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ABSTRACT

Objectives: The objective of this study is to investigate the effectiveness of Pepsodent’s social responsibility 
marketing campaign branding for the younger generation. The study is conducted in the context of Pepsodent’s 
Social Responsibility Marketing Campaign which is #SikatGigiSekarang and aimed for the younger generation, 
aged 18-34 years old who have purchased Pepsodent products and are aware of the campaign.
Methods: This research utilizes an online questionnaire that is distributed to 200 respondents. The full-scale 
data is analyzed through SmartPLS and bootstrapping analysis to test for reliability, validity, convergent and 
discriminant validity, and the study’s hypothesis to identify the relationship between variables.
Results: The findings of the research shows that all of the variables, such as Brand Familiarity, Attitude towards 
Campaign, Campaign Fit, Credibility, Brand Attitude, and Involvement with the cause all affect each other. Brand 
Familiarity has a positive and significant relationship with Campaign Credibility and Brand Attitude, Campaign 
Credibility also has a positive and significant relationship with Attitude towards Campaign and Involvement with 
the Cause also has a positive and significant relationship towards Attitude towards the Campaign. Campaign 
Credibility and Attitude towards Campaign plays a full mediation between the relationship. Campaign Fit and 
Campaign Credibility is also positive and significantly related. 
Conclusion: Findings of this research are similar to the original study. All of the hypotheses have been accepted 
which proves that all the variables in the research model have been pretty effective and have positive relationships 
between the variables when measured for the social responsibility marketing campaign of Pepsodent. The younger 
generation nowadays not only prefers well-known brands, but also how connected the campaign is with a social 
cause that they support, therefore marketers must get their products ready and tie the participation with the cause 
to their campaign for their social responsibility marketing campaign. As a result, supporters are more inclined to 
promote the brand and buy its goods.

Keywords: Brand Familiarity; Social Responsibility Marketing; Corporate Social Responsibility; Brand Attitude; 
Involvement with the Cause; Attitude towards Campaign; Campaign Credibility

INTRODUCTION

Over the last few decades, corporate social responsibility has received a lot of attention. Most debates 
concerning social responsibility on the other hand, have been extremely limited in scope. The problem of social 
responsibility and ethics in marketing has gotten a lot of attention in recent years. While several have been 
descriptive, concentrating on how or why marketers operate socially responsible and ethically, the vast majority 
have been analytical. Simply put, social responsibility is a person’s overall obligation to guarantee that society and 
the environment benefit from their actions. In contrast, corporate social responsibility is a company’s obligation 
to ensure that its operations benefit the community and the environment. Corporate social responsibility may 
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take many forms, but the four most common are environmental stewardship, charity giving, ethical conduct, and 
financial accountability. Various forms of corporate social responsibility exist. Businesses of all sizes may make 
a significant difference in the community by making a little donation to the local food bank. Corporate social 
responsibility (CSR) can take many forms. Some common ones include reducing carbon footprints, improving 
labor policies, and investing in fair trade, diversity, equity, and inclusion. Other forms of CSR include charitable 
global giving, community and virtual volunteer work, environmentally friendly corporate policies, and ecologically 
and socially responsible investments. A person’s or an organization’s social duty is to uphold a certain standard 
of behavior and have a positive impact on society as a whole. It is the duty of individuals and social institutions 
such as societies, organizations, and enterprises to work in the best interests of their surroundings and the general 
population. Companies’ attempts to fulfill their responsibilities to the community and the environment are called 
corporate social responsibility (CSR). Hence, corporate social responsibility (CSR) is a social responsibility 
practiced by corporations. Therefore, both systems are morally correct in their own right. Many business leaders 
believe that operating amid tumultuous times and fast change contradicts their long-held ideas about what it takes 
to be competitive and effective to endure and flourish. Globalization, immediate technical breakthroughs, and a 
move from an industrial to a knowledge and information-based economy are some of the challenges managers 
face today. The future of Indonesia is heavily affected by the country’s youth. Even if they aren’t aware of it, 
young people play an essential role in propelling the nation and state forward. Because young people drive 
development, a country’s strengths and weaknesses may be seen in the character of its youth, who will inherit 
its wealth in the future. In 2018, Indonesia’s millennials, or those between the ages of 20 and 35, constituted 63 
million of the country’s 265 million residents, according to statistics from the National Development Planning 
Agency (Bappenas). Many Indonesians in their twenties and thirties are both a challenge and an opportunity. 
On March 19, 2021, PT. Unilever Indonesia, Tbk. will celebrate Teeth and Mouth Health World Day 2021 by 
collaborating with the FDI World Dental Federation and Persatuan Dokter Gigi Indonesia (PDGI) to launch the 
campaign “Senyum Sehat untuk Hidup yang lebih Sehat” or translated as “Healthy Smile for a Healthier Life” 
with the slogan “Yuk, #Sikat Gigi The goal of this campaign is to communicate the importance of practicing 
excellent dental habits in the family twice a day — a simple activity with a major influence on oral health and 
the body as a whole, especially during a pandemic. An online survey was administered to ten respondents with 
the goal of determining the respondents’ understanding and knowledge, as well as their level of awareness, of 
the primary elements and drivers for this study. This research will analyze and investigate the effectiveness of 
Pepsodent’s Social Responsibility Marketing in terms of Branding towards Indonesian Millennials using one 
Pepsodent’s “Yuk, SikatGigiSekarang!” campaign. The primary goal of this study is to determine which aspects 
will have the greatest impact on the effectiveness of Pepsodent’s Branding on Social Responsibility Marketing 
Campaign, as well as to gather varied viewpoints from respondents, specifically addressing the awareness of 
Pepsodent’s campaign. 

