2010). Moreover, previous 

research also showed that product placement will affect consumer brand awareness, and this 

will also have an impact on consumer purchase intention (Kristanto & Brahmana, 2016), the 

advantages of product placement are indeed an advantage that marketers are looking for. By 

having the largest share of content marketing, YouTube may become a product placement 

channel. YouTube has content of over one billion users producing billions of views and 

viewing hundreds of millions of hours of video content every day. One of the most critical 

aspects of YouTube is its ability to create a strong sense of community among its users (Boyd, 

Clarke, & Spekman, 2014). 

 

Marketers have become very interested in entering into advertisements or product placement 

deals with YouTube influencers since their phenomenon began in 2009 (Gerhards, 2019). Even 

though YouTube has already existed for a decade, there is still a few research that discusses 

product placement in YouTube content compared to product placement on other mediums such 

as television and film. This research is important to find out whether a YouTube content with 

a product placement delivered by a YouTube Influencer will be effective in influencing the 

viewers’ purchase decisions or not. Besides that this research is also important because we will 

find out whether the difference in the product placement medium, which previously used 

television shows to become YouTube content, will be successful in influencing consumers 

more on their purchase decision of a product or not. Because, although previously it was said 
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that product placement was widely used in television, previous research has also stated that 

people still believe that they were more influenced to buy a product when they see it in a 

commercial advertisement rather than the product placement they saw in television shows. 

 

Literature Review 

 

Product Placement 

Product placement is a marketing strategy that places branded products, packaging, or other 

trademarked goods on a film, television program, or other digital media to increase customer 

memory of the brand and briefly make it easier to introduce a product in a location purchase 

(Panda, 2004). Depending on whether products or brands are illustrated, product placement can 

also be called brand placement (Karrh, 1998).  

 

YouTube 

YouTube is a multimedia sharing service that allows users to watch content posted by other 

users and upload videos of their own (Christensson, 2009). YouTube is one of the social media 

networks with the largest social effects, and it is also stated to be the most valuable social 

network (IAB, 2015). YouTube has proven itself to be a popular platform with evidence 

showing that 79% of internet users claim that they have a YouTube account (Datareportal, 

2019). Nowadays, YouTube is not only a place for sharing videos, but also as a platform for 

information, learning support, and even as a business medium. Statistics show that 62% of 

companies use YouTube as a platform to post their content (Buffer, 2019) as evidence. 

 

Branded Content 

Based on a study conducted by IPG Media Lab and Google (2015), branded content is 

described as content that lives on its own, created by and for a brand, as opposed to content 

produced by someone else to which the brand is committed. Moreover, the Branded Content 

Marketing Association interprets the concept of branded content from a comprehensive and 

managerial viewpoint and describes it as any content associated with a brand in the eye of the 

audience (Canter et al., 2013). In addition, based on previous research, it has been concluded 

that content marketing can create value through the providing of informative and/or 

entertaining information about a brand (Lou et al., 2019). Therefore, this research will examine 

further the influence of the informative value and entertainment value of a branded content. 

 

Brand Experience 

Previous research has shown that sensations, emotions, cognitions, and behavioral reactions 

that arise due to brand-related stimuli that are part of design and brand identity, packaging, 

communication, and the environment are conceptualizations of brand experience (Brakus et 

al., 2009). Brand-related stimuli such as product design, identity, packaging, marketing 

communications, advertising, and distribution locations are exposed to consumers when they 

search for, buy and consume brands and can consequently influence consumer brand choices 

(Ramaseshan & Stein, 2014). 

 

Entertainment Value 

McQuail (1983) explains that advertising entertainment describes media users' entertainment 

needs and illustrates advertising content’s function in entertaining consumers (Lou et al., 2019). 

Moreover, based on the previous research, it stated that by allowing the audience to exchange 

information, experiences, music and video clips, and so on with their social connections (Kim 
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et al., 2011), there will be an entertainment value that is said to lie in the ability to meet the 

audience's needs for emotional release, distraction, and pleasure (Muntinga et al., 2011). 

 

Informative Value 

Ducoffe (1996) states that the informativeness of advertising refers to the ability of advertising 

to provide information about alternative product information. As a source of information that 

is needed and pursued on time, advertising that attracts customer attention may lead consumers 

to certain producers and products (Pollay & Mittal, 1993). Therefore, in this research, the 

researcher wanted to know the effect of informativeness on YouTube content. 

 

Source Credibility 

Previous research has stated that Message source credibility has the meaning of how much the 

message receiver believes in the sender (Wu & Wang, 2011). Moreover, the credibility point 

in a message is also an important factor that can affect the effectiveness of persuasion (Hovland 

& Weiss, 1951). 

 

Brand Image 

Brand image is created by a group of features of an extraordinary nature, specific to a given 

brand that causes its distinction, while at the same time ensuring the desired recognition of the 

consumer (Świtała et al., 2018). Simultaneously from other research has pointed out that the 

image of a brand is a perception made as a result of some factors (e.g. associations associated 

with a specific brand name, buying experience, a certain prestige of the business, the type and 

scale of advertisement, promotion, etc.), which means that from the point of view of several 

recipients, this is a dynamic, inhomogeneous one a complex one (Pars & Gulsel, 2011). 

