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Abstract
Objective: Customer thinks many times before the purchase 
of service or product. Many people prefer different sources to 
identify its legality, such as YouTube, friends, and relatives in-
fluencing their purchase decision. Therefore, the main aim of 
the research reflects on the factors influencing millennial buy-
ing decisions while referring to YouTube. Method: Through the 
structured questionnaire using the Likert scale, the data has 
been collected through an online survey where research found 
132 respondents as sample size. The one-sample test has been 
computed to prove the significance of four factors. Findings: 
The study found there are four factors (Presentation of Product, 
Feedback of Customers, Trust on Familiar Channels, and Satis-
faction Level) that have a significant impact of YouTube on mil-
lennials’ buying behavior. Practical Implication: An implemen-
tation of such factors could work for them if applied effectively 
and attractively. Consumers only want accurate and trustworthy 
detail so that they can think about purchasing. Originality/Val-
ue: By applying theories and evaluating the buying behavior 
of millennials, researchers have studied the impact of YouTube 
on the purchase intention of millennials, but significant factors 
have not come out. The current research considers such factors 
what millennials see on YouTube and impacts on their purchase 
decision
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Introduction 
Today, every organization uses a social media plat-

form for advertising the offered products and services; 
the main reason can be due to a growing mobile audi-
ence, everyone using social media platforms, whether 
for selling product or purchase. Social media is a vital 
platform for every organization that wants to endure 
pertinence and observability in today’s demanding 
online world for the marketing arena. According to 
marketers, social media has facilitated an increase in 
coverage, which means that if people are not utilizing 
social media to its fullest, they miss out on a massive 
opportunity. Social media channels are preeminent to 
promote the product and reach out with customers’ 
queries, complaints, and concerns. They were catego-
rizing new leads and prospects that are parallel to the 
best of consumers and can explore the preferences and 
behaviors of consumers according to their lifestyle.

In India, the marketing of lifestyle products is ex-
pected to see strong growth during the forecast pe-
riod due to rising family spending, urban develop-
ment, and changes in shopping habits, nutrition, and 
increased attention to personal hygiene. Due to the 
increase in disposable income, consumers are spend-
ing more on lifestyle products and luxury items. The 
Indian lifestyle market is segmented by type, gender, 
and region. Depending on the type, the market is di-
vided into food and drink, sports and fitness, leisure, 
free time, etc. Lifestyle marketing is a procedure for 
creating connections between the presented products 
on the market and specific lifestyle groups. It includes 
market segmentation as per lifestyle size, positioning 
the product in an attractive way for the target mar-
ket’s activities, interests, and opinions, and launching 
particular advertising programs that benefit lifestyle 
attractions to improve the product’s market price [1]. 
Social and psychological reasons are the main, which 
influence consumers to purchase the product. Howev-
er, what each includes?

Social Reasons
Social reasons involve groups in reference, aspira-

tional and member, families, roles, and status. More-
over, they directly or indirectly clarify the external in-
fluences of others on customer purchasing behavior. 
Social factor significantly influences the Consumer 
decision.
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Psychological Reasons
It affects the purchasing decision, which involves 

perception, motivation, learning, and attitudes and 
beliefs. Other people frequently encourage a custom-
er’s purchasing behavior. The seller must know which 
audience is interested in the purchasing decision and 
what function each person performs so that promo-
tional tactics can also be directed to these people. 
Marketers should do advertising according to each 
generation. In this fraud scenario, customers search 
for trustworthy or honest information, which can help 
them make a purchase. The focal point of social media 
marketing is to contact the best audience, so it is advis-
able to use familiar channels. 

To purchase the product through a social media 
platform, the customer thinks many times; therefore, 
first, they explore the company before purchasing the 
product. Many people prefer different sources to iden-
tify its legality, such as YouTube, friends, and relatives 
influencing their purchase decision. Therefore, the pri-
mary purpose of the research reflects on the impact of 
YouTube on millennials buying decisions. Millennials 
because they pay more attention to advertising content 
than Gen Z. Gen Z likes fast or short-lived video con-
tent, like Snapchat or Instagram Stories, whereas mil-
lennials appreciate long-lasting content, for example, 
detailed videos or podcasts, which intends that those 
who advertise or market for the millennial generation 
can get away with somewhat longer or deeper content. 
In contrast, those who advertise in Generation Z want 
to present their value proposition more quickly and as 
transparent as probable in marketing programs.

