
 

The Effect of Advertising on Customer Engagement 

(Study of Ad Oronamin C in Generation Z) 

Mitha Daven1 Wulan Purnama Sari1*  

1Faculty of Communication Tarumanagara University. Jakarta Barat 11440. Indonesia 
*Corresponding author. Email: wulanp@fikom.untar.ac.id 

ABSTRACT 

Advertising on YouTube is a familiar marketing tool for consumers to see. Social media is a platform that is 

easy to access using the internet network. One of the platforms that is often used by generation Z children is 

YouTube. Everyone can easily use the YouTube app to view the videos they like. Oronamin C is a health drink 

originating from Japan. One of the marketing strategies implemented by Oronamin C is to make a video 

advertisement entitled "Oronamin C Desktop Adventure" to convey the messages contained in the Oronamin C 

drink. This research was conducted to determine the effect of advertising on customer engagement. This study 

uses a quantitative approach with descriptive research methods. This study uses a survey method to collect data. 

This research was conducted by distributing pretest questionnaires to 30 respondents who had watched the 

desktop version of the Oronamin C ad and then tested its validity and reliability. After that, a valid statement 

will be distributed again by means of a post-test test to 100 respondents. The theory used in this research is 

advertising and customer engagement. The validity technique used in this research is the classical assumption 

test, correlation test, simple linear regression test, T-test, descriptive analysis, and determination coefficient 

analysis. With the results of the T-test of 9,484> 1,984, the results of the correlation test are 0.692> 0.05, which 

means that the effect of advertising on customer engagement is strong. So that the results obtained from this 

study can show that advertisements have an effect on customer engagement from YouTube ads Oronamin C 

Desktop Version. 
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1. INTRODUCTION 
 

This development in the digital era has made advertisers 
take advantage of the digital world as a promotional 

medium and a place to convey messages to consumers. The 

method used by advertisers of a product is to manage and 

convey information about a product to consumers quickly, 
namely creating advertisements. According to Arifin's 

opinion in the journal [1] advertising is a strategic way to 

introduce and explain the product you want to market. 
Advertising can easily be spread through the media, the 

media is very important in publishing or communicating 

advertisements to the general public. 
The way to advertise a product can be through various 

media such as social and digital media. Social and digital 

media make it easy for advertisers to convey messages and 

information about a product to consumers, besides that, 
social media can also build relationships with consumers. 

According to [2] Social media was chosen because it allows 

someone to market their products in new ways. In 2016 We 
Are Social stated that of the 7.395 billion world population, 

2.307 billion people actively use social media. In Southeast 

Asia, 30 percent of the total population is active on the 
internet. 

Directly in this digital era, there are many advertisers who 

advertise their products through YouTube social media, 

YouTube is a platform that allows users to upload, watch or 
share videos. Advertisers take advantage of the platform to 

advertise their products by making creative videos to 

increase the brand awareness of their viewers. 
In 2017 tirto.id conducted research on 1,201 respondents 

aged 7-21 years (generation z). As many as 41.3% of them 

choose social media as an easily accessible media for 
information. Generation Z is the generation after generation 

Y, people who are vulnerable when they were born in 1996 

to 2010. This generation is no stranger to playing social 

media such as Instagram, Line, WhatsApp, Facebook, 
Twitter and YouTube. most of them get information 

through social media. [3] 

One of the advantages of YouTube is that it can convey 
messages with visuals, motion and audio, many beverage 

and food companies choose to advertise their products. The 

use of digital marketing is indispensable in developing the 
business world and can also add numbers from the target 

market. According to Guesalaga in the journal [4] customer 

engagement on social media is defined as loyal consumers 
of companies that are active in social media. The Marketing 

Science Insititude (MSI) argues that customer engagement 
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is a form of consumer behavior towards brands in 

purchasing from consumer personal motivation. 
Oronamin C is one of the vitamin drink companies that 

promote through social media, namely YouTube. Oronamin 

C uploaded a video entitled "Oronamin C Desktop 

Adventure" which tells of someone who lost his Oronamin 
C drink, then his friends helped find it through a desktop 

image, this video has premiered on June 15, 2020. In 

addition, this video is also welcomed and has lots of positive 
comments. 

Oronamin C is a video that is quite interesting for the 

advertising world because Oronamin C relies on animation 
which is quite influential in the desktop Adventure version 

of Oronamin C's ad. So the researcher decided to do a 

research with the title Effect of Advertising on Customer 

Engagement (Study of Oronamine C Ad Desktop 
Adventure Version in Generation Z). 

1.1. Related Work 

The author uses previous research by [5], the purpose of his 

research is to find out that digital advertising affects product 
purchasing decisions at the JD.ID company. The difference 

is in the variable y. Based on the results of the analysis, there 

is an influence between digital advertising on product 
buying decisions. Then [6] "the aim of the researcher is to 

know that content marketing and event marketing have an 

effect on customer engagement. The difference is in the 
variable x. Based on the results of the analysis, content 

marketing, and event marketing have a significant effect on 

customer engagement. Then [7] The difference is in the 
variables used and the research method, in this study using 

qualitative methods. 

