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Abstract. This study looks at how brand awareness strategically shapes consumer
purchase decisions in a marketplace that is now crowded and heavily digital. As
competing products increasingly look alike in price and features, brand awareness
becomes the mental starting point of the buying journey: a brand that consumers simply
do not remember rarely gets considered, no matter how strong the product actually is.
Using a qualitative literature review, this study pulls together findings from a range of
credible international and Indonesian journals to build a conceptual framework showing
that marketing communication builds brand awareness, brand awareness in turn drives
purchase decisions, and awareness itself acts as the bridge connecting marketing
communication to the final buying choice. The findings show that brand awareness rarely
works on its own. It combines with brand image, perceived quality, and a favorable
consumer attitude to lower the buyer's sense of risk and make an otherwise overwhelming
decision easier, especially in digital markets where people are bombarded daily with
competing brand messages. Evidence from Indonesian cases in bottled water, e-
commerce, specialty coffee, and beauty shows that brands with consistently strong
awareness enjoy a real edge in conversion, even when price and product features are
roughly the same as competitors'. The study concludes that brand awareness is not a short
term promotional success but rather a long term strategic asset. Companies should invest
in a long term consistent brand communication strategy using both online and traditional
media to ensure a long lasting position in the minds of consumers.

Keywords: Brand awareness, brand equity, consumer behavior, digital marketing,
purchase decision.

1 Introduction

Brand competition today rarely comes down to price or product features alone. Nearly every
market, from everyday consumer goods to digital services, is now so crowded with
alternatives that an ordinary consumer often cannot spot the functional differences between
competitors at first glance. In this sense, the determining element for the selection,
engagement or dismissal of a brand is not just the product, but the brand’s pre-existence in
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the consumer’s mind prior to the purchase decision. This idea is close to Aaker's well-
known brand equity theory [1], which holds that a brand builds value through a set of
interconnected assets: brand loyalty, perceived quality, brand associations, and brand
awareness, all of which shape how a buyer responds to a product beyond its physical
features. Keller [2] Keller extended this by conceptualizing brand equity as the differential
impact of brand knowledge on consumer response to marketing efforts, while Gill and
Dawra [3] later found that awareness does not operate in a vacuum but is filtered through
the image a brand projects, thus reaffirming the idea that the level of familiarity a consumer
feels with a brand cannot really be separated from the emotional and evaluative baggage
attached with it.

Zooming in from this broad picture, a growing body of research points to brand
awareness as one of the earliest and most decisive touchpoints in the purchase decision
process. Kehinde [5] found that in the manufacturing sector, how easily consumers could
recognize and recall a brand strongly influenced their eventual purchase choices, while
Hameed et al. [6] showed in a digital communication setting that brand awareness
significantly shapes purchase intention, with consumer attitude and celebrity endorsement
moderating how strong that effect is. Sasmita and Mohd Suki [4], studying young
consumers, similarly found that awareness, along with association and loyalty, is part of the
bundle of brand equity dimensions shaping how a new generation of buyers evaluates the
brands in front of them. Together, these studies suggest brand awareness isn't a minor
marketing metric but a functional precondition for a brand to even make it onto a consumer's
shortlist.

In the Indonesian market specifically, this same pattern shows up across sectors that
look quite different on the surface. Ghealita [12] found that the degree of brand awareness
explained a considerable part of the variation in purchase decisions of Aqua bottled water
among the people of Bandung. Tarigan, Robin, and Angeline [13] observed a
corresponding significant effect in a different regional market for the identical product
category. Supiyandi, Hastjarjo, and Slamet [10] found that among the brand equity
dimensions tested on Shopee users, brand awareness remained one of the strongest
predictors of purchasing decisions on the platform, while Arianty [11] reported a similar
pattern when looking at how brand image and brand awareness jointly shape buying
behavior. Wiastuti and Kimberlee [15], studying a coffee roastery brand in Jakarta, and
Ramadayanti [14], examining brand awareness more broadly as a driver of product
purchase decisions, reached conclusions pointing the same direction. The common
denominator in these Indonesian studies is the consistent conclusion that awareness is
significant. But most of them examine the issue from a single case or sector, using
quantitative surveys that, while illuminating, rarely attempt to reconcile how brand
awareness functions across different consumer demographics, industries, and cultural
contexts.