Understanding the age in which an age group can 
assist businesses to find common generational ele-
ments such as inspirations, expenditure or saving hab-
its, or pain points shared by all. Two things that dis-
tinguish each generation’s childhood period involve 
technology and economics. When it comes to getting 
to know brands or products on social media, each 
generation also has its unique individual preferences. 
For instance, Generation Z prefers to get to know the 
products through video-based marketing and social 
media influencers. In contrast, millennials will react to 
a range of promotional tactics comprising more tradi-
tional online advertisements, social media marketing, 
and podcasts brand.

The research involves some existing studies 
demonstrating the millennials influencing their buy-
ing behavior to comprehend the knowledge. Some 

studies show millennial trust in their peer while mak-
ing a purchase decision despite any social media chan-
nel; instead, this research analyses the impact of You-
Tube on millennials buying decisions, which is unique 
itself. A survey was conducted to know about the con-
sumers’ response useful in obtaining the results and 
draw an effective conclusion for the study to follow 
the uniqueness of the research, hopefully, beneficial 
for the organization and those using social media plat-
forms.

Impact of You Tube Ads on Buying 
Behaviour Of Customers

In this digital era, YouTube is used for video ad 
campaigning to attract consumers’ buying behavior by 
promoting the product and services offered by the sell-
er. YouTube channel is the second-largest video search 
engine that is used as an advertising medium by the 
company. YouTube is used for business promotion on 
the company’s official website that increases the cus-
tomer’s buying decision. It is the trending strategy that 
the organization acquires for increasing the sales of the 
business. Everyone is watching YouTube videos for any 
purpose, such as debugging your phone and unlocking 
country code, which is the best clothing brand for peo-
ple and others. Therefore, YouTube makes the youth 
purchasing decision by providing the services offered 
by the sellers. It is used to answer all questions and que-
ries of consumers by communicating the benefits of us-
ing particular services offered by the company. 

YouTube has a great impact on business profit-
ability by exploring the advantage of using specific 
products and services offered by the organization. For 
example, Maybelline eyeliner is used by the actor in 
the video to influence the benefit of using a particu-
lar brand that increases the buying decision of women 
using eyeliner. The customer views and extracts the 
benefits offered by the organization through YouTube 
content that attracts the organization to buy the ser-
vices offered by the company. The majority of viewers 
are the Youth generation who are influenced by the 
opinion of others and consider the opinion of others 
during the purchase of any product and services.

Review of Literature

Social Media Marketing
Social media platform becomes popular, and the 

number of users on social media has increased rapid-
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ly. Millennials spend most of the time on social media, 
and they have higher purchasing power. Companies 
are still uncertain regarding the right social media 
platform that can be used for social media marketing 
activities to shape Millennia’s brand perception and 
purchase intention. 

In order to determine [2] conducted a 12 Millennia’s 
response towards three top social media platforms in 
Malaysia, i.e., YouTube, Facebook, and Instagram. The 
results showed that YouTube marketing activities af-
fect brand awareness and improve brand image among 
the millennial cohort. Instagram marketing activities 
using the framework analysis approach and enhance 
millennial willingness to buy the products if there are 
good reviews, testimonials, and retailers engage with 
them is spontaneous. Surprisingly, Facebook mar-
keting does not improve brand awareness. This study 
extends the understanding of the Hierarchy effects of 
theory by showing that Millennial do not go through a 
sequence of steps in their buying behavior. The study 
involves companies that use the integrated strategic 
approach to using social media channels in social me-
dia marketing activities that are user-generated con-
tent. Over the years, consumer confidence in online 
shopping applications has improved significantly. The 
rise of the numerous channels, on the one side, has 
driven to severe competition, which means superior 
and inexpensive products for consumers, though con-
secutively consumers have their confidentiality aspect 
when it comes to online shopping, which makes on-
line shopping a right subject for scholars.

