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Abstract

With digitalization, individuals’ access to information and consumption habits have significantly transformed.
Social media platforms, such as YouTube, have evolved beyond being simple entertainment and information-sharing tools.
They have become powerful communication channels that significantly influence consumer behavior. According to the
Diffusion of Innovations Theory, platforms like YouTube can accelerate the adoption process. They achieve this by enabling
innovative ideas and products to reach large audiences quickly. In this context, product promotion videos on YouTube allow
consumers to establish an emotional connection with the products. The videos also provide technical information, directly
affecting purchasing decisions and supporting the diffusion of innovations. This study examines the effects of product
promotion videos on consumer innovativeness, purchase intention, and brand awareness on YouTube within the framework
of the Diffusion of Innovations Theory. Additionally, it investigates the mediating role of perceived trust in these effects.
This study utilized a quantitative research method conducted through an online survey with 422 participants. These
participants watched product promotion videos on YouTube and were selected through purposive sampling. The data were
analyzed using SPSS and SmartPLS software. Structural Equation Modeling was applied to examine the effects between
variables. The research findings revealed that consumer innovativeness positively affects purchase intention and brand
awareness. However, this effect was mediated by trust in content creators rather than a direct impact. The research
emphasizes the importance of adopting a trust-based approach in digital communication strategies. Brands should design
their strategies with a focus on consumer trust, highlighting the critical role of trust and content creators in strengthening
the brand-consumer relationship.
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Dijitallesmeyle birlikte bireylerin bilgiye erisim ve tiiketim aligkanliklar1 biiylik bir doniisim gecirmistir. Bu
doniisiimiin merkezinde yer alan YouTube gibi sosyal medya platformlari, eglence ve bilgi paylasimmnin Stesine gegerek
tilketici davraniglarini etkileyen giiclii bir iletisim araci haline gelmistir. Diger taraftan, Yeniliklerin Yayilmast Teorisi
baglaminda degerlendirildiginde, YouTube gibi dijital platformlar yenilikgi fikirlerin ve iriinlerin genis kitlelere hizla
ulagmasini saglayarak, tiiketicilerin benimseme siirecini 6nemli 6lgiide hizlandirabilmektedir. Bu baglamda, YouTube’da
yayimlanan {irlin tanitim videolart, tiiketicilere teknik bilginin yan1 sira duygusal bir bag kurma firsat1 sunarak satin alma
kararlarint dogrudan etkileyebilmekte ve yeniliklerin yayilmasima etkili bir sekilde aracilik edebilmektedir. Bu ¢alisma,
Yeniliklerin Yayilmasi Teorisi ¢ergevesinde YouTube’da {irlin tanitim videolarinin tiiketici yenilikgiligi, satin alma niyeti
ve marka farkindalig1 tizerindeki etkilerini incelemektedir. Ayrica arastirmada, algilanan giivenin bu etki tizerindeki aract
rolii de detayl1 bir sekilde incelenmistir. Nicel arastirma yontemiyle yapilan bu ¢alisma, YouTube’da iiriin tanitim videolar:
izleyen ve amaca yonelik Ornekleme yontemi aracilifiyla belirlenen 422 katilimer ile ¢evrim i¢i anket yoluyla
gerceklestirilmistir. Verilerin analizinde SPSS ve SmartPLS yazilimlart kullanilmis, degiskenler arasi etkileri incelemek
icin Yapisal Esitlik Modellemesi uygulanmistir. Aragtirma bulgulari, tiikketici yenilik¢iliginin satin alma niyeti ve marka
farkindalig1 lizerinde pozitif etkiler olusturdugunu ortaya koymustur. Ancak, bu etkinin dogrudan bir etkiden ziyade, igerik
iireticilerine duyulan giivenin araci roliiyle ortaya ¢iktig1 belirlenmistir. Oyle ki, giivenilir olarak algilanan igerik iireticileri,
tiiketicilerin marka farkindaligimi ve satin alma niyetini onemli Olgiide artirabilmektedir. Arastirma, dijital iletisim
stratejilerinde gliven odakli bir yaklasim benimsenmesinin kritik dnemine vurgu yapmaktadir. Bu baglamda bulgular,
markalarin dijital iletisim stratejilerini, tliketici glivenini merkezine alan bir yaklasimla tasarlamasi gerektigini one
cikarirken, marka-tiiketici iliskisinin gii¢lendirilmesinde giiven unsuru ve igerik iireticilerinin roliiniin hayati 6nem
tagidigini géstermektedir.

Anahtar Kelimeler: Uriin tamtim videolari, Yeniliklerin Yayimas: Teorisi, tiiketici yenilik¢iligi, marka
farkindalig

Introduction

Rapid advancements in information and communication technologies have significantly transformed
communication practices worldwide. Social media and internet-based applications have empowered
individuals to stay constantly connected, overcoming time and space limitations through enhanced internet
infrastructure and mobile technologies. Traditional one-way media structures have been replaced by dynamic
and interactive communication systems, where individuals actively participate in the communication process
(Atesgoz, 2023, p. 1734). This new communication ecosystem has turned individuals from passive recipients
into active participants. Social media has amplified their engagement and increased their influence in the
communication process (Mazict et al., 2017, p. 526). YouTube has evolved into a central hub for
communication and advertising, extending beyond its original role as a video-sharing platform. With billions
of global users, it serves as a core component of digital marketing strategies for individuals, brands, and
institutions. In this context, it is argued that product promotion videos are critical in influencing consumer
behavior (Kim, 2020). Recent research suggests that the videos on YouTube stimulate consumer behavior
through motives such as information-seeking, entertainment, and interpersonal utility, ultimately influencing
purchase and eWOM intentions (Ozer and Ugurhan, 2025). This is because it has enabled brands to introduce
their products to a broader audience and interact directly with consumers.

Product promotion videos are designed to provide detailed information about a product's design,
functionality, and user experience. These videos often incorporate visual and audio elements to enhance clarity
and engagement (Vaala et al., 2024, p. 273). The interactive nature of YouTube allows these videos to transform
from a one-way informational tool into a platform that establishes a continuous feedback loop with the viewer.
Consumers learn about products through these videos and actively contribute by sharing their comments and
questions. This interaction helps them make more informed purchasing decisions (Vaudrey, 2022, pp. 843-
844). In the diffusion of innovations theory context, it is evaluated that the vast access network and ease of
sharing that YouTube provides users contribute to the adoption process of innovations by accelerating the
product promotion process. In this context, the question of how this dynamic environment offered by new
communication technologies and especially social media platforms shapes consumers' innovative attitudes,
purchase intentions, and brand awareness gains importance. The diffusion of innovations theory explains how
individuals adopt a new product or idea and focuses on the factors influencing this process. From this point of
view, the question of how product promotion videos published on YouTube affect individuals' attitudes toward
innovations and their purchase behaviors is a field worth examining.
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The problem of this research is how innovativeness influences purchase intention and brand awareness
among YouTube users. The analysis is conducted within the framework of the diffusion of innovations theory.
On the other hand, this study also investigates whether perceived trust towards content creators who create,
and share product promotion videos has a mediating role in the effect of innovativeness on purchase intention
and brand awareness. The research aims to fill the gap in this field by analyzing the impact of product
promotion videos shared on YouTube on consumer behavior within the scope of the theory. Thus, the research
aims to provide a comprehensive perspective on digital communication strategies. The findings will guide
brands and content creators to improve their digital communication strategies and build trust-based
relationships with their target audiences.

Mayzis, 2025,10(1)

1. Product Promotion Videos

Digitalization has significantly transformed communication strategies and consumer interactions with
brands. Traditional advertising methods are being replaced by innovative approaches, including product
promotion videos on digital platforms. Product promotion videos use visual and audio elements to highlight a
product's features, ease of use, and benefits (Vaudrey, 2022, p. 843). With the rise of social media, these videos
have become a key tool in influencing consumer purchasing decisions (Kim, 2020, p. 197).

Product promotion videos are designed to introduce products and provide detailed information to potential
consumers. These videos typically focus on three main elements (Kim, 2020; Vaudrey, 2022):

e Information Provision: Presenting technical features, uses, and advantages of the product.
e  Emotional Connection: Building positive perceptions through emotional engagement.
e Providing Interaction: Allowing viewers to comment, ask questions, and give feedback.