Literature Review

Brand Familiarity

We use this argument to argue that brand recognition is a significant element that influences customer 
perceptions. The importance of brand familiarity in marketing has long been acknowledged by marketing 
scholars and practitioners. Unfamiliar brands, for example, have been demonstrated to be more prominent in 
advertisements, simpler to remember, and favored by customers. Regarding enterprises, brand familiarity may 
function as a shield against the negative impacts of false information. Brand familiarity is a metric used to assess 
a customer’s exposure directly and indirectly to a particular brand. (Alba and Hutchinson 1987; Kent and Allen 
1994).

Campaign Fit

The term “campaign fit” refers to the relationship between the campaign’s sponsor and the cause it supports. 
Lack of alignment or congruence between the brand and the cause has been blamed for a brand’s inability to 
benefit from CRM (Zdrakovic et al., 2010). According to social marketing, a company’s product line, image, 
position, and/or target market may all be linked to a cause. (Varadarajan and Menon, 1988). The compatibility 
of a company’s campaign and causes reveals how closely a cause is tied to campaign and how well they work 
together (Nan and Heo, 2007). Another reason is the commercial’s nature. Customers respond positively to social 
responsibility marketing efforts when they are given concrete and explicit statements with clear objectives (Lubin 
and Esty, 2010), The use of advertisements that use accurate and undistorted messages with the correct quantity 
of information.
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Credibility

Academics and practitioners in marketing and advertising have long been fascinated by the topic of 
believability. Consumers, investors, and other stakeholders’ belief in a company’s integrity is measured by 
corporate credibility. Kuczkowska, n.d. It can sometimes extend beyond the firm’s name to encompass the cause’s 
supporters (Srdan Zdravkovic et al., 2010). While most consumers support corporate social projects, research 
shows that their opinions differ depending on who is funding the cause. If action is taken, customers’ perceptions 
of the sponsor’s reliability, trustworthiness, and reputation must be assessed (Jiménez Correa et al., 2021). Firm 
credibility, according to (Newell & Goldsmith, 2001), 

Involvement with the Cause
Acknowledging the importance of the attribution theory (H.H. Kelley, Attribution Theory in Social 