[3] Attempts to reveal some of the main factors 
of online shopping intents from the Indian aspect, 
where the study results show that a positive outlook 
towards e-WOM and preceding favorable experience 
are the major elements of the online buying behavior 
from Indian buyers. On the other side, the study found 
that social influence and brand image are the drivers 
that significantly affect consumers’ behavior to shop 
online. However, what was the effect of YouTube on 
buying behavior? It is focused on examining the in-
fluence of social media advertising through YouTube 
and Facebook on consumer buying behavior in the 
luxury retail sector in Riyadh, Saudi Arabia. The study 
showed that the target audience, the platform selec-
tion, and the feedback of the follower and publication 
program could account for 64.1% of the variability in 
finding details and had a significant impact on the 
search for information. In contrast, the significance of 

the content, the voice of the content, and the call to 
action had a positive but irrelevant impact on the ev-
idence search phase of the consumer buying behavior 
procedure in the luxury retail sector of Riyadh. 

Effect of you tube Advertising on Purchase 
Behavior

Among numerous social media platforms, You-
Tube has received the least study associated with a 
customer purchasing decision [4] , identified the as-
pects that influence the buying intent of customers 
who watch YouTube videos related to the products. 
Online survey for consumers watching makeup/beau-
ty videos on YouTube has been utilized to examine 
theories. The results revealed that product videos on 
YouTube are vital for persuading buying decision of 
a consumer. Furthermore, numerous elements affect 
the decision to purchase diverse stages on the other 
side [5] , explained that promotion of the product on 
YouTube has become progressively popular for its vast 
potential to attract existing and new target customers 
through extremely interactive video ads.

However, YouTube is criticized for offering content 
generated primarily by lower-value users, which raises 
significant issues among marketers about how resourc-
es can be more efficiently allocated across all platforms 
and how YouTube can be useful as an advertising chan-
nel. The objective of [5] is to examine existing studies 
that discover the efficacy of advertising on YouTube. 
The study contributed to the theoretical study by gath-
ering a series of methods to examine the efficacy of 
advertising and categorizing the aspects that affect it 
in online video advertising. Applicable standards and 
structures for assessing the usefulness of advertising in 
the YouTube video context, social media, online video 
advertising features were analyzed, and the theoreti-
cal basis of online advertising [6]. studied the aspects 
that influence YouTube’s advertising importance and 
its impact on buying behavior. The outcomes showed 
that structuring, entertaining, and trends significant-
ly affected YouTube’s advertising importance; though, 
impatience had an insignificant effect.

Additionally, the results exposed that YouTube’s ad-
vertising importance had a significant impact on pur-
chase behavior. Besides, the study observed whether 
the importance of YouTube advertising features varies 
based on demographic variables. The results showed 
that few of the demographic aspects vary through ad-
vertisements on YouTube. In Indonesia and Taiwan, 
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the impact of user-generated video reviews on cus-
tomer buying decisions was observed to comprehend 
how they utilize electronic word of mouth (eWOM) 
sources as a platform for the YouTube.com website. It 
is examined that eWOM acceptance in the user-gen-
erated video setting is influenced by on cause integrity 
of the individuals that post or make video reviews on 
YouTube, and cause integrity is narrowly associated 
with source expertise and honesty. The research con-
sequences have suggestions for marketing separation 
of the business and recommend specific methods to 
improve performance for the tactical advertising to 
endorse their product on user-generated video.

YouTube is one of the leading social networks and 
arguably the most popular among the youth when 
considering its abundance of social material and vid-
eos [7]. YouTube is a brilliant marketing and adver-
tising tool when trying to reach younger consumers. 
YouTube advertising does not create intention-to-pur-
chase among generation Z consumers [8]. Displayed 
that the more engaging and the more useful the You-
Tube marketing, the more the YouTube marketing im-
portance. However, the customization and irritation 
factors supposed to impact the YouTube marketing 
importance were not confirmed. In conclusion, the 
importance of YouTube marketing considerably im-
pacted the consumers’ buying behavior. It was mod-
erately facilitated by responsiveness towards a brand.