Product promotion videos emerged in the 2000s with the rise of platforms like YouTube. While
initially created by amateur users, they gradually evolved into professional productions by content creators and
influencers, becoming central to marketing strategies (Kim, 2020, pp. 197-198). Product promotion videos
have gained tremendous popularity, especially in technological products, cosmetics, toys, and clothing (Craig
and Cunningham, 2017, pp. 77-78).

Product promotion videos vary based on their purpose and target audience (Kim, 2020; Mowlabocus,
2020; Vaudrey, 2022):

e Technical Review Videos: Detailed analysis of technical features and performance,
e Experience Sharing Videos: Realistic user perspectives and experiences,

e Brand Collaboration Videos: Sponsored content often created by influencers,

e Educational Videos: Step-by-step usage instructions.

Studies have shown that product promotion videos significantly influence consumer behavior by
increasing purchase intentions and fostering emotional connections (Kim, 2020; Vaudrey, 2022; Vaala et al.,
2024). Similarly, these videos fulfill both informational and emotional gratifications, increasing ad involvement
and driving both purchase and eWOM intentions (Ozer and Ugurhan, 2025). Indeed, these videos can also help
consumers learn more about the product and build trust (Kim, 2020, p. 198). While viewing videos, the
consumer can virtually experience a product and see the benefits of the product more clearly. On the other
hand, product promotion videos also mediate interaction with consumers by using different communication
strategies (Vaudrey, 2022; Vaala et al., 2024).

e Narrative Strategy: Videos capture and maintain viewers' attention through engaging storytelling.

e Emotional Triggers: Emotional music, sincere facial expressions, and warm language help create a
deeper connection with the audience.

e Interactive Elements: Viewers can actively engage with content by commenting on videos and
interacting directly with creators.

Among various social media platforms, YouTube stands out as the most prominent space for sharing
product promotion videos (Vaudrey, 2022, pp. 843-844). Content creators can effectively reach a broad
audience, blending entertainment and informative content to maximize engagement. These creators not only
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highlight product features in detail but also build trust through personal insights and authentic experiences
(Kim, 2020). This combination of detailed explanations and genuine interactions significantly impacts
consumers' purchasing decisions.

Mayzis, 2025,10(1)

2. Diffusion of Innovations

Everett Rogers (2003, p. 5) developed the diffusion of innovations theory, which has been recognized
as a critical communication theory that aims to understand how individuals adopt an innovation. In this context,
an innovation refers to an idea, practice, or object perceived as new by an individual or a group. Rogers (2003)
identifies key factors influencing the adoption and diffusion of innovation, including access to information,
social networks, perceptions of trust, and risk tolerance. The adoption process of innovations involves five key
stages: awareness, persuasion, decision, implementation, and validation. Each stage progresses based on
individuals' attitudes and behaviors in acquiring, evaluating, and adopting information (Rogers, 2003, p. 19).
While Rogers’ (2003) original framework remains foundational, more recent research applying the model to
social media and consumer contexts has expanded on factors such as platform interactivity and content
shareability (e.g., Farajnezhad et al., 2021; Korkmaz et al., 2021).

Today, digital platforms have made the adoption process faster and more accessible (Sung et al., 2024,
p. 1195). Platforms like YouTube can directly influence individuals during the information and persuasion
stages of adopting an innovation. Product promotion videos accelerate decision-making by presenting
innovations through engaging visual and auditory elements. These videos increase the trialability and
observability of products, reducing uncertainty and enhancing the likelihood of adoption by consumers (Vaala
et al., 2024, pp. 276-277).

2.1. Factors Affecting Diffusion of Innovations and YouTube Videos

In the diffusion of innovations, certain factors directly influence how quickly and to what extent
individuals adopt a new product or service. As Rogers (2003) noted, digitalization and social media have
reshaped these factors, adding new dynamics to the adoption process. The rise of social media has enabled
users to create diverse content, sharing their interests and opinions on these platforms (Arict and Kiling, 2023,
p. 400). Content shared on video-based platforms, especially YouTube, significantly influences individuals'
perceptions and attitudes toward innovations (Bringula et al., 2023, pp. 1-2). The following sections explore
factors influencing the diffusion of innovations—such as innovation characteristics, communication channels,
time, and social systems—with a focus on YouTube as a social media platform.

2.1.1. Characteristics of Innovation

The characteristics of innovation are considered elements that directly affect the speed and decision
of individuals to adopt a new product or service. Rogers (2003, pp. 15-17) lists these characteristics as relative
advantage, compatibility, complexity, trialability, and observability. Product promotion videos on YouTube can
contribute to consumer perception of these attributes in the following contexts.

e Relative Advantage: Videos can convey a product's superiority over other alternatives (Sung et al.,
2024),

e  Compatibility: The videos' content and narrative style emphasize the product's compatibility with
individuals' values and lifestyles (Bringula et al., 2023),

e  Complexity: Step-by-step explanations and visual narratives can reduce the perceived complexity of
using the product (Kim, 2020),

e  Trialability: Product features can be demonstrated to potential consumers by being directly introduced
and experienced in videos (Vaala et al., 2024),

e Observability: Videos make the results of product use observable and thus reinforce purchase
intentions (Kim, 2020).

Product promotion videos from well-known YouTube content creators can support the above
characteristics and facilitate consumers' adoption of innovations. This is consistent with the role of high-tech
digital platforms in facilitating innovation diffusion, as they integrate marketing, social networks, and branding
strategies to affect consumer behavior (Huarng et al., 2015). Recent research confirms that these videos
contribute significantly to innovation characteristics such as trialability and observability, by offering detailed
visual demonstrations that reduce uncertainty and enhance adoption (Ozer and Ugurhan, 2025). Moreover, in
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applied innovation environments, perceived trialability and observability of a new product are central to
increasing its diffusion potential within social systems (Korkmaz et al., 2021).

Mayzis, 2025,10(1)

2.1.2. Communication Channels

In the diffusion of innovations, communication channels are critical in determining how individuals’
access, evaluate, and share information with their environment (Rogers, 2003). Communication channels
directly affect individuals' attitudes toward innovations and the speed of adoption of these innovations. Rogers
(2003, p. 58) categorized communication channels into two main groups: mass and interpersonal. Today, with
the rise of digitalization and social media, digital platforms such as YouTube, in addition to traditional
communication channels, have become powerful and practical tools in the diffusion of innovations as they can
provide mass communication and interpersonal communication channels (Sung et al., 2024, pp. 1211-1212).
Recent studies applying the model to social media environments confirm that communication channels
significantly mediate the relationship between innovation attributes and user adoption behavior (Farajnezhad
et al., 2021). Product promotion videos serve as a hybrid communication form, combining interpersonal
credibility with mass dissemination, which strengthens the persuasive impact of the content and drives
consumer intentions (Ozer and Ugurhan, 2025).

e Mass Communication Channels: Mass communication channels are tools that can transmit
information to a large target audience simultaneously. While traditional media channels such as
television, radio, and printed publications fall into this category, this role has gradually shifted to
social media platforms and video-sharing sites with the widespread impact of digitalization.

e Interpersonal Communication Channels: Interpersonal communication channels are direct or indirect
communication between individuals. This type of communication allows individuals to exchange
information based on trust and empathy (Rogers, 2003, p. 59). The YouTube platform can transform
trust and interaction between individuals by redefining interpersonal communication channels in a
digital context (Sung et al., 2024, p. 1197).

In this context, YouTube stands out as a hybrid communication tool because it combines the vast
access advantage of mass communication channels with the trust and interaction elements of interpersonal
communication channels (Vaala et al., 2024; Sung et al., 2024).

e  Trust and Interaction: While mass media is often criticized for lacking trust, platforms like YouTube
can largely overcome this lack of trust through direct audience interaction and sharing personal
experiences.

e Interactivity and Transparency: YouTube's interactivity, transparency, and direct feedback
mechanisms can enable individuals to make more informed product decisions.