Psychology, 1967), (Levine, D., Ed., Nebraska Symposium on Motivation, Vol. 15, University of Nebraska Press, 
Lincoln, 192-238. Scientific Research Publishing, 2017). The messages a company delivers to its consumers are 
interpreted by the customers, who then analyze the signals to determine the reasons for the company’s actions 
(Calder & Burnkrant, 1977). Two types of incentives will follow this hypothesis: selfless activities and selfish 
acts (Weiner, 2010). Customers are more lured to social marketing projects with altruistic outcomes, according 
to the notion of involvement with social responsibility marketing. Several studies have found that when one’s 
geographical and social proximity to the cause increases, so does one’s engagement. Other research focuses on 
behaviors that improve the environment and the world, with the goal of demonstrating their positive impact on 
attitudes toward a social responsibility marketing campaign (Duarte & Costa, 2018)

Attitude towards Campaign
The consumer’s attitude toward the campaign, which impacts the establishment of the consumer’s attitude 

toward the brand, is one of the elements that might influence beliefs. This is especially true when consumers have 
little information about the marketed brand and, as a result, rely on their gut feelings about the advertising they 
are exposed to. As a result, it’s reasonable to argue that commercials impact brand belief, which in turn changes 
attitudes toward ads, and so toward the brand (Jiménez Correa et al., 2021). Studies show that when individuals 
have a favorable attitude toward a social responsibility marketing effort, they also have a positive attitude about 
the company image (Childs et al., 2019)

Brand Attitude
Consumers become aware of products supplied by manufacturers thanks to the presence of brands, and this 

awareness of brands, also known as brand awareness or brand awareness, serves as a benchmark for measuring 
the success of marketing efforts. Additionally, attitude has a significant role in motivating customers to purchase 
a product. Consumers’ attitudes about a product are recognized as a reflection of their sentiments, regardless of 
whether they like it or not. The quality of the goods offered by the firm to customers is inextricably linked to the 
purchasing interest experienced by customers. 

H1. Brand familiarity influences millennials’ brand attitude positively after an SRM campaign

H2. Brand familiarity influences the positive effect of SRM campaign credibility among millennials

H3. Campaign fit influences SRM campaign credibility among millennials

H4. Campaign credibility influences millennials’ attitude towards an SRM campaign

H5. Involvement with the cause influences millennials’ attitude towards an SRM campaign

H6. Millennials’ attitude towards an SRM campaign influences their attitude towards the brand

METHODS

The purpose of this study is to investigate and establish whether the variables included in this study have a 
significant relationship with the hypothesis, which is detailed in Chapter 2. The variables included in this study, 
such as Brand Familiarity, Campaign Fit, Campaign Credibility, Attitude towards Campaign, Involvement with 
the Cause, and Brand Attitude, were adapted from Erika Alejandra Jimenez Correa, Sandra Milena Palacio-Lopez, 
Javier A. Sanchez Torres, Luisa Fernanda Gaviria Martinez, Juan Pablo Arrubla Zapata, Yuri Lorene Hernandez 
Fernandez, and Carolina Perl. Although the factors were already included in the prior study, as noted above, the 
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results may change from the previous study due to differences in consumer characteristics as well as the location 
of the survey.

This study will also employ Empirical Study methodologies to investigate the link between the variables. Any 
study whose conclusions are rigorously produced from concretely empirical data, and hence “verifiable” evidence, 
is classified as empirical research. An empirical research will be undertaken on Pepsodent’s social responsibility 
marketing efforts to evaluate if customers value the criteria identified as drivers of positive brand perceptions. 
Because the goal was to study solely social awareness efforts, social responsibility marketing campaigns with a 
reason were sought. For this case study, Campaign A (Pepsodent) was chosen as an social responsibility marketing 
campaign to urge citizens to wash their teeth. The empirical approach allows the researcher to acquire the data 
needed to test hypotheses and answer questions about the subject of the study. The researcher will employ the 
Quantitative Approach or Quantitative Methods to obtain the data required for this investigation. The Quantitative 
Methods entail gathering and evaluating numerical data for the research, which will then be utilized to examine 
the link between the variables. 