Effect of You tube Advertising on Purchase 
Behavior among Millennials

Millennials are born between the years 1981 to 
1996. They have the nature of focusing only on family 
and having a comfortable life for them. In India, near-
ly 410 million millennials spent an amount of 330 Bil-
lion USD annually [9]. Therefore, shopping behavior 
and buying patterns change rapidly across India and 
the marketplace. Brands were once iconic, now strug-
gle to stay afloat in markets, sometimes almost single 
handily driven by the millennial. In India, millennials 
are the key drivers in the consumer market.

Hence, [9] study focused on identifying the rela-
tionship between functional value price, quality, emo-
tional value, social identity, and consumer behavior 
and on identifying the impact of variables on consum-
er behavior among Millennial in Bangalore, where au-
thors provide a clear view of the variables (functional 
value, social value, emotional value) and attitude are 
statistically significant. All the variables influence con-

sumer-buying behavior. According to the study of [10] 
, today’s emerging digital marketing environment has 
transformed the means of customers to make their 
purchase decision.

Methods of traditional mass marketing no longer 
have the preferred outcome. Millennials are a gener-
ation that spends lots of time online and prioritizes 
social media over other kinds of media. Millennials 
are expected to have a record of buying power and are 
more impacted by user-generated content (UGC) [10]. 
Aim to examine the effect of user-generated video 
content (UGC) among millennials on customer buy-
ing decisions in the YouTube context. Results showed 
that millennials are vigorously looking for their col-
leagues ‘suggestions by viewing a range of UGCs on 
YouTube. One of the primary outcomes has shown 
that millennials rely on individuals to make purchas-
ing decisions towards a brand. The study suggests that 
advertising specialists utilize these outcomes to reor-
ganize their marketing tactics intended for millenni-
al or post-millennial generations. Electronic word of 
mouth (eWOM) has been measured as a suggestively 
efficient device in attracting customers with the ad-
vancement in the network system.

Therefore looked at eWOM from the perspective 
of You Tube beauty videos [11]. The information 
adoption model was used to verify whether these vid-
eos affect the intention of consumers to buy cosmetics, 
where the outcomes confirmed that the superiority of 
the information and the credible source were the de-
termining factors of the usefulness of the information 
perceived, which significantly and positively affect the 
acceptance of the information and the intention to 
purchase. Besides, this study also assisted the compre-
hensive view on the association between information 
superiority and source trustworthiness in the per-
spective of the elaboration likelihood model (ELM). 
Millennials spend lots of time watching online videos; 
therefore, YouTube initiators are more persuasive than 
traditional personalities [12]. 

Consumer Generated Advertising (CGA) affects 
consumer outlooks and decisions to interact with 
YouTube characteristics and transmit electronic word 
of mouth [13] discovered that customers as a source 
have positively improved attitudes in advertising be-
havior and inter-activity. Advanced levels of NFC 
positively improved inter-activity and transmission. 
The results recommend that CGA is a reliable form 
of user-generated content, with an experience that 
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causes interactive interaction with research, evalu-
ation, or comment. The practical suggestions show 
the prospective for online marketers to observe pos-
itive reactions of the customer to CGA-tagged ads 
with the flexibility of the content for a large group 
of customers and better transmission of people with 
high NFC.

Factors Affecting Purchase Intention In 
Youtube

YouTube advertising in the context of entertain-
ment, customization, and credibility positively adds 
the advertising value on YouTube, which signifi-
cantly impacted the purchasing behavior [14]. Social 
media influencers (SMI), electronic word-of-mouth 
(EWOM), and perceived quality (PQ) on purchase in-
tention (PI) of beauty products on YouTube simulta-
neously have a significant impact on buying decisions 
[15]. Nevertheless, only two variables individually 
have a significant impact on buying behavior: social 
media influencer and perceived quality. 