2.1.3. Time Factor

Time plays a critical role in adopting innovations, understanding the rate at which individuals and
social systems adopt innovations, and how long this process takes. Time is considered at three basic levels in
the diffusion of innovations: the individual innovation adoption process, the categories of adopters, and the
speed of diffusion of the innovation in the social system (Rogers, 2003, p. 58-59). With digitalization and the
proliferation of social media tools, the time factor has also undergone a significant transformation. Video-based
platforms such as YouTube have significantly increased the speed of diffusion of innovations and accelerated
the processes of influencing individuals' decisions, such as purchasing (Sung et al., 2024, p. 1198). The
adoption process of innovations covers when individuals first notice an innovation until they implement and
validate it. This process consists of five basic stages (Rogers, 2003, pp. 33-36):

e Awareness: The individual becomes aware of an innovation,

e Persuasion: The individual evaluates the advantages and disadvantages of the innovation,
e Decision: The individual decides whether or not to adopt the innovation,

e Implementation: The individual starts to use the innovation,

e Validation: The individual evaluates whether their decision is correct or not.

YouTube videos can directly affect this process's awareness, persuasion, and decision stages. A
product promotion video can contribute to individuals becoming aware of the product (awareness stage) (Kim,
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2020, p. 197). The video content helps to convince the individual by explaining the product's advantages, ease
of use, and innovative features in detail. In addition, personal experiences and comments from well-known
users can reduce viewers' uncertainty at the decision stage and strengthen purchase intentions (Sung et al.,
2024, p. 1211). Moreover, YouTube videos can accelerate this process by being a powerful tool for introducing
and spreading innovation.

Mayzis, 2025,10(1)

2.1.4. Social System

In the diffusion of innovations, the social system provides a broad framework that determines how
individuals will adopt innovations and how this process will proceed. The social system comprises relationships
between individuals and groups, social norms, leadership structures, and cultural values. The speed and manner
in which innovations spread through the social system are directly influenced by communication networks,
social structures, and opinion leaders (Rogers, 2003, p. 45-46). Today, digital platforms such as YouTube have
become a part of the social system and have played a critical role in the diffusion of innovations. Digital social
systems, enriched by consumer participation on platforms like YouTube, strengthen innovation adoption
through interactive and trust-based engagement mechanisms (Kamboj and Sharma, 2022).

The social system is built on how individuals connect and exchange information through social
networks. Rogers (2003, p. 45) argues that social networks play a critical role in the diffusion of innovations
and that individuals learn new information through their social environment. In this context, YouTube is a
platform that can be used for interaction and information sharing among users. Indeed, comment sections, like
buttons and sharing features on the platform, allow users to provide product feedback and exchange
information. Communities created by well-known YouTubers, such as influencers, can strengthen the sense of
social connectedness. Members of these communities may accept the recommendations of influencers as a
guide (Vaala et al., 2024). Therefore, negative reviews or videos about a product can significantly impact
community members and directly influence their purchasing decisions.

As a result, the social system creates a robust framework that shapes how individuals adopt
innovations and how this process unfolds. As part of this system, the YouTube platform can influence
individuals' attitudes towards innovations, strengthen their social networks, and build bridges between brands
and consumers through opinion leaders.

2.2. Innovation and Consumer Innovativeness

Innovation is defined as the tendency of individuals, groups, or organizations to accept and adopt new
ideas, products, or services (Rogers, 2003, p. 358). Innovation encompasses technological change and changes
in individuals' and communities' thinking, perceptions, and behaviors. Correspondingly, innovativeness is
related to how quickly and easily individuals or groups adopt an innovation. The diffusion and adoption process
of innovations is shaped by factors such as individuals' perception of risk, their attitudes towards innovation,
and their social environment (Aydin, 2009, p. 190). Consumer innovativeness refers to individuals' tendency
to adopt and purchase new products, services, or ideas (Kaushik and Rahman, 2014, p. 251). It is possible to
consider consumer innovativeness in three basic dimensions (Aydin, 2009).

Product-based innovativeness is defined as consumers' interest in a particular product category and
tendency to adopt new products (Aydin, 2009, p. 191). This type of innovativeness involves individuals'
tendency to follow, understand, and purchase innovations in a particular product group. For example,
technology enthusiasts are interested in new smartphone models and become one of the first groups to adopt
these products. As a social media platform, YouTube is an important platform that fosters product-based
innovativeness. Product reviews and promotional videos produced by well-known YouTube content creators
can provide individuals with detailed information about the product, and the fact that this information comes
from sources perceived as reliable can strengthen their purchase decisions (Lou and Yuan, 2019, p. 68).

Personal innovativeness is a concept directly related to individuals' personality traits and explains their
tendency to adopt innovations in general (Aydin, 2009, p. 190). Innovative individuals are less affected by
uncertainty and less hesitant to try new products or services (Rogers, 2003, pp. 43-44). In this context, product
promotion videos on the YouTube platform can reduce risk perception for personal innovators. Experiences
and comments of well-known content creators about the product may also facilitate individuals' decision-
making by lowering their risk perception.

Risk-taking is the uncertainty and concerns individuals feel about the possibility of negative
consequences related to a product or service (Aydin, 2009, p. 192). Consumers may perceive various financial,
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performance, social, or psychological risks when purchasing a product (Rogers, 2003; Kaushik and Rahman,
2014).

Mayzis, 2025,10(1)

e Financial Risk: Fear of financial loss if the product does not deliver the expected benefit.

e  Performance Risk: The risk that the product will not perform as expected.

e Social Risk: The risk that the product will not be accepted in the social environment.

e Psychological Risk: The risk that the product will have a negative emotional impact on the individual.

The YouTube platform can play a critical role in reducing risk-taking. Product promotion videos can
overcome individuals' lack of knowledge about the product and eliminate uncertainties. Moreover, positive
experiences of well-known users can increase consumers' trust and facilitate product-related decisions by
reducing risk perception.

In conclusion, product-based innovativeness, personal innovativeness, and risk-taking can directly
affect individuals' purchase decisions. Platforms like YouTube can provide an essential environment for
interacting with these factors. Product promotion videos the creators share can influence individuals' attitudes
toward products, reduce risk perception, and accelerate purchase decisions. Undoubtedly, in the digitalized
world, the impact of such platforms on consumer behavior is increasing and constitutes an important area of
investigation for researchers.

3. Perceived Trust

Perceived trust refers to individuals' or groups' belief that a person, product, or platform will behave
positively, consistently, and reliably in a given situation. The term plays a decisive role in enhancing the
persuasiveness of the source (Hovland and Weiss, 1951, p. 650). Perceived trust is a multidimensional concept
examined in social, psychological, and economic contexts. It directly affects individuals' ability to cope with
uncertainty and take risks (Ohanian, 1990, p. 41). In the digital world, perceived trust has become a crucial
factor in individuals' decision-making processes on online platforms (Lou and Yuan, 2019, p. 61). Perceived
trust in social media contexts is multifaceted and comprises both cognitive and affective dimensions, where
cognitive trust relies on perceived competence and reliability, while affective trust reflects emotional
attachment and perceived benevolence (Chang et al., 2020). Product promotion videos on platforms like
YouTube have been found to enhance perceived trust by enabling more immersive and credible product
experiences, which in turn positively influence behavioral intentions (Ozer and Ugurhan, 2025). Empirical
evidence suggests that trust in digital environments is shaped by consumers’ innovativeness and their
motivation to engage with influencers, which in turn reinforces platform credibility (Kamboj and Sharma,
2022). As social media enable continuous interaction and peer evaluation of innovative products, they facilitate
the formation of perceived trust which is a precursor to purchase intention (Kijek et al., 2020).

Perceived trust is closely linked to individuals' psychological states and plays a key emotional role in
their decision-making processes. Psychologically, perceived trust helps individuals reduce negative emotions
such as uncertainty, risk, and anxiety (Ohanian, 1990; Lou and Yuan, 2019). It is a psychological state involving
both affective and rational evaluations, and plays a decisive role in consumer decisions, shaped by the interplay
of integrity, competence, and emotional warmth in digital platforms (Lazaroiu et al., 2020). When an individual
receives information from a trusted person or source, the perception of risk is reduced, and the decision-making
process is accelerated. However, trust in digital platforms differs from trust in traditional environments. The
anonymous nature of the Internet and the lack of physical interaction can make the trust formation process
more comprehensive (Albogami, 2023):

e Technical Trust: Trust in the platform's technical infrastructure and data security (e.g., SSL
certificates, payment systems),

e  Content Credibility: Trust in the accuracy and objectivity of shared content,

e Influencer/Content Creator Trust: Trust in the credibility, honesty, and relationship of content creators
with their audience.