This is the gap this study steps into. Much of the existing literature examines brand
awareness within a narrow setting, such as a single brand, a single city, or a single product
category, without stepping back to ask how the concept works as a strategic mechanism
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across these boundaries. Few studies have attempted a qualitative synthesis that puts
Indonesian findings in conversation with international research, or that traces how each
level of brand awareness, from basic recognition to full brand dominance, lines up with the
specific stages of the consumer decision journey. In light of this disparity, the central
inquiry of this research is: how can brand awareness strategically influence the phases of
consumer purchasing decisions, and what trends arise when Indonesian and global literature
are analyzed in conjunction?

This research contributes in a few ways. First, it brings together studies from very
different markets, from manufacturing abroad to e-commerce platforms and bottled water
brands in Indonesia, to build a broader picture of how brand awareness operates, rather than
relying on a single case. Second, it treats the dimensions of brand awareness not just as
survey indicators but as a strategic sequence mirroring the stages consumers go through
before buying. Third, by intentionally incorporating sources in both English and Indonesian,
the research anchors global marketing theory in the actual experiences of Indonesian
consumers, whose media consumption, brand awareness, and purchasing behaviors
significantly diverge from those commonly examined in Western scholarship. Section 2
discusses the literature study starting with brand equity as the overall theory and then
focusing on brand awareness and purchase decision as two core aspects. Section 3 discusses
the qualitative technique of literature review adopted. Section 4 provides the summary of
findings and examines their ramifications. The section 5 ends with key findings and
practical recommendations.

2 Literature Review
2.1 Brand Equity as the Grand Theory

Brand equity, as Aaker [1] conceptualized it, refers to the set of assets and liabilities tied to
a brand's name and symbol that add to, or take away from, the value a product or service
delivers to a company and its customers. Aaker identified five categories that make up this
equity: brand loyalty, perceived quality, brand associations, brand awareness, and other
proprietary assets such as patents and trademarks. Among these five, brand awareness sits
in a somewhat foundational position, since a consumer can't develop loyalty toward, or
form associations with, a brand they've never registered in the first place.
Keller [2] approached the same idea from a slightly different angle, defining customer-
based brand equity as the differential effect that brand knowledge has on how consumers
respond to marketing activity, and placing brand awareness as one half of that knowledge
structure, alongside brand image. Gill and Dawra [3], testing Aaker's framework
empirically, found that the individual sources of brand equity don't always behave as
separate, independent variables; awareness and image tend to cluster into what they called
a cognitive factor and an image factor, with the image factor mediating how awareness
eventually translates into equity. This is important for the present study because it shows
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that brand awareness should not be studied as a stand-alone construct, but rather as part of
a broader cognitive and evaluative system that consumers bring to the marketplace.

2.2 Brand Awareness

Brand awareness refers to a prospective buyer's ability to recognize or recall that a brand
belongs to a certain product category [10]. It's usually described as a hierarchy: it starts
with a consumer being completely unaware of a brand, moves through brand recognition
(the brand is identified once shown or mentioned), then brand recall (the consumer can
retrieve the brand from memory without a prompt), and finally reaches top-of-mind
position, where the brand is the very first one that comes to mind within its category.
Kehinde [5] discovered that this hierarchy has actual practical implications. Consumers in
the manufacturing industry who had a greater capacity to recognize and remember a brand
were more inclined to select that brand over other unknown options, even when there was
no significant price encouragement. Sasmita and Mohd Suki [4] also identified brand
awareness as one of the four core dimensions of brand equity among younger consumers,
along with brand association, brand loyalty and brand image. They added that awareness is
often the entry point from which the other dimensions are later built.

Digital exposure has become one of the main channels through which brand awareness
is now formed and sustained. Ardiansyah and Sarwoko [8] found that social media
marketing activity significantly shaped consumers' purchase decisions largely because it
strengthened brand awareness along the way, positioning awareness as a mediating
mechanism rather than simply an outcome of marketing spend. Dorie and Loranger [9],
studying apparel-related word of mouth among millennial and Gen Z consumers, observed
that critical incidents shared online, whether positive or negative, tend to spread quickly
precisely because the brands involved already have a recognizable place in consumers'
minds, letting the story travel and stick. In the Indonesian context, Supiyandi, Hastjarjo,
and Slamet [10] tested brand awareness, brand association, perceived quality and brand
loyalty on Shopee users and found that awareness was still one of the better predictors of
purchasing decisions on the platform. This reinforces that even in a highly digital, price
sensitive marketplace, familiarity with a brand still bears real weight.