Customers to get information about electronic 
products before buying them read blogs [16]. Discov-
ered that the intention of the consumer to use blogs 
to obtain details and their comparative role in the 
decision to purchase electronic products. Blogs have 
appeared as a new Internet-based communication in-
strument for businesses. The World Wide Web Blogs 
are listed to provide product information, particularly 
in the electronics and the consumer durables sector. 
Factors are influencing the purchase intent of custom-
ers who watch YouTube product-related videos for 
these results revealed that YouTube product-related 
videos are significant for persuading consumer-buy-
ing behavior. Additionally, various factors influence 
purchase intent at diverse levels [17]. 

Instablogger and YouTubers are observed as credi-
ble sources of information and are considered reliable 
by consumers. Besides, positive reviews on YouTube 
and images posted on Instagram influence the pur-
chasing decisions of consumers. YouTube marketing 
is a perfect multimedia stage for executing marketing. 
Reliability, social influence, the quality of the argu-
ments, and the information’s participation are factors 
that impact the consumer perceived the information 
credible on YouTube. The analytical results of [18] also 
revealed a robust and significant correlation between 
credible information perceived and brand/video atti-
tudes [19]. showed that YouTube’s impact and usage 

by college students is the subject of the research. Popu-
lar channels of YouTube are frequently browsed by the 
students and the duration and reason behind their us-
age. As this is an era of smartphones at a very early age, 
students tend to get involved in different applications; 
they are too curious to know about things happening. 
They have an urge to learn things from different tu-
torials. This descriptive research portrays the current 
scenario of our society, where YouTube plays an active 
role among students.

The objective of the research 
Evaluate the factors influencing millennial buying 

decisions while referring to YouTube.

Research Model and Method 

Research method
The proposed descriptive research method de-

scribes the population, situation, or phenomenon 
used to investigate one or more variables. The descrip-
tive method is an appropriate choice to identify char-
acteristics, frequencies, trends, and categories.

Methods of data collection

Primary data
Through the structured questionnaire using Likert 

scale of 1-5 (1=Strongly Disagree, 2=Disagree, 3=Neu-
tral, 4=Agree, and 5=Strongly Agree), the data has 
been collected through an online survey where re-
searchers found a total of 132 respondents as a sam-
ple size in order to fulfill the objective of the paper as 
stated above. Delhi/NCR has been adopted as an area 
for research. 

Secondary data
Secondary data is the study of the investigation that 

was previously collected. Secondary data was obtained 
from journals, old reports, or any other sources where 
relevant information was stored.

Statistical Technique
Further, by using data collected, the one-sample 

test has been adopted to evaluate the impact of You-
Tube, which millennials consider while buying prod-
ucts. Firstly, the research model was proposed for the 
study. Then, hypotheses are framed in order to obtain 
results computed based on some factors.
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Analyses
The hypothesis is framed based on the proposed re-

search model (Figure 1) to evaluate the positive or neg-
ative impact on the related research topic. According to 
the YouTube platform [20] , the presentation of adver-
tisements will interfere with customers, which will not 
positively affect the efficiency of advertising. Advertise-
ments and video content are incredibly applicable; un-
der video content, customers are eager to know about 
product details by selecting advertisements. When 
customers watch a video advertisement, direct prod-
uct placement is better than implicit placement; Video 
ads have better advertising efficacy due to the extraor-
dinary level of consumer engagement in products. To 
evaluate this, the following hypothesis was proposed.

Presentation of Product

Trust on familiar channels

Feedback of consumers

Satisfaction level

Negative 
Impact

Positive 
Impact

IMPACT OF YOUTUBE ON MILLENNIALS BUYING 
DECISION

Figure 1. Proposed Research Model.

Hypothesis 1: Presentation of a product on YouTube 
has a significant impact on millennials buying behavior.

Uncertainty of quality and high search costs to 
identify applicable information from an ocean of in-
formation can prevent consumers from making pur-
chases. [20] Revealed that the number of consumer 
comments is significantly impacted on sales. To evalu-
ate this, the following hypothesis is proposed.

Hypothesis 2: Feedback of Consumers on YouTube 
has a significant impact on millennials’ buying behavior.