On platforms like YouTube, trust includes confidence in both the platform's technical infrastructure
and the credibility of influencers. Furthermore, trust in online platforms is driven by interactive, transparent,
and informative engagement strategies, which shape both cognitive evaluations and emotional bonds between
consumers and organizations (Feng et al., 2017). Trusted influencers can guide consumers' purchase decisions
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by enhancing brand recognition and fostering emotional connections. As Elnur (2023) points out, the expansion
of digital platforms has blurred the boundaries between entertainment and interaction, highlighting the
importance of trust as a prerequisite for meaningful engagement and sustained participation. This effect is
reinforced by the fact that consumers' trust in influencers within the video content can act as a mediator between
gratifications and behavioral intentions (Ozer and Ugurhan, 2025). Recent research emphasizes that innovative
consumers are more likely to perceive social norms positively and trust novel product solutions, which
strengthens brand-related decision-making (Zhang et al., 2024). In this study, trust refers to confidence in
content creators who produce and share product promotion videos on YouTube.

Mayzis, 2025,10(1)

Perceived trust is a key element that strengthens the relationship between brand awareness and brand
recall. Research indicates that trust in digital platforms like YouTube facilitates brand recognition and fosters
positive recalls (Lou and Yuan, 2019). Trusted content creators play a pivotal role in guiding consumers'
purchase decisions by enhancing brand recognition and fostering emotional connections. This is consistent
with the broader finding that trust in social media-based marketing fosters both consumer loyalty and
behavioral intention across innovation cycles (Farajnezhad et al., 2021).

4. Brand Awareness

Brand awareness can be defined as the ability of consumers to recognize and remember a brand. This
concept forms the basis of the images and recalls consumers' opinions about a brand (Keller, 2012, p. 73).
Brand awareness is how consumers recognize a brand through its name, logo, and packaging and remember it
within a product category. Especially on digital platforms, studies have found that well-known users such as
influencers and sponsored content are essential in increasing brand awareness (Lou and Yuan, 2019; Du et al.,
2022; Uniigiir, 2023). Brand recall is the totality of thoughts, feelings, images, and experiences consumers form
about a brand (Du et al., 2022, p. 176). These recalls represent the emotional and functional bonds that the
consumer develops with the brand, and brand recall is shaped by elements such as product benefits, brand story,
usage experience, and brand communication (Langaro et al., 2018, p. 149).

Platforms like YouTube allow visual and audio content to reach large audiences quickly and
effectively. Product promotion videos by well-known users (influencers) on YouTube can enable consumers to
see elements such as the brand name, logo, and product features more frequently and effectively (Lou and
Yuan, 2019; Du et al., 2022). This, in turn, can create a connection between the consumer and the brand and
increase the likelihood that the consumer will remember and recognize the brand (Yilmaz and Kiling, 2024, p.
447). Content creators on YouTube can help consumers create an emotional and cognitive connection with the
brand by introducing products through their personal experiences and stories. Sincere and realistic descriptions
of product use in video content can also allow consumers to create meaning and positive recalls with the brand.

5. Purchase Intention

Purchase intention is defined as an individual's conscious intention and planned behavioral tendency
toward the possibility of purchasing a particular product or service (Kaushal and Kumar, 2016, pp. 45-46). This
concept explains how individuals' attitudes about buying a product translate into a behavioral intention.
Purchase intention reflects perceptions, attitudes, and beliefs in the consumer's mind and can directly result in
purchase behavior (Lou and Yuan, 2019, p. 68; Ozer et al., 2020, p. 622). In the current study, purchase intention
is considered “consumers' intention to purchase products featured in YouTube promotion videos.”

6. Method

This study employed a quantitative research method using a correlational survey design to examine
the relationships between variables. The correlational design evaluates the nature and strength of relationships
between variables using correlation statistics. It also provides a framework for identifying independent
variables that influence the dependent variable (Creswell, 2012, pp. 338-341).

The research was conducted on YouTube, a widely used platform for sharing product promotion
videos (Vaudrey, 2022). The study is grounded in the diffusion of innovations theory, a key framework in
communication sciences. This theory was used to analyze the effects of product promotion videos on consumer
innovativeness, purchase intention, and brand awareness. The study also explored whether perceived trust in
content creators mediates the relationship between product promotion videos and their effects on consumer
behavior. The survey was conducted following ethics committee approval from the Anadolu University
Scientific Research and Publication Ethics Committee (Protocol No: 55017, dated April 27, 2021). This
approval ensured compliance with scientific and ethical standards throughout the research process.
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This research investigates how YouTube product promotion videos affect consumer innovativeness,
purchase intention, and brand awareness within the framework of the diffusion of innovations theory. The
research also examines whether perceived trust in content creators mediates the relationships among these
effects. Perceived trust in creators is a crucial factor that reduces consumer uncertainty, shaping their purchase
decisions and brand perceptions (Lou and Yuan, 2019). This study stands out by examining YouTube product
promotion videos through the lens of consumer innovativeness. The study uniquely focuses on content creators
and how product promotion videos influence consumer innovativeness and behaviors (Kim, 2020; Vaudrey,
2022). By addressing both perceived trust in creators and the potential of product promotion videos to enhance
brand awareness and recalls, the study occupies a distinct position in the literature. Moreover, this study aims
to contribute to a more holistic understanding of product promotion videos, enhance digital communication
strategies, and clarify their communication effects within the diffusion of innovations theory. In this context,
answers to the following research questions were sought:

¢ How does consumer innovativeness impact purchase intention and brand awareness?

e Does (perceived) trust in the content creator mediate the effect of consumer innovativeness on
purchase intention and brand awareness?

6.2. Population and Sample

This research was conducted on YouTube, one of the digital platforms where product promotion
videos are widely produced and shared. Accordingly, the study population consists of users who actively use
the YouTube platform and watch product promotion videos at least once. However, since it is impossible to
reach the entire population, the purposive sampling technique, one of the non-probability sampling methods,
was preferred. Purposive sampling involves selecting participants who are both accessible and capable of
directly contributing to the research objectives (Basaran, 2017, p. 489).

Data was collected using a structured survey distributed through social media channels. Ethics
Committee approval was obtained before sharing the survey. Participation in the survey was voluntary. Positive
responses to two control questions—'I use YouTube' and 'T have watched at least one product promotion video
on the platform'—were required for inclusion in the study. This control mechanism was designed to ensure the
sample was suitable for the study. Following the control questions, scales and questions regarding the
participants' level of innovativeness, perceived trust in content creators, purchase intention, brand awareness,
and demographic characteristics were included. Data was collected from 422 users who voluntarily
participated, forming the research sample.

6.3. Data Collection Method and Instrument

The study data was collected using the survey technique. The survey form was uploaded to the Google
Surveys platform and presented to the participants electronically after obtaining Ethics Committee approval.
Scales previously used and whose validity and reliability have been proven were utilized to measure the
variables of innovativeness, perceived trust in content creators, purchase intention, and brand awareness.

The consumer innovativeness scale was adapted from Aydin's (2009) study, based on the diffusion of
innovations theory. The scale was simplified and restructured according to the research objectives, with input
from the researcher and two Communication Sciences experts (an Associate Professor and a Professor). This
5-point Likert-type scale includes three sub-dimensions: product-based innovativeness, personal
innovativeness, and risk perception, with a total of 11 items. The perceived trust scale towards content creators
and the brand awareness scale were both adapted from Ugurhan and Yasar's (2021) study. The trust scale
includes five items evaluated using a 5-point semantic differential scale, while the brand awareness scale
comprises two sub-dimensions—awareness and recall—with six items measured on a 5-point Likert scale
ranging from 1 (Strongly Disagree) to 5 (Strongly Agree). The purchase intention scale was adapted from
Oyman and Ozer's (2018) study. The scale includes three items and measures participants' purchase intentions
using a 5-point Likert scale.