2.3 Consumer Purchase Decision

Generally, purchase decision is understood as a series of steps that a consumer takes when
they are deciding to purchase a product or service. The purchase decision process usually
follows several stages, which are usually identifiable: problem or need recognition,
information search, evaluation of alternatives, the purchase decision itself and post purchase
behavior. Ghealita [12] applied this framework directly to bottled water consumption in
Bandung and found that consumers with high brand awareness of Aqua, especially at the
top-of-mind level, were considerably more likely to move quickly through the earlier
decision stages and settle on that brand without extensively comparing alternatives.
Ramadayanti [14] reached a similar conclusion, arguing that brand awareness effectively



The Strategic Role of Brand Awareness in Shaping Consumer ... 631

shortens the information search stage because a familiar brand is treated by the consumer
as a known, lower-risk option that doesn't need much additional checking.

Other studies show how this plays out once digital and social factors enter the picture.
Tarigan, Robin, and Angeline [13] found that both digital marketing activity and brand
awareness had a significant simultaneous effect on purchase decisions for bottled water in
a semi-urban Indonesian setting, suggesting that awareness built through digital channels
does translate into real purchasing outcomes even outside major cities. Wiastuti and
Kimberlee [15], examining brand equity as a whole at a coffee roastery in Jakarta, found
that among its four dimensions, awareness together with perceived quality had a particularly
strong relationship with the final purchase decision, while Arianty [11] confirmed that
brand image and brand awareness together have a significant positive effect on what
consumers ultimately decide to buy. Pefia Garcia, Gil Saura, Rodriguez Orejuela, and
Siqueira Junior [16], working in a cross-cultural online shopping context, add another layer
by showing that purchase intention is shaped by a mix of attitude, subjective norms, and
self-efficacy in navigating online stores, suggesting brand awareness interacts with broader
psychological and situational factors rather than being the sole determinant of what a
consumer finally buys.

2.4 The Interconnection between Brand Awareness and Purchase Decision
Taken together these investigations reveal a rather consistent pattern. Brand awareness is
less an ultimate cause of purchase than a barrier that decides whether a brand even gets into
a consumer’s set of possibilities worth considering. Once a brand gets through that gate,
additional things such as perceived quality, brand association, price and trust come into play
to determine the ultimate choice. But if there is no awareness in the first place, those
elements are rarely ever assessed. Hameed et al. [6] who said that brand awareness had the
greatest significant effect on purchase intention when combined with a positive consumer
attitude, thereby emphasizing that awareness is important but not necessarily sufficient.
Lestari and Nurhasanah [7] reached a related conclusion in their study of social media
marketing, finding that brand awareness mediated the relationship between marketing
activity and purchase decision, meaning marketing efforts that fail to build awareness first
tend to have a much weaker effect on eventual buying behavior, no matter how creative or
well-funded they are. This body of evidence forms the conceptual backbone for the
synthesis presented later in this paper, where the strategic role of brand awareness is
discussed stage by stage across the consumer decision journey.

3 Methodology

The study is qualitative and is based on literature evaluation. The reason for the qualitative
technique is that the research aim is to synthesize patterns and conceptual knowledge and
not to verify a specific numerical hypothesis. The major data are secondary sources, i.e.
peer-reviewed journal papers between 1991 and 2025 originating from global publishers
and Indonesian academic journals. In some cases, credible information concerning
Indonesian consumer behavior is added. Sources were selected for their relevance to brand
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awareness, brand equity or consumer purchase decision and preference was given to articles
with empirical findings, either quantitative or qualitative in their original design, so that the
synthesis of this paper is based on evidence, rather than opinion alone.