According to [15] , consumer confidence in an on-
line retailer was a critical analyst of the perceived trust 
in the Internet and the purpose to seek product details 
through the online retailer. The purpose of looking for 
product details through the online store and the per-
ceived trust in the Internet was essential for analysts 
of the consumer behavior towards the online retailer. 
To evaluate this, the following hypothesis is proposed.

Hypothesis 3: Trust in familiar channels of YouTube 
has a significant impact on millennials’ buying behavior.

According to [10] , millennials energetically seek 
out their peers’ suggestions by viewing a range of 
UGCs on YouTube. One of the primary outcomes re-
vealed that millennials trust people over brands while 
making a purchase decision. To evaluate this, the fol-
lowing hypothesis is proposed.

Hypothesis 4: Satisfaction level achieved from cus-
tomer feedback has a significant impact on millennials’ 
buying behavior.

A one-sample test is computed to evaluate the 
impact of product presentation, customer feedback, 
customer trust on familiar channels, and satisfaction 
level on buying behavior. The results of the same are 
reported in Table 1.

Table 1
One-Sample Statistics.

N Mean Std. De-
viation

Std. Error 
Mean

Presentation of product 132 7.583 2.0603 0.1793
Feedback of customers 132 7.788 1.4982 0.1304
Trust on familiar channels 132 7.947 1.0062 0.0876
Satisfaction level 132 8.371 1.4641 0.1274

From the following of the one-sample test (Ta-
ble 2), p-values are less than 0.001. Therefore, the tests 
are significant at a 5% level of significance (as p-values 
are less than 0.05), indicating that all factors (presenta-
tion of product, customer feedback, customer trust on 
familiar channels, and satisfaction level) significantly 
affect the buying behavior of millennials.

Table 2
One-Sample Test.

Test Value = 0
T Df Sig. 

(2-tailed)
Mean 
Differ-
ence

95% Confi-
dence In-

terval of the 
Difference

Lower Up-
per

Presen-
tation of 
product

42.288 131 p<0.001 7.5833 7.229 7.938

Feedback of 
customers

59.720 131 p<0.001 7.7879 7.530 8.046

Trust on 
familiar 
channels

90.741 131 p<0.001 7.9470 7.774 8.120

Satisfaction 
level

65.691 131 p<0.001 8.3712 8.119 8.623
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Discussions
The omnipresent role of online information from 

different social media platforms in millennial consum-
ers’ lives is universally recognized in organizations. In 
history, the Internet has rapidly become the fastest 
rising source. Progressively, organizations use various 
social media sites as marketing tools, as this is where 
customers talk, share, and create content. The organi-
zation explores the market to know about the custom-
er’s needs or wants to fulfill accordingly. As we know, 
every individual uses a social media channel, whether 
for entertainment purposes or purchase. Organization 
uses different channels such as Facebook, YouTube, 
to advertise their products to come into the insight of 
customers. However, the customer did not purchase 
it immediately; they search for several factors before 
making a purchase. Therefore, the current research 
reflects on the impact of YouTube on Millennials buy-
ing decision and discussion reflects on-Presentation 
of product is the most significant part as it explains 
product benefits or services. The organization must 
be careful while presenting a product on YouTube. 
A customer wants precise detail that can explain the 
product. Youtube is one of the preferred channels to 
present the product through YouTube Stars. Informa-
tion about the video is exceptionally applicable under 
the guidance of video content. Customers will be eager 
to know more about a product and better understand 
the effectiveness of the high level of product, as stated 
by Lai et al. Therefore, it is clear that the organization 
could implement it in detailing the product.