The scales were tested in a pilot study before being finalized. The pilot study involved 50 participants
who reported using YouTube and watching at least one product promotion video. Cronbach's Alpha reliability
analysis showed that the a coefficients ranged from 0.75 to 0.92. Additionally, item-total correlation values
exceeded 0.40. These findings demonstrate that the scale items are clear, reliable, and internally consistent
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(Hair et al., 2019). Consequently, the scales were deemed valid, reliable, and suitable as data collection tools
for this research.
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6.4. Data Analysis

Microsoft Excel program was used to clean and organize the research data. IBM SPSS 25 and
SmartPLS 4 software were preferred for analyzing the obtained data. The validity and reliability analyses of
the scales used were conducted through exploratory factor analysis (EFA) and Cronbach's a coefficient
calculation. These analyses were performed to ensure the validity and internal consistency of the scales.
Structural Equation Modeling was used to answer the research questions and determine the effects between
variables. This modeling technique allowed the direct and indirect effects between variables to be analyzed and
the role of mediating variables to be examined. The findings are reported in tables and explained in detail.

7. Findings

Data were obtained from 422 participants in the study. The preliminary examination examined
whether the data met the normal distribution condition for statistical tests. To test the univariate normal
distribution, the condition that the absolute skewness value should not exceed 2.0 or the absolute kurtosis value
should not exceed 7.0 was sought based on the n > 300 sample size criterion, and it was determined that none
of the items exceeded these thresholds (Kim, 2013, p. 53). To test the multivariate normal distribution,
Mahalanobis distances of the items were calculated, and 23 data exceeding the critical chi-square threshold
value at p<0.001 according to the number of items were considered influential observations and excluded from
the data set (Arifin, 2015, pp. 71-72). With the remaining 399 data, it was concluded that the data set did not
pose a problem for univariate normal distribution and multivariate normal distribution (Kim, 2013; Arifin,
2015).

7.1. Demographic Profiles of Participants

The gender, age, education level, monthly personal income, and average daily time spent on YouTube
are presented in Table 1.

Table 1. Demographic Characteristics of Participants

Demographic Characteristics Group n %
Female 192 48.1
Gender Male 207 51.9
Total 399 100.0
18-19 years old 29 7.3
Between 20-29 111 27.8
Between 30-39 93 233
Age Between 40-49 71 17.8
Between 50-59 56 14.0
60 years and older 39 9.8
Total 399 100.0
High school and below 95 23.8
University - Associate Degree 105 26.3
. University - Undergraduate 120 30.1
Educational Degree Graduatczi MA g 55 13.8
Graduate - DR 24 6.0
Total 399 100.0
17.001 TL and below 37 9.3
Between 17.002 TL - 25.000 TL 57 14.3
Between 25.001 TL - 35.000 TL 73 18.3
Between 35.001 TL - 45.000 TL 67 16.8
Monthly Personal Income Between 45.001 TL - 55.000 TL 61 15.3
Between 55.001 TL - 65.000 TL 51 12.8
Between 65.001 TL - 75.000 TL 43 10.8
75.001 TL and above 10 2.5
Total 399 100.0
Less than 1 hour 33 8.3
1 hour 47 11.8
2 hours 91 22.8
3 hours 97 243
Average Daily Time Spent on YouTube 4 hours 59 14.8
5 hours 41 10.3
6 hours 19 4.8
7 hours and more 12 3.0
Total 399 100.0

When the gender distribution of the participants is examined, it is seen that a total of 399 people
participated in the study, of which 48.1% were female (n = 192) and 51.9% were male (n = 207). According to
the age distribution data, the most intense age group of the participants was 20-29 years old with 27.8% (n =
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111), and the second intense group was 30-39 years old with 23.3% (n = 93). Looking at the other age groups,
it is noteworthy that the 40-49 age group (17.8%; n=71), the 50-59 age group (14.0%; n = 56), and the 60 and
over age group (9.8%; n = 39) are represented at lower rates. In terms of educational level, it is understood that
the majority of the participants are university bachelor's degree graduates with 30.1% (n = 120), followed by
university associate's degree graduates with 26.3% (n = 105) and high school and below with 23.8% (n = 95).
Among the participants with postgraduate education, Master's degree graduates account for 13.8% (n = 55),
and PhD graduates account for 6.0% (n = 24). When the monthly personal income status of the participants is
analyzed, it is seen that the highest participation is in the 25,001 TL - 35,000 TL range with 18.3% (n = 73)
and in the 35,001 TL - 45,000 TL range with 16.8% (n = 67). In the lower income groups, 9.3% (n = 37) were
in the range of 17,001 TL and below; in the higher income groups, 2.5% (n = 10) were in the 75,001 TL and
above range. Finally, when the participants' average daily time on YouTube is analyzed, it is seen that the most
concentrated groups are 3 hours with 24.3% (n = 97) and 2 hours with 22.8% (n = 91). For shorter periods,
11.8% (n =47) for 1 hour and 8.3% (n = 33) for less than 1 hour stood out, while for more extended periods,
4.8% (n = 19) for 6 hours and 3.0% (n = 12) for 7 hours or more remained at lower levels.

7.2. Validity and Reliability of the Scales Used in the Study

Exploratory factor analysis (EFA) and Cronbach's Alpha reliability analysis were employed to assess
the reliability and validity of the consumer innovativeness, perceived trust, purchase intention, and brand
awareness scales used in the study. In the EFAs, principal component analysis was preferred as the extraction
method and Varimax as the rotation method (Hair et al., 2019). The results of Barlett's Test of Sphericity and
KMO values obtained from the analysis are presented in Table 2.

Table 2. Barlett's Test of Sphericity and KMO Sampling Adequacy Test Results

Barlett's Test of Sphericity KMO Sampling
Scale Factor X2 df p Adequacy Test
Product-Based
Consumer Innovativeness  ovativeness 2034416 55 <0.001 0.859
Personal Innovativeness
Risk-Taking
Perceived Trust - 1248.048 10 <0.001 0.884
Purchase Intention - 944.024 3 <0.001 0.758
Brand Awareness Recall 1343726 15 <0.001 0.880
Awareness

Table 2 shows Barlett's Test of Sphericity results for the scales are statistically significant, and KMO
sampling adequacy values are good (Hair et al., 2019). Likewise, Table 3 presents the variance explained,
eigenvalues, factor loadings, descriptive statistics, and reliability analysis results.

Table 3. Results of Validity and Reliability Analyses

Scale, Factor and Item X s EFL EV (E) o

Consumer Innovativeness (Product-Based Innovativeness) 44.882 0.789
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UY'l..When anew product is released, I will be the first person to 226 131 0848 (4.94)

try 1t iIn my environment

UY4. When I see a different product, I examine it 3.54 1.25 0.808

UY3. I like to try new products 3.72 1.23 0.799

UY2. When I see a different product, I would like to try it 3.50 1.30 0.769

Consumer Innovativeness (Personal Innovativeness)

KY1. I change technological products more frequently than others 245 1.23 0.828

around me

KY4_.When anew technological product is released, I would like to 277 118 0.743 12.606 0.778
buy it immediately (1.39)

KY3.I always like to use new models in technological products 3.02 1.24 0.703

KY2. thn anew technological product is released, I have an idea 354 130 069

by examining it.

Consumer Innovativeness (Risk-Taking)

RAL. I do not worry when making risky decisions 2.73 1.30 0.830 11.911

RA3. I make risky decisions in my daily life 2.90 1.20 0.771 (1.31) 0.704

RA2. I trust my intuition when making decisions 3.67 1.17 0.641
Total Variance Explained 69.399

Perceived Trust

G1. Sincere 2.92 1.14 0.886

G3. Convincing 2.99 1.16 0.859 73.108 0.907
G2. Persuasive 3.08 1.14 0.858 (3.65) '
G4. Reliable 291 1.06 0.843

G5. Logical 3.15 1.21 0.827

Purchase Intention

SN1.I would probably buy it 3.31 1.27 0.945 87.25 0.927
SN3.1 would like to buy 326 128 0936 (2.61) '
SN2. I would consider purchasing 3.26 1.29 0.921

Brand Awareness (Recall)

CAG]. I remember it when I see it 3.52 1.10 0.827 42.254

CAG2. I remember their logo/logos 3.69 1.16 0.814 (3.98) 0823
CA3.Properties come to mind 3.47 1.16 0.723

Brand Awareness (Awareness)

FAR2. I can put it first among similar ones 3.06 1.14 0912 34.584

FAR3. I distinguish them from their counterparts 325 118  0.795 (3.41) 0.851
FARI. I know what kind of brand they are/were 3.34 1.17 0.537

Total Variance Explained 76.838

1 = Strongly Disagree, 5 = Strongly Agree; EFC = EFA Factor Load; VE = Variance Explained; E = Eigenvalue; o =
Cronbach's Alpha.