The analysis was done in three steps. First, the relevant literature was discovered and
organized based on the primary constructions under research which are brand equity as the
overarching theory, marketing communication and brand awareness as the antecedent
constructs and purchase decision as the outcome construct. Second, the findings of each
source were analyzed to detect consistent trends, agreement, and disagreement, especially
across international and Indonesian studies. Third, the synthesized data were arranged into
a conceptual framework developed based on the literature studied . The framework was
developed to answer four questions: (1) Does marketing communication have a positive
effect on brand awareness? (2) Does brand awareness have a positive effect on consumer
purchase decisions? (3) Does marketing communication have a direct positive effect on
consumer purchase decisions? (4) Does brand awareness mediate the relationship between
marketing communication and consumer purchase decisions? These four questions
structure the discussion in the next section and are treated as the conceptual hypotheses the
reviewed literature is read against.

4 Results and Discussion

Reading the reviewed literature through the four research questions above, this discussion
is organized around four conceptual hypotheses that together describe how brand awareness
works strategically between marketing communication and consumer purchase decision.
Each subsection below addresses one hypothesis in turn, before the conceptual framework
built from this synthesis is presented in Figure 1.

4.1 The Influence of Marketing Communication on Brand Awareness (H1)

The reviewed literature consistently shows that marketing communication, especially
through digital and social media channels, has a significant positive effect on how strongly
a brand registers in consumer memory. Ardiansyah and Sarwoko [8] showed that social
media marketing activity strengthens brand awareness before that awareness goes on to
shape purchasing behavior, implying that the sequencing of marketing effort matters as
much as its creative quality. Dorie and Loranger [9] learned that for millennial and Gen Z
consumers, brand incidents that happen and are shared online spread quickly, but it’s
because the brands are already in a familiar frame of reference for younger audiences and
digital word of mouth is amplifying existing awareness, not creating it from nothing.
Tarigan, Robin, and Angeline [13] corroborated a similar pattern outside of large urban
areas, demonstrating that digital marketing activity had a significant effect on brand
awareness for a fast-moving consumer commodity even in a semi-urban Indonesian context.
Collectively, our evidence supports H1: that marketing communication has a beneficial
impact on brand awareness, and that this impact is constant across age groups, industries,
and levels of urbanization in the Indonesian market.
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4.2 The Influence of Brand Awareness on Purchase Decision (H2)

A second, equally consistent finding concerns the direct relationship between brand
awareness and purchase decision. Kehinde [5] found that in the manufacturing sector,
consumers who could recognize and recall a brand more easily were considerably more
inclined to choose it over unfamiliar alternatives, while Sasmita and Mohd Suki [4]
positioned awareness as one of the foundational dimensions through which younger
consumers build their overall brand equity judgment. In the Indonesian context, Ghealita
[12] found that Aqua's dominant top-of-mind position among Bandung residents translated
into a shorter, less deliberate purchase decision process, since consumers who already had
the brand firmly fixed in memory tended to skip much of the comparative evaluation theory
would otherwise predict. Ramadayanti [14] and Supiyandi, Hastjarjo, and Slamet [10] We
found similar results in other sectors, i.e. general consumer products and Shopee e-
commerce platform. In these sectors, awareness predicted the ultimate purchasing outcome
in all its sub-dimensions, i.e. recognition, recall, top of mind, and dominance. This evidence
supports H2: brand awareness positively affects consumer purchase decisions, and further
indicates that each dimension of awareness maps onto a different stage of that decision:
recognition easing information search, recall shaping evaluation of alternatives, and top-of-
mind position most closely linked to the final choice.

4.3 The Direct Influence of Marketing Communication on Purchase Decision (H3)
Beyond its indirect route through awareness, marketing communication also appears to
shape purchase decision directly. Tarigan, Robin, and Angeline [13] found that digital
marketing and brand awareness both had a significant simultaneous effect on purchase
decisions, indicating marketing communication doesn't only work by building awareness
first, but can also influence the final decision through other channels, such as providing
information that assists evaluation or offering incentives that speed up the decision itself.
Hameed et al. [6] found that brand awareness shaped purchase intention most strongly when
paired with a favorable consumer attitude, an attitude that is itself often formed through
direct exposure to marketing communication rather than through awareness alone. Pefia
Garcia, Gil Saura, Rodriguez Orejuela, and Siqueira Junior [16] add further support from
an online retail context, showing that purchase intention is shaped by a combination of
attitude, subjective norms, and self-efficacy in navigating digital stores, factors cultivated
directly through marketing communication and not fully reducible to brand awareness.
These data confirm H3: marketing communication has a direct positive effect on customer
purchasing decisions, regardless of its possible role in building awareness.