An organization must ensure that the custom-
er gives positive feedback because the customer first 
references point reviews such as likes, dislikes, and 
comments of the product to know whether the prod-
uct is good or bad. As significant results are shown for 
customer feedback, (Table 2) means it significantly 
impact millennials while making a purchase. Cus-
tomer reviews regarding product gives a positive im-
pact on sales, according to Chen et al. As per results 
of the research, product advertisement on a trusted, 
familiar channel of YouTube such as Pocketnow, The 
Verge useful in making purchase and feedback about 
product on trusted, familiar channels influence buy-
ing decision of millennials. Companies must use the 
familiar channels of YouTube while endorsing a prod-
uct. According to O’Connor, millennials trust people 
over brands, while deciding to purchase the product 
similarly, the study found significant results for the 

satisfaction level means to indicate that after watching 
a couple of reviews video on YouTube, the customer 
takes a better decision or can say get satisfied to pur-
chase the product or not.

Conclusions 
Millennials are a vast and profitable audience in 

the market for businesses. Marketing experts are be-
ginning to prioritize this generation, working to com-
prehend the drivers that satisfy this leading group. 
Millennials have posed a difficulty for marketing ex-
perts, as they do not influence traditional media like 
previous generations. Marketing specialists are im-
plementing new marketing techniques that will reach 
Millennium consumers more effectively.

A significant factor in the growing gap between 
buyer and seller is the rise of Millennials into deci-
sion-making roles. Organizations have been the soli-
tary initiators of promoting content and the designers 
of marketing messages intended to persuade audienc-
es to purchase their decision. Mobile technology is in-
creasing information and making marketing scenarios 
more transparent. The current research shows some of 
the factors shaping how Millennials make buying de-
cisions for their organizations while referring to You-
Tube. The study concluded that the presentation of a 
product must be practical and attractive by using im-
ages and graphics precisely, which endorses the prod-
uct on YouTube. Feedback of customers is the most 
critical factor influencing the buying decision. It must 
be careful that the organization uses real content on 
familiar channels, especially to attain positive reviews 
on YouTube results in satisfaction among consumers.

This research consisted of these four factors: - 
• Presentation of the product means how YouTube 

stars endorsing the product on YouTube videos 
and how the utilization of images and graphics in 
detailing the product influences millennial buying 
decisions where analysis found 7.583 mean. Mil-
lennials are attracted to a wide variety by using 
updated status, reviews, images, and video social 
networks to express their feelings openly.

• Feedback of customers showing 7.788 mean where 
product review (likes and dislikes, comments) and 
unbiased review on YouTube one of the first points 
of reference when considering making a purchase. 
Customer feedback plays a significant role in shap-
ing the business. Listening to them may help busi-
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nesses to create strong relations with their custom-
ers.

• Trust on familiar channels showing 7.947 mean 
where feedbacks and product marketing on trust-
ed, familiar channels such as Pocket now, The 
Verge useful in making a purchase. Advertisement 
of a product on trusted and familiar channels in-
fluences the customer purchase decision. In today’s 
growing mobile audience, millennials do not uti-
lize traditional media like Television, as they opt 
for digital alternatives or a social media platform 
like YouTube that has been chosen for the current 
study.

• Satisfaction level showing 8.371 mean watching a 
couple of review videos on YouTube about a par-
ticular product, millennial decide whether to pur-
chase a product or not. It is crucial to choose the 
right medium and understand their habits to offer 
useful tailored marketing messages to reach the 
right audiences at the right place to provide a satis-
faction level towards a product.

• From all the above factors, the study can conclude 
that satisfaction is the most important to influenc-
ing millennials’ buying decisions.

Limitation and future scope of the research 
Primary data is very costly as compared to second-

ary data. It may not be possible to collect primary data 
in a few cases because of its difficulty and essential 
commitment. Hence, it might be problematic to collect 
primary data. The research activity is time-consum-
ing. Future research can be replicated to other states 
of India to examine more comprehensive thoughts of 
millennials. Another social media platform, such as 
Facebook, Instagram, may propose further research.

Contributions
This research is on the subject of the impact of 

YouTube on Millennials buying decision where it has 
contributed in diverse ways, such as: 

Contribution to theory: The study shows its signifi-
cance and applicability regarding its impact on millen-
nials’ buying behavior. Future researchers would sig-
nificantly advance in their studies from the practical 
outlook applied to the same. Contribution to research: 
The contributions made by the research on the impact 
of YouTube on Millennials’ buying decisions, primar-
ily by increasing knowledge about factors influencing 
the purchase decision. Contribution to practice: The 

research for organizations in several industries may 
enable tactical decision-making associated with the 
presentation of the product and establish an under-
standing among organizations to provide better and 
trustworthy detailing of the product to achieve more 
and more customers.