Table 3 shows that the total variances explained for all scales used in the study are above the 40%
threshold value, the factor loadings exceed the 0.5 threshold value, and the Cronbach's o reliability coefficient
is above the 0.7 threshold value (Hair et al., 2017). Based on the values in Table 2 and Table 3, it is possible to
say that all scales used in the study are valid and reliable.

7.3. Testing the Measurement Model

The research model was tested following the validation and reliability confirmation of the scales used
in the study. Variance-based structural equation modeling (PLS-SEM) was employed to test the model,
following a two-stage evaluation approach (Hair et al., 2019, p. 783). In the first stage, the research model was
validated as a measurement model by assessing convergent and discriminant validities (Hair et al., 2017, p.
97). In the second stage, the structural model was examined, and the research questions were addressed.

The evaluation began with an examination of the measurement model's goodness-of-fit values. SRMR
is recommended for assessing model fit in PLS-based structural equation modeling tests (Henseler et al., 2015,
p. 195). An SRMR value of 0.069 suggests an acceptable fit for the measurement model (Hu and Bentler, 1999,
p. 449). Table 4 displays the measurement model's standardized factor loadings, along with the AVE and CR
coefficients for convergent validity.
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Standardized

Convergent Validity

Scale Factor Item Factor Loadings AVE CR
uY1l 0.834
Product-Based uUY3 0.830
Innovativeness uy4 0.775 0.794 0.618
uY?2 0.699
Consumer personal v 3640
: ersonal .
Innovativeness Innovativeness KY3 0.814 0.803 0.613
KY?2 0.574
RA1 0.829
Risk-Taking RA3 0.803 0.715 0.624
RA2 0.736
G3 0.880
Gl 0.858
Perceived Trust - G2 0.853 0.908 0.731
G4 0.847
G5 0.836
Purchase SN3 0.944
Intention - SN1 0.934 0.927 0.872
SN2 0.924
CAG1 0.902
Recall CAG3 0.890 0.856 0.771
Brand Awareness CAG2 0.841
FAR2 0.874
Awareness FAR3 0.856 0.823 0.738
FAR1 0.847

Table 4 shows that the factor loadings of the scales in the model exceed the threshold value of 0.5
(Hair et al., 2017, p. 102). The AVE and CR values exceeded the threshold values recommended in the
literature, indicating acceptable convergent validity for the measurement model. For discriminant validity, two
criteria were assessed: whether the square roots of the AVE values exceeded the inter-structure correlation
values and whether the HTMT coefficients remained below the threshold value of 0.90. The results of the
discriminant validity analysis are presented in Table 5

Table 5. Findings on Discriminant Validity

Scales 1 2 3 4 5 6 7

1. Purchase Intention 0.934 (0.488) (0.712) (0.218)  (0.520) (0.792)  (0.691)
2. Personal Innovativeness 0.415 0.783 (0.621) (0.625) (0.894) (0.460) (0.681)
3. Awareness 0.621 0.502 0.859 (0.360) (0.567) (0.694)  (0.885)
4. Risk-Taking 0.180 0.458 0.284 0.790 (0.569) (0.290)  (0.487)
5. Product-Based Innovativeness 0.448 0.765 0.460 0.421 0.786 (0.514)  (0.659)
6. Perceived Trust 0.729 0.382 0.601 0.233 0.436 0.855  (0.728)
7. Recall 0.613 0.554 0.758 0.381 0.543 0.643 0.878

The square roots of the AVE coefficients are shown in bold on the diagonals, while the values in parentheses

represent the HTMT coefficients.

As seen in Table 5, the square roots of the AVE coefficients are higher than the inter-scale correlation
values. However, the HTMT coefficients do not exceed the threshold value of 0.90 (Henseler et al., 2015, p.
129). These results indicate that the scales are validated as a measurement model.

7.4. Testing the Structural Model
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In evaluating the structural model, 5000 bootstrap samples were selected (Hair et al., 2017). Thus, the
findings obtained from examining beta coefficients, ¢ values, adjusted R’ values, and significance are presented
in Table 6. In addition, findings on mediating effects are presented in Table 7.

Table 6. Direct Effects
D\sgfir;gfgt Independent Variable B t p Adjlgited
. Personal Innovativeness — Perceived Trust 0.104 1.356 0.175
Pe;cri's‘fd Risk-Taking - Perceived Trust 0.043 0832  0.406 19.1%
Product-Based Innovativeness - Perceived Trust 0.338 4.482 <0.001
Personal Innovativeness - Purchase Intention 0.120 2.058 0.040*
Purchase Risk-Taking - Purchase Intention 0.110 1.864 0.037* 55,504
Intention Product-Based Innovativeness - Purchase Intention  0.100 1.639 0.101 '
Perceived Trust - Purchase Intention 0.655 18.48 <0.001
Personal Innovativeness - Awareness 0.295 5.253 <0.001
Risk-Taking - Awareness 0.032 0.752  0.452
Awareness Product-Based Innovativeness - Awareness 0.014 0.244 0.807 44.4%
Perceived Trust - Awareness 0.475 1198 <0.001
Personal Innovativeness - Recall 0.238 4.426 <0.001
Risk-Taking - Recall 0.117 3.082 0.002**
Recall Product-Based Innovativeness - Recall 0.103 1.910 0.056 53.6%
Perceived Trust - Recall 0.480 12.60 <0.001

**p<0.01; *p<0.05.

Table 6 presents the direct effects observed in the structural model. In this model, which includes
product-based innovativeness, personal innovativeness, risk-taking, and perceived trust variables, the
explained variance (R?) is 55.5% for purchase intention, 44.4% for awareness, and 53.6% for recall.
Additionally, product-based innovativeness, personal innovativeness, and risk-taking collectively explain
19.1% of the variance in perceived trust.

Among the constructs, only product-based innovativeness positively affects perceived trust (B =
0.338; p<0.001). Personal innovativeness (B = 0.120; p<0.05), risk-taking (B = 0.110; p<0.05), and perceived
trust (B = 0.655; p<0.001) positively affect purchase intention, whereas product-based innovativeness shows
no significant effect. Personal innovativeness (B = 0.295; p<0.001) and perceived trust (B = 0.475; p<0.001)
positively affect awareness, while risk-taking and product-based innovativeness have no significant effect.
Finally, personal innovativeness (B = 0.238; p<0.001), risk-taking (B = 0.117; p<0.01), and perceived trust (B
=0.480; p<0.001) positively affect recall, whereas product-based innovativeness shows no significant effect.

Table 7. Mediating Effects
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Cl Cl

Mediating Effects B t %25 %97 5 p
Product-Based Innovativeness — Perceived Trust - Awareness 0.161 4.18 0.089 0.239 <0.001
Personal Innovativeness — Perceived Trust - Awareness 0.049 1.35 -0.022 0.124 0.177
Risk-Taking — Perceived Trust - Awareness 0.020 0.833 -0.027 0.069 0.405
Product-Based Innovativeness — Perceived Trust - Recall 0.163 4.237 0.091 0.240 <0.001
Personal Innovativeness — Perceived Trust - Recall 0.050 1.349 -0.023 0.125 0.178
Risk-Taking — Perceived Trust — Recall 0.021 0.835 -0.027 0.070 0.404
I;’r:?e?]l:icg;]Based Innovativeness — Perceived Trust — Purchase 0222 4201 0.123 0330 <0.001
Personal Innovativeness — Perceived Trust — Purchase Intention 0.068 1.365 -0.031 0.168 0.172
Risk-Taking — Perceived Trust — Purchase Intention 0.028 0.832 -0.037 0.096 0.406

*p<0.05. CI = Confidence Intervals (Bias Corrected)

Table 7 presents the mediating effects observed in the structural model. The results indicate that only
product-based innovativeness exhibits a mediating effect on awareness (B=10.161; p<0.001; C/[0.089, 0.239]),
recall (B=0.163; p<0.001; C7[0.091, 0.240]), and purchase intention (B = 0.222; p<0.001; C7[0.123, 0.330]).