The qualitative data was acquired by an online survey from ten respondents, which the researcher chose 
and judged on whether the person matches the requirements for the subject of this research, after adapting them to 
Bahasa Indonesia. Part 1.2 Exploratory Study contains a summary of the qualitative data acquired through online 
surveys.

The unit of analysis that will be employed in this study to acquire additional insight will be Millenials and 
Gen Z in Indonesia who have previously purchased Pepsodent products. The respondents’ ages will range from 
18 to 41 years old, as the average number of millennials in Indonesia is those born between 1981 and 1996, and 
those born between 1997 and 2012. 

The questionnaire will be distributed to respondents who are regarded to be Indonesian Millennials who 
have already purchased one of Pepsodent’s goods in order to obtain more accurate data and better observation. 
Such respondents are chosen to be given the questionnaire because they are more likely to provide accurate 
answers to the difficulties and questions in this study. Non-probability sampling methods, by definition, are 
sampling methods used by researchers to gather sampling methods not by random selection, but rather by picking 
the sample for the research based on subjective criteria, and are regarded as a less demanding method by many 
(Trochim, 2020).

Using a quantitative method, establishing the number of samples is a necessary step in continuing the 
investigation. The number of the minimum sample size is decided by the total number of respondents; a total of 
200 sample sizes must be provided, with at least as many variables utilized in the study to be evaluated, proven, 
and observed. Hair et al. (2014) The amount of questions that will be asked for each variable in this study varies. 
Each variable has four questions: Brand Familiarity, Campaign Fit, Campaign Credibility, Involvement with the 
Cause, and Attitude Toward Campaign. 

Both primary and secondary data are collected and used to obtain data that is necessary to continue evaluating 
this research in order to evaluate the hypothesis. The approaches that the researcher will utilize and deploy to aid 
in the creation and development of the research study will be covered in this subchapter.

The questionnaire that will be used in this research was adopted from previous study conducted by Erika 
Alejandra Jimenez Correa, Sandra Milena Palacio-Lopez, Javier A. Sanchez Torres, Luisa Fernanda Gaviria 
Martinez, Juan Pablo Arrubla Zapata, Yuri Lorene Hernandez Fernandez, and Carolina Perlaza Lopera (2012). 
The survey questions or questionnaire was divided into three parts, each part will be asked about different types 
of questions to the respondents.  The study will be utilizing Likert Scaling as its main scaling method. The 
Likert Scale is one of the most common scaling methods in researchers. Likert Scale is typically used to measure 
an individual’s perception and attitudes towards an object, such as influencers which are utilized in this study. 
Another reason why the Likert scale was used is because respondent’s opinions and attitudes are quantified into 
numerics that can be utilized for quantitative analysis.  Respondents will typically be asked to choose from a range 
of responses that are coded numerically for qualitative study such as 1 = disagree, 2 = slightly disagree and so on 
(Jameison, n.d; Mcleod, 2019).  In the original study, a seven-point Likert scale was used from ‘strongly agree’ 
(1) to ‘strongly agree’ (7). However, this research will not be using a 7-point Likert Scale. 

This research will also include a validity analysis to identify whether the questionnaire measures what 
the research aims to measure. This research will use AVE, Discriminant Validity, and Outer Loadings. It was 
mentioned by Hair et al. (2019) that the value of AVE should be above 0.5 to show that the construct is valid. 
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The Discriminant Validity will require the value of the constructs indicator to be higher than other constructs. 
Whereas Alarcon & Sanchez (2015), mentioned that Outer Loadings values should be above 0.6 to indicate that 
the construct is valid. Both the reliability and validity test will be conducted on the pilot test and for the main 
research. 

This research will also include a collinearity analysis using the Variance Inflation Factor, which implies that 
the bigger the value gets, it indicates a presence of multicollinearity. The R-Square analysis is also analyzed in this 
research in which the higher the R-Square value gets, the better the fit between the regression model and the data. 