References
1. A. Saxena, Blogs And Their Impact On Purchase 
Intention: A Structural Equation Modelling Approach. 
Research Gate, (2011). 
2. C. O’Neil-Hart, H. Blumenstein, Why YouTube 
stars are more influential than traditional celebrities. 
Think with Google, (2016).
3. D. Firat, YouTube advertising value and its effects 
on purchase intention. Journal of Global Business In-
sights, 4, 2, 141-155, (2019).
4. D. Firat, YouTube advertising value and its effects 
on purchase intention. Journal of Global Business In-
sights, 4, 2, 141-155, (2019).
5. D. N. Aziza, R.D. Astuti, Evaluating the Effect of 
YouTube Advertising on Young Customers’ Purchase 
Intention. Advances in Economics, Business and 
Management Research, 72, (2017).
6. F. O’Connor, Millennials & Youtube: An investiga-
tion into the influence of user-generated video content 
on the consumer decision-making process, (2016).
7. H. F. Yüksel, Factors affecting purchase intention 
in YouTube videos. The Journal of Knowledge Econ-
omy & Knowledge Management, 11, 2, 33-47, (2016).
8. H. Fulya, Factors Affecting Purchase Intention In 
Youtube Videos, BilgiEkonomisiveYönetimiDergisi, 
(2016).
9. K. Lee, The Influence of Beauty-Related YouTube 
content on Consumers’ Purchase Intention, (2018).
10. N. Chowdhury, A Study On The User Behaviour 
and Impact Of YouTube Videos On College Students 
From East Bangalore, International Journal of Multi-
disciplinary Research Review, 07, 03, (2019).
11. P.Y. Chen, S.Y. Wu, J. Yoon, The impact of online 
recommendations and consumer feedback on sales. 
ICIS 2004 Proceedings, 58, (2004).
12. R. Duffett, The effect of YouTube advertising on 
intention-to-purchase in terms of usage characteris-
tics amongst learners at Westerford High School. Live 
research transform lives, (2014).
13. Rosara, A. Luthfia, Factors Influencing Consum-
er’s Purchase Intention on Beauty Products on You-
tube. Journal Of Distribution Science, (2020). 



742 | Cardiometry | Issue 25. December 2022

14. S. Nabila, A. Achyar, Analysis Of Factors Affecting 
Users’ Attitude Toward The Youtube Ads And Their 
Effects On Purchase Intention. Ijmbs, 7, 1, (2020).
15. S. Sathish, A. Rajamohan, Consumer behavior 
and lifestyle marketing. International Journal of Mar-
keting, Financial Services & Management Research, 1, 
10, 152-166, (2012).
16. S.M.A. Hussain, K. Janardhanam, The Influencing 
Factors On Consumer Behaviour of Millennial: Based 
on the Perceived Value Model, CLIO An Annual In-
terdisciplinary Journal of History, 6, 1, 98-106, (2020).
17. S.S. Hansen, Consumer-generated ads on You-
Tube: Impacts of source credibility and need for cog-
nition on attitudes, interactive behaviors, and eWOM, 

Journal of Electronic Commerce Research, 15, 3, 254-
266, (2014).
18. T.A. Wani, S.W. Ali, T. Farooq, Determinants of 
online purchase intentions: A study of Indian buyers. 
Amity Journal of Management Research, 1, 1, 94-109, 
(2016).
19. Xiao Min, Factors affecting YouTube influencer 
marketing credibility: a heuristic-systematic model. 
Journal of Media Business Studies, (2018).
20. Y. F. Lai, C.Y. Lai, H.S. Chiang, The Advertising Ef-
fectiveness of Advertising Message and Product Place-
ment on Video Advertisement. Recent Researches in 
Applied Computer Science, 113, (2015).