Conclusion and Discussion

This study explores the impact of YouTube product promotion videos on consumer innovativeness,
trust, purchase intention, and brand awareness within the framework of the diffusion of innovations theory. The
study highlights key insights into how perceived trust and innovativeness influence consumer behavior on
YouTube. This section discusses relevant findings from the literature and provides practical recommendations
based on the study's results.

Research findings show that personal innovativeness significantly and positively affects purchase
intention. The fact that personal innovators are less affected by uncertainty and have a high tendency to try and
adopt new products explains this relationship, and this finding is in line with the studies in the literature
(Kaushik and Rahman, 2014; Triwijayati et al., 2024). However, no significant effect of product-based
innovativeness on purchase intention was found. This finding may indicate that some users prioritize trust and
emotional connection over product innovativeness (Aydin, 2009; Yueh and Zeng, 2024). Personal
innovativeness is a factor that strengthens individuals' tendency to try new products and services by reducing
their perceptions of uncertainty and risk (Rogers, 2003). This may allow individuals to be more proactive and
courageous in their decision-making processes and thus positively affect their purchase intentions. On the other
hand, product-based innovativeness may not always have a significant effect directly on purchase intention.
This may be explained by the fact that consumers place more importance on ease of use, emotional connection,
and trust rather than focusing only on the innovative features of the product (Triwijayati et al., 2024, pp. 50-
51). This finding is also supported by recent research on product promotion videos, which highlights that when
users’ needs for information, entertainment, and interpersonal utility are satisfied, their ad involvement
increases, leading to stronger eWOM and purchase intentions (Ozer and Ugurhan, 2025). Especially on digital
platforms, studies are showing that consumers focus not only on the technical innovations of the product but
also on the credibility of the creator, the story presented about the product, and the level of emotional interaction
when making purchasing decisions (Yueh and Zeng, 2019; Rombach et al., 2024). In this context, while
personal innovativeness may directly increase individuals' purchase intention, product-based innovativeness
may have a more indirect effect. It may show its effect through mediating variables such as trust.

According to the research findings, the direct effect of product-based innovativeness on brand
awareness and recall was not found to be significant. However, it was found to have an indirect effect through
the trust variable. The lack of a direct effect of product-based innovativeness indicates that consumers'
recognition and awareness of an innovative product is not directly related to product features but instead to the
trust factor (Hanaysha and Hilman, 2015). There are findings in the literature that show that when consumers
trust brands with product-based innovativeness characteristics, they remember these brands more efficiently
and distinguish them from other brands (Hanaysha and Hilman, 2015, pp. 95-96). Therefore, trust plays an
essential mediating role in the effect of product-based innovativeness on brand awareness and recall. From this
perspective, it is crucial for content creators who produce and share product promotion videos to focus on
messages and practices that build trust in promoting innovative products.
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On the other hand, personal innovativeness significantly and positively affects brand awareness and
recall. This shows that individuals tend to remember brands more efficiently and create associations with their
innovative characteristics. Individuals with high levels of personal innovativeness are generally more willing
and proactive in discovering and learning about new brands. Since these individuals interact with brands more
frequently, they quickly remember brand attributes and form stronger recalls in their minds (Triwijayati et al.,
2024, pp. 55-56). Moreover, the effect of personal innovativeness on awareness may be due to the fact that
innovators come into contact with new brands faster through channels such as digital platforms and social
media. Considering that personal innovativeness is a dominant trait, especially among young consumers
(Hanaysha and Hilman, 2015), brands must emphasize innovative characteristics in their communication
strategies.

Mayzis, 2025,10(1)

Similarly, the risk-taking factor was found to have a significant effect on brand recall, but no direct
significant impact on brand awareness was observed. Risk-taking individuals are more willing to accept
uncertain and new situations (Triwijayati et al., 2024, p. 55). This is especially evident in the brand recall. Since
risk-taking individuals tend to try more innovative products and brands, they may develop stronger and clearer
recalls with these brands. However, the lack of a significant effect on brand awareness suggests that risk-taking
tendency may depend on the individual's direct experiences with the innovative product rather than brand
knowledge.

The strong effect of perceived trust on purchase intention reveals that consumers' trust in the brand
and the product is decisive when purchasing a product. This finding suggests that purchase intention is directly
linked not only to the characteristics of the product but also to the consumer's trust in that product. The fact
that individual factors such as personal innovativeness and risk-taking have a more limited effect on purchase
intention can be interpreted as individual characteristics playing a more indirect role than trust. The significant
impact of perceived trust in terms of brand awareness and recall suggests that consumers' perceptions and recall
of a brand are strengthened by trust. When consumers trust a brand, they remember it more efficiently and can
distinguish it from similar brands (Yueh and Zeng, 2024, p. 5). The weaker effects of risk-taking and product-
based innovativeness variables on these factors indicate that trust is more dominant in brand perception.

The research findings reveal that perceived trust is a mediating variable that affects product-based
innovativeness, purchase intention, and brand awareness. The mediating role of trust can be explained by the
fact that it reduces the uncertainties and risks that individuals face on digital platforms and strengthens their
tendency to purchase and establish an emotional connection with the brand. Personal innovators are more
inclined to try and discover new products (Aydin, 2009; Yueh and Zeng, 2024). However, the consumer needs
to feel trust for this tendency to turn into purchase intention. At this point, trust becomes an intermediary
mechanism and facilitates the individual's decision-making process. Product-based innovativeness enables the
consumer to focus on the product's technical features and innovative aspects (Aydin, 2009, p. 191). On the
other hand, this focus may not directly create purchase intention; the element of trust may mediate by
supporting the consumer's adoption of the product and making a purchase decision. This suggests that
consumers need to feel a sense of trust to adopt innovative products (Yueh and Zeng, 2024, p. 5). Especially in
product promotion videos, the sincerity, expertise, and accuracy of the information provided by the content
creator can facilitate purchase decisions by building consumer trust.

This study offers a comprehensive framework for understanding the dynamic relationships among
consumer perceptions, trust, and purchase intentions regarding innovative products. Trust, a central variable in
consumer behavior, plays both direct and indirect roles in shaping responses to innovation attributes. The
research emphasizes the need for brands to develop strategies that strengthen consumer trust, thereby enhancing
purchase intention, brand awareness, and recall. However, this study is limited to the YouTube platform and
focuses on product promotion videos in general, rather than specific product groups. The lack of product
category specification (e.g., technology, cosmetics, food, etc.) may restrict the generalizability of the findings.
Additionally, although demographic characteristics of participants were reported, no subgroup analysis was
conducted, which may hinder the discovery of deeper patterns across consumer segments. Another limitation
concerns the omission of influencer-specific characteristics such as follower count, perceived expertise, and
communication style—factors that could significantly impact the formation of trust. Future research should
explore other platforms where product promotion videos are shared, conduct comparative studies across
product types, examine group-based differences, and integrate these moderator variables to enrich the
explanatory power of the model.
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Genisletilmis Ozet

Dijitallesmenin hiz kazandig1 ¢cagimizda, bireylerin bilgiye erisim ve tiiketim aligkanliklar1 biyiik bir
doniigiim yasamaktadir. Bu doniisiim, sosyal medya platformlarinin ve dijital igerik iiretiminin 6nemi de
artmugtir. YouTube, diinya ¢apinda milyonlarca kullaniciya hitap eden bir platform olarak, sadece bir eglence
ve bilgi paylagim aract olmanin Stesine gecmis; tiiketici davraniglarint sekillendiren, satin alma niyetlerini
etkileyen ve marka farkindaligini artiran bir iletisim platformu haline gelmistir. Uriin tanitim videolar1, bu
stirecte onemli bir rol oynamaktadir. Gorsel ve isitsel unsurlarla zenginlestirilmis bu igerikler, tiiketicilere
yalnizca teknik bilgi sunmakla kalmayip duygusal bag kurmalarina da olanak saglamaktadir. Bu baglamda
mevcut ¢aligma, Yeniliklerin Yayilmasi Teorisi ¢ercevesinde YouTube'da yayimlanan {iriin tanitim videolarinin
tilketici yenilikeiligi, satin alma niyeti ve marka farkindalig: iizerindeki etkilerini kapsamli bir sekilde analiz
etmektedir. Caligmada ayrica, igerik iireticilerine yonelik algilanan giivenin bu etkiler lizerindeki aract rolii de
detayli olarak incelenmistir.