There are a total of six hypotheses in this research which aims to define whether the relationships between 
variables are significant when applied to social responsibility marketing campaign towards younger generation. 
The hypotheses will be tested using the Bootstrapping procedure through the SmartPLS software. This will show 
the author the results of the path coefficient and p-values. The p-value will then define whether the hypothesis 
can be accepted or rejected. The rule of thumb states that the p-value needs to be below 0.05 or the level of 
significance to be accepted. The variables used in this study are based on Erika Alejandra Jimenez Correa, Sandra 
Milena Palacio-Lopez, Javier A. Sanchez Torres, Luisa Fernanda Gaviria Martinez, Juan Pablo Arrubla Zapata, 
Yuri Lorene Hernandez Fernandez, and Carolina’s previous study titled “Effectiveness of social responsibility 
marketing in young millenials - Generation Y: analysis of three cases for brand positioning.” 

RESULTS AND DISCUSSIONS

As mentioned above, the author planned to conduct a pre-test and a pilot test to ensure that the data is reliable 
and valid. The pre-test was gathering 10 respondents before the pilot test and asked for feedback regarding the 
questionnaire and whether they had any feedback or not such as mistranslations or grammatical errors. Whereas 
the pilot test was gathering 32 respondents to check they validity and reliability of the data, before gathering the 
total 241 respondents.

Reliability Test
Table 1. Composite Reliability Results  (n=30 and n=150)

Variables
Composite 
Reliability

(n=32)

Composite 
Reliability
 (n=241)

Acceptable 
Level Conclusion

Campaign 
Credibility 0.92 0.88 > 0.7 Reliable

Brand Attitude 0.91 0.85 > 0.7 Reliable

Campaign Fit 0.89 0.85 > 0.7 Reliable

Attitude 
towads the 
Campaign

0.94 0.88 > 0.7 Reliable

Brand 
Familiarity 0.96 0.88 > 0.7 Reliable 

Involvement 
with the Cause 0.90 0.81 > 0.7 Reliable

Table 1 shows that all variables are valid and reliable to be used.
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Table 2. Cronbach Alpha Results (n=30 and n=150)

Variables Cronbach 
Alpha (n=32)

Cronbach Alpha 
(n=241)

Acceptable 
Level Conclusion

Campaign 
Credibility 0.86 0.79 > 0.6 Reliable

Brand Attitude 0.87 0.76 > 0.6 Reliable

Campaign Fit 0.82 0.74 > 0.6 Reliable

Attitude towards 
the Campaign 0.90 0.79 > 0.6 Reliable

Brand 
Familiarity 0.95 0.82 > 0.6 Reliable

Involvement 
with the Cause 0.83 0.65 > 0.6 Reliable

As shown in Table 2, the Cronbach Alpha during the pilot test and final test both are valid and reliable

Validity Test
Table 3. Average Variance Extracted Results (n=30 and n=150)

Variables AVE
(n=30)

AVE
 (n=150)

Acceptable 
Level Conclusion

Brand Familiarity 0.87 0.70 > 0.5 Valid

Attitude towards 
Campaign 0.84 0.59 > 0.5 Valid

Brand Attitude 0.72 0.66 > 0.5 Valid

Campaign 
Credibility 0.78 0.70 > 0.5 Valid

Involvement with 
the Cause 0.74 0.66 > 0.5 Valid

Campaign FIt 0.74 0.59 > 0.5 Valid

As shown in Table 3, there were three variables that are considered in valid during the pilot as the acceptance 
level for AVE was 0.5. However, the full-scale data shows that all of the results ranges from 0.582 to 0.819 which 
shows all the data are valid and is able to be used for further analysis.

Fornell-Larcker Criterion
Table 4. Discriminant Validity of Final Survey

Attitude 
towards the 
Campaign

Brand 
Attitude

Brand 
Familiarity

Campaign 
Credibility 

Campaign 
Fit

Involvement 
with the 
Cause

Attitude towards 
the Campaign 0.797

Brand Attitude 0.497 0.767

Brand 
Familiarity 0.331 0.524 0.812

Campaign 
Credibility 0.358 0.296 0.301 0.812

Campaign Fit 0.166 0.195 0.191 0.298 0.790

Involvement 
with the Cause 0.412 0.490 0.314 0.290 0.275 0.745



121Effective Branding of Pepsodent’s Social Responsibility.... (Desyra Sukma Dewanthi)

Collinearity

The author conducted a collinearity test for the inner and outer model to check if there was any 
multicollinearity. The results showed that all of the items had a value below 10, which shows that there is no 
multicollinearity.