4.4 Brand Awareness as a Mediator between Marketing Communication and
Purchase Decision (H4)

The fourth and most integrative finding concerns the mediating role brand awareness plays
between marketing communication and purchase decision. Lestari and Nurhasanah [7]
found explicitly that brand awareness, together with electronic word of mouth, mediated
the relationship between social media marketing and purchase decision, meaning marketing
efforts that fail to build awareness first tend to have a much weaker effect on eventual
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purchasing behavior, no matter how creative or well-funded those efforts might be. Gill and
Dawra [3] offered a complementary theoretical explanation for why this mediation
happens, finding that awareness rarely converts into equity or behavior on its own but is
instead channeled through an image factor that shapes how favorably that awareness gets
interpreted by the consumer. Wiastuti and Kimberlee [15] and Arianty [11] reinforced this
reading in Indonesian settings, both finding that awareness works alongside brand image
and perceived quality rather than acting alone, so companies that focus purely on being
remembered, without also cultivating a coherent and appealing brand image, may still fall
short of converting that awareness into an actual purchase. This research supports H4: brand
awareness mediates the relationship between marketing communication and consumer
purchase decisions, indicating that awareness is the strategic hinge between what a brand
communicates and what a consumer buys.

Conceptual Framework: Brand Awareness in Consumer Purchase Decisions

Marketing H1(+) Brand H2 (+) Purchase
Communication — Awareness — Decision

H4 (Mediating Role)

< H3 (Direct Effect) (+) >

Fig. 1. Conceptual framework of brand awareness in consumer purchase decisions.

Figure 1 sums up the conceptual framework built from this synthesis. Marketing
communication, delivered mainly through digital and social media channels, is positioned
as the antecedent construct that shapes brand awareness (H1) and also carries a direct effect
on purchase decision (H3). Brand awareness, broken into its recognition, recall, top-of-
mind, and dominance dimensions, sits as the central construct that shapes purchase decision
directly (H2) and mediates the effect of marketing communication on that decision (H4).
This framework reflects a consistent pattern across the reviewed literature: brand awareness
is rarely the final cause of a purchase, but it is very often the gate a brand must pass through
before any other factor, such as image, quality, or price, gets the chance to be evaluated at
all.

5 Conclusion

Based on the literature review conducted, this study draws several conclusions about the
strategic role of brand awareness in shaping consumer purchase decisions. First, marketing
communication delivered through digital and social media channels has a positive effect on
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brand awareness, confirming that consistent, well-targeted communication is what allows a
brand to first register in consumer memory. Second, brand awareness itself has a positive
effect on consumer purchase decisions, with each of its dimensions, namely recognition,
recall, top-of-mind position, and dominance, corresponding to a distinct stage of the
decision journey, from information search through to the final choice. Third, marketing
communication has a direct positive effect on purchase decision, which cannot be fully
explained by awareness only, as positive attitudes, subjective norms, and confidence in
navigating digital platforms also contribute. Fourth, and most importantly, brand awareness
acts as a mediator between marketing communication and purchase decision, meaning that
marketing efforts which do not first build awareness tend to have a much weaker effect on
eventual buying behavior, regardless of how creative or well-funded they are.

We see this pattern across sectors that are otherwise quite different in their competitive
dynamics, as evidenced by Indonesian cases in bottled water, e-commerce, specialty coffee
and beauty services. Digital and social media channels have become central to how
awareness is now built and sustained, particularly among younger consumers. Literature
also suggests that mere knowledge rarely translates into a purchase; it requires a consistent
brand image and perceived quality that is believable to transform it into a buying decision.
These findings suggest that companies in increasingly saturated markets should not regard
brand awareness as a promotional objective to be checked off after a campaign, but as a
long-term strategic asset that needs to be nurtured through consistent communication in
digital and conventional media. Future research may benefit from empirical studies directly
testing this conceptual framework within specific Indonesian industries that have received
comparatively little scholarly attention so far, such as local fashion brands, financial
technology services, and small and medium-sized food and beverage enterprises.
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