Calisma, iligkisel tarama modeline dayali nicel bir arastirma olarak tasarlanmistir. fliskisel tarama
modeli, degiskenler arasindaki iligkilerin yapisimt ve giiciinii korelasyon istatistikleri araciligiyla
degerlendirmeyi amaglayan bir arastirma desenidir. Arastirmanin 6rneklemi, amaca uygun Ornekleme
yontemiyle belirlenmistir. Orneklem, YouTube platformunu aktif olarak kullanan ve en az bir kez {iriin tanitim
videosu izlemis olan 422 katilimcidan olugmaktadir. Veriler, cevrim igi anket teknigi kullanilarak toplanmig ve
katilimcilarin goniillii katilimi esas alinmigtir. Anket formunda, tiiketici yenilik¢iligi, satin alma niyeti, marka
farkindaligi ve giiven degiskenlerini dlcen daha once gecerliligi ve giivenilirligi kanitlanmis Slgekler
kullanilmustir. Verilerin analizinde SPSS ve SmartPLS yazilimlari kullanilmigtir. Verilerin normal dagilim
gosterip gostermedigi tek degiskenli ve ¢ok degiskenli normallik testleri ile incelenmistir. Yapisal esitlik
modellemesi (PLS-SEM) kullanilarak degiskenler arasindaki dogrudan ve dolayli etkiler analiz edilmis ve araci
etkiler Bootstrap yontemiyle sinanmistir. Arastirmanin etik standartlara uygun bir sekilde yiiriitiilmesi i¢in
gerekli izinler ve etik kurul onayr alinmustir.

Aragtirmanin temel bulgulari, tiiketici yenilik¢iliginin satin alma niyeti ve marka farkindalig:
tizerindeki etkisini agik bir sekilde ortaya koymaktadir. Kisisel yenilik¢iligin, bireylerin belirsizlikten daha az
etkilenmesini sagladigi ve bu durumun satin alma niyetini olumlu yonde etkiledigi belirlenmistir. Yenilik¢i
bireylerin yeni {irlinleri deneme konusundaki cesaretleri ve bu iiriinlerin faydalarini kesfetme arzulari, onlarin
satin alma kararlarint daha bilingli bir sekilde almalarin1 kolaylastirmaktadir. Bununla birlikte, iiriin temelli
yenilik¢iligin dogrudan satin alma niyeti iizerinde anlamli bir etkisinin bulunmadigi gézlemlenmistir. Bu
sonug, tiiketicilerin yenilik¢i 6zelliklere sahip lirlinlerden ziyade igerik iireticilerine duyulan giiven gibi
faktorlere oncelik verdigini gostermektedir. Risk algisinin ise tiiketici davraniglari tizerinde karmasik bir etkisi
oldugu ve genellikle dolayli yollarla etkili oldugu anlagilmistir.

Aragtirmanin dikkat ¢ekici bir diger bulgusu ise giiven unsurunun araci bir rol iistlendigini
gdstermesidir. Igerik {ireticilerine duyulan giiven, tiiketicilerin satin alma niyetlerini gii¢lendiren énemli bir
etkendir. Ayn1 zamanda marka farkindaligini artirmada da kritik rol oynamaktadir. Giiven unsuru, tiiketicilerin
risk algisini azaltmakta ve iriinler hakkinda daha bilingli kararlar vermelerine aracilik etmektedir. Bununla
birlikte, giivenin marka ¢agrisimlari iizerinde de 6nemli bir etkisi oldugu tespit edilmistir. Giivenilir igerik
iireticileri, tliketicilerin markaya yonelik olumlu algilar gelistirmesine katki saglamakta ve markanin fark
edilme olasiligini artirmaktadir. Bu baglamda, YouTube gibi platformlarda igerik iireticileri, tiiketicilerle
markalar arasinda bir koprii gorevi gormekte, markalarin mesajlarin1 daha etkili bir sekilde hedef kitleye
ulagtirabilmektedir.

Elde edilen bulgular 15181nda, dijital platformlarda giiven unsuru ve igerik iireticilerinin etkisinin alt1
cizilmistir. Ozellikle YouTube'da yayimlanan iiriin tanitim videolarmin, tiiketicilerin satin alma niyetlerini ve
marka farkindaligini artirmada kritik bir rol oynadigi anlasilmistir. Giivenilir kabul edilen igerik {ireticilerinin
samimiyeti, tutarliligi ve durtstliigl, tiiketicilerin satin alma kararlarimi dogrudan etkileyebilmektedir.
Arastirma, dijital iletisim stratejilerinde giiven odakli bir yaklagim benimsenmesi gerektigini ve markalarin bu
dogrultuda adimlar atmasinin 6nemli oldugunu ortaya koymaktadir. Ayrica, markalarin yalnizca iiriin
ozelliklerini 6n plana ¢ikaran igeriklerden ziyade, duygusal bag kurmay1 hedefleyen igeriklere yatirim yapmasi
gerektigi vurgulanmustir.

Aragtirmanin Onerileri, dijital iletisim stratejilerini gelistirmek isteyen markalar ve igerik ireticileri
icin yol gosterici niteliktedir. Markalarin, igerik iireticileriyle is birligi yaparken onlarin giivenilirliklerine,
samimiyetlerine ve tiiketicilerle olan iletisimlerine oncelik vermeleri 6nemlidir. Giiven insa eden igerik
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iireticileri, tiiketicilerin marka ile bag kurmasii kolaylastiracak ve satin alma kararlarini olumlu ydnde
etkileyebilecektir. Bunun yani sira, markalarin tiiketicilerin ihtiyaglarin1 ve duygusal beklentilerini anlamaya
yonelik daha detayli analizler yaparak, iceriklerini bu dogrultuda sekillendirmeleri gerekmektedir. Dijital
platformlarin etkilesimli yapisindan faydalanarak tiiketicilerle dogrudan iletisim kuran ve onlarin geri
bildirimlerine agik olan stratejiler gelistirilmelidir.

Gelecekteki ¢aligmalar i¢in, farkli sosyal medya platformlarinin ve {iriin kategorilerinin etkilerini
inceleyen arastirmalarin gerceklestirilmesi Onerilmektedir. Kiiltiirel ve demografik farkliliklarin tiiketici
davraniglar1 tizerindeki etkilerini anlamaya yonelik calismalar, dijital iletisim ve reklam stratejilerinin daha
kapsamli bir sekilde ele alinmasini saglayabilir. Ayrica, farkli platformlardaki gesitli {irlin tanitim videolar1
iizerinden tiiketici gliveninin uzun vadeli etkilerini degerlendiren arastirmalar, markalarin siirdiiriilebilir bir
bagar1 elde etmesine yonelik stratejiler gelistirmelerine katki saglayacaktir. Sonug¢ olarak bu galigma,
yeniliklerin yayilmasi baglaminda tiiketici davramislarinin sekillenmesi konusunda &nemli bir cergeve
sunmaktadir. Ozellikle dijital platformlarda giiven unsuru etrafinda sekillenen stratejilerin, markalarin
basarisini artirmada temel bir unsur oldugu sonucuna ulagilmistir. Bu baglamda, markalarin tiiketicilerle daha
giiclii baglar kurabilmek amaciyla giiven odakli ve kullanici dostu bir yaklasim benimsemesinin, dijital cagin
rekabetci ortaminda ayakta kalmalarina yardimci olacagi degerlendirilmektedir.
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