Bootstrapping

Figure 1. Bootstrapping

Table 5. Path Coefficient of Final Survey

Original 
Sample (O)

Sample 
Mean (M)

Standard 
Deviation 
(STDEV)

T Statistics P Values

Attitude towards Campaign -> 
Brand Attitude 0.363 0.369 0.051 7.079 0.000

Brand Familiarity -> Brand 
Attitude 0.403 0.385 0.104 3.873 0.000

Brand Familiarity -> Campaign 
Credibility 0.254 0.254 0.065 3.891 0.000

Campaign Credibility -> Attitude 
towards Campaign 0.260 0.265 0.069 3.762 0.000

Campaign Fit -> Campaign 
Credibility 0.250 0.266 0.058 4.334 0.000

Involvement with the Cause -> 
Attitude towards Campaign 0.337 0.346 0.083 4.050 0.000
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Table 6. P Value of Final Survey

Variables Relationship P-Values (< 0.05)

Attitude towards Campaign -> Brand Attitude 0.00

Brand Familiarity -> Brand Attitude 0.00

Brand Familiarity -> Campaign Credibility 0.00

Campaign Credibility -> Attitude towards Campaign 0.00

Campaign Fit -> Campaign Credibility 0.00

Involvement with the Cause -> Attitude towards Campaign 0.00

Table 7. Summary of Findings

Hypothesis Test Findings Previous Research 
Findings

1
Brand familiarity influences millennials’ 
brand attitude positively after an SRM 

campaign
Accepted Accepted

2
Brand familiarity influences the positive 

effect of SRM campaign credibility 
among millennials

Accepted Accepted

3 Campaign fit influences SRM campaign 
credibility among millennials Accepted Accepted

4
Campaign credibility influences 

millennials’ attitude towards an SRM 
campaign

Accepted Accepted

5
Involvement with the cause influences 
millennials’ attitude towards an SRM 

campaign
Accepted Accepted

6
Millennials’ attitude towards an SRM 

campaign influences their attitude 
towards the brand

Accepted Accepted

CONCLUSIONS

This research aimed to determine the effectiveness of Pepsodent’s social responsibility marketing initiatives 
in positioning the company’s name among younger customers. We adopted Buil et al. (2012)’s causal model 
because it allows us to examine not only the components directly connected to the effect of an advertising 
campaign but also the consideration of whether brand perception influences a cause-related social responsibility 
marketing campaign. (2012). An examination of a particular Pepsodent social responsibility marketing campaign 
on millennials is one of the few theoretical contributions of this research. Despite their early exposure to the 
Internet and potential materialism, young millennials are more aware of environmental and social concerns and 
the consequences of their purchases, according to the study (Kaur and Anand, 2018; Urwin and Joao, 2018). 
Lerro and coworkers (2019). As a consequence, a company’s social responsibility marketing effort will be seen 
favorably by consumers. This type of activity may even be beneficial for companies wanting to develop overseas 
in cultures that are more amenable to it (Becker-Olsen et al., 2011; Eastman et al., 2019). Also, the present trend 
in social networks to interact with the closest and most shared interests of this demographic may be linked to 
the favorable association between alignment with social responsibility marketing campaigns and the lifestyle of 
millennials (Dalziel and Bevan-Dye, 2019; Velasco, 2020). According to this research, demographic variables 
such as age, gender, employment, and location of residence are all taken into consideration. Given that these 
purchase decisions are more complicated, it should be remembered that because marketing activities are not 
always associated with effects on direct commercial relationships, such as increased sales (Sung and Yan, 2020).

There are a few limitations and recommendations such as additional variable factors, demographic, and 
different types of campaigns.
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