 

Brand Attitude 

Brand attitude could be described as a network of integrated perceptions and long-lasting 

opinions about a brand: an overall brand assessment (Eagly & Chaiken, 1993; Keller, 1993). 

Also, research has shown that attitudes can shift over time through a variety of marketing 

stimuli (Keller & Lehmann, 2006) and the behavioral relationship is subject to various 

operational effects (Park & MacInnis, 2006). 

 

Brand Loyalty 

Based on previous research, brand loyalty means the attachment a customer has to a brand 

(Aaker, 1991), which will increase customer repurchase behavior and brand competitiveness 

(Matzler et al., 2008). In addition, Jacoby and Kyner (1973) describe loyalty as a response to 

biased behavior carried out by decision-making units concerning one or more alternative 

brands from a set of brands and as a function of the psychological process then expressed over 

time. 

Trust 

Trust in brands has a similar sense to support for companies and is an important factor in the 

relationship between customers and brands (Fournier, 1998). The previous researcher already 

proposed that brand trust is similar to interpersonal trust so that it is a “feeling of security held 

by the consumer that the brand will meet their consumption expectations” (Delgado & 

Munuera, 2001). 
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Purchase Intention 

Purchase intention is the consumer's willingness to purchase a product or service. Many factors 

may influence the intention of the consumer when choosing the product, and the final decision 

depends on the intention of the consumer with broad external factors (Keller, 2001). Based on 

previous studies, it is stated that consumer knowledge of the product plays an important role in 

the decision to purchase the product (Satish & Peter, 2004). 

 

Purchase Decision 

A variety of customer decisions are most likely to result from the combination of previous 

buying experience, marketing programs, and non-commercial information sources (Schiffman 

& Kanuk, 2007). Past literature has pointed out that customers typically tend to minimize risk 

in their buying decisions (Chaipradermsak, 2007). 

 

Methodology 

The first step that performed to carry out the study by the researcher is problem identification. 

After the problem was identified, a variety of forms of literature related to the issues were also 

reviewed to support the study. Moreover, a quantitative approach will be used to collect the 

data by conducting the survey method. A survey method is used to determine the behavior of 

consumers or viewers who are influenced by product placement on YouTube content. Surveys 

can also be carried out using a variety of techniques, this time the survey method used is 

through a questionnaire. The population of this research is people that are actively using 

YouTube who are domiciled in Indonesia. This research is limited to 3 YouTube channel 

videos with people and blog categories from local YouTube influencers (Rans Entertainment, 

Baim Paula, and Ricis Official) who are included in the 10 Indonesian YouTube channels with 

the most subscribers (minimum 14.3M subscribers). The product placement variance is also 

limited to the brands of food products because it is the kind of product placement that is more 

often found in their content. Before filling out the online survey, the participants are asked to 

watch a product placement content video (which is limited to Mie Lemonilo products) posted 

by the local YouTube channels (Rans Entertainment, Baim Paula, Ricis Official). The 

participants can provide information about their perception and experience after watching the 

product placement content video that will provide insights into this research. The sample size 

applied in this research refers to the previous study which stated that the minimum sample size 

used for the marketing study is 200 samples (Malhotra et al., 2016). Therefore, this research’s 

sample size is a minimum of 300 samples divided into 100 samples for each YouTube channel. 

In this study, the researcher will use descriptive statistics and PLS-SEM to analyze the data. 

After the data were analyzed, the next step is the data will be discussed to reach a conclusion 

and recommendations. 

 

Discussion and Analysis 

Based on the discussion, this study can conclude that there are several variables that influence 

consumer purchase decisions. The independent variables are Brand Experience, Entertainment 

Value, Informative Value, and Source Credibility. The findings of this research can be used to 

analyze the effect of factors in product placement on YouTube content on consumer purchase 

decisions and to develop a product placement strategy in YouTube content that is effective in 

influencing consumer purchase decisions. The conceptual framework for this study depicted in 

figure 1. 
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Figure 1. Conceptual Framework 

Source: Author’s Interpretation 

 

From the conceptual framework above, we can conclude that the four independent variables 

that have been mentioned previously are the factors contained in a product placement content. 

These factors in this study are predicted to influence the purchase decision of the audience 

towards the products placed in the video. The above factors require a number of other variables, 

namely mediating variables such as Brand Image, Brand Attitude, Brand Loyalty, Trust, and 

Purchase Intention to influence the dependent variable, namely Purchase Decision. By 

analyzing the content of this product placement, it is hoped that later it will be known what are 

the factors that can effectively influence the audience to buy a product that is placed in the 

product placement content. 

 

Conclusion 

This study examines how respondents reacted to various criteria related to YouTube product 

placement in affecting their purchase decision. This research will be used and tested in future 

investigations based on the proposed conceptual model. The conceptual model will be tested 

quantitatively by distributing surveys and analyzing the results with statistical tests. This 

research will assist marketers in analyzing the impact of product placement variables on 

YouTube content on consumer purchase decisions and in developing a product placement 

strategy in YouTube content that is effective in influencing consumer purchase decisions. 

Another study on YouTube product placement could be compared to the findings of this study 

to gain a better understanding of consumer purchase decisions in Indonesia. 
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