According to Hakim in [8] there are 6 dimensions that can 

measure advertising, namely: (1) Simple: The 
advertisement served should be simple and understandable 

at one glance of the ad; (2) Unexpected: An unexpected or 

unique advertisement can stick in the minds of consumers; 
(3) Persuasive: Persuasive advertising can convince 

consumers about a product, have the influence to persuade 

consumers; (4) Entertaining: Ads that are made to entertain 
consumers, entertaining doesn't have to be funny but has a 

deeper meaning; (5) Relevant: Ads that are presented to 

consumers in a very great and unique way sometimes come 

out of the context of a product, but must remain in touch 
with the brand at the end; (6) Acceptable : Advertisements 

accepted by consumers, advertisements that contain public 

reactions because they exceed values, creative ideas that are 
still limited by societal norms. 

According to the adaptation of Dessart et al in [9] there are 

3 dimensions of Customer Engagement, namely: (1) 
Affective: Affective is that customers feel enthusiastic and 

satisfied when interacting with company content. Content 

that is capable of satisfying to get more attention from 

consumers; (2) Cognitive: Cognitive involvement is the 
level of attention and absorption of information in the 

content. Consumer attention to interesting and entertaining 

content. When consumers pay attention to the content, 
consumers will absorb information about a product. 

Consumers who absorb information tend to share content 

online as well as offline.; (3) Behavior: Behavioral 
engagement is in the form of sharing content, studying and 

supporting content. This form of behavior depends on the 

exchange of experiences between companies and 

consumers. 

1.2. Our Contribution 

By conducting this research, authors hope to give 

contributions : (1) This research is expected to be useful for 

references related to the field of communication science, 
especially in the field of advertising, especially regarding 

the effect of advertising on customer engagement in 

generation Z; (3) The results of this study are expected to 
increase knowledge and insight for readers who need 

references in the field of advertising both from the content 

and systematics used. And aim to find out the effect of 
YouTube Oronamin C Desktop ads on viewers' attitudes for 

the Otsuka brand. 

1.3. Paper Structure 

This paper is organized into several sections, first is an 
introduction that explains the reason and purposes of 

conducting this research. Second, the related word explains 

the theoretical framework using in this research. Third, the 

contribution and aim of this research. Fourth, research 
methods including research approach, population, and 

sample. Fifth, finding and discussion of this research along 

with a conclusion.  

2. METHODS 

This research uses a quantitative approach and a descriptive 

approach. This quantitative approach method is in 

accordance with the aim of knowing and analyzing the 
effect of advertising on customer engagement. The data 

collection used in this study is a survey because it wants to 

examine advertisements that focus on YouTube social 
media on customer engagement. 

This study uses the population of viewers who have 

watched Oronamin C advertisements and Generation Z 
according to [3] 2017 people who are vulnerable at birth in 

1996 - 2010, namely the age of 24-20 years, the population 

used by people who have watched Oronamin 

advertisements C on YouTube and 10-24 years old. 
The research object is the influence of advertising on 

customer engagement, the subjects in this study are the 

audience who have watched Oronamin C ads. If the 
population is large, it is impossible for the researcher to 

study everything in the population, for example, due to 

limited time, energy, and funds, the researcher takes the 
sample. of that population. 

The sample according to [10] is the number and 

characteristics possessed by the population that has been 
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studied from the population and the conclusion applies to 

that population, therefore the sample taken must be able to 
represent that population. 

According to Roscoe in [10], the appropriate sample size for 

a researcher is 30 to 500 samples. Therefore, this study will 

use a sample size of 100 respondents using the sample 
criteria that have been determined. 

The technique that researchers will use for sampling with 

non-probability sampling techniques is a sampling 
technique that does not provide equal opportunities for each 

element of the population to be selected as respondents [10]. 

From this technique, the researcher will use purposive 
sampling. According to [10] Purposive Sampling is a 

sample determination technique with certain criteria. 

This study will pretest as many as 30 respondents then the 

results of this pretest will be tested for validity and 
reliability test, both tests will be the key to whether or not 

treatment is needed on the questionnaire. If the results are 

invalid and unreliable at the pretest, then treatment will be 
carried out for deleting the statement items in the 

questionnaire. Then if the statements are valid and reliable, 

the researcher will do a post-test on 100 respondents. 
This study uses validity techniques, namely validity and 

reliability tests. While the data analysis technique used is 

descriptive statistical analysis, classical assumption test, 

correlation test, simple linear regression test, and 
determination analysis. This study processes and analyzes 

data using electronic data processing methods assisted by 

the IBM SPSS statistic 20 program. Activities carried out in 
data processing consist of grouping the variables to be 

processed and performing calculations for hypothesis 

testing. 

3. FINDINGS AND DISCUSSION 

3.1. Validity and Reliability Test  

The purpose of this study is to explain whether there is an 

effect between the Desktop version of Oronamin C Ads and 

Customer Engagement. This study used a sample of 100 
respondents. The results that have been tested indicate that 

there is an influence between advertising having an 

influence on Customer Engagement.  
From testing the validity of this pretest section using 30 

respondents with a significant level of 5% and R table 

0.374. After being tested, it can be seen that there are 4 
invalid statements so that the researcher takes the treatment 

by removing the invalid statements in statements 1, 5, 10, 

and 12. Furthermore, the researcher conducts posttest 

testing by distributing questionnaires to 100 respondents 
containing 22 statements containing 8 statements of 

variable X and 14 statements of variable Y. From the 

calculation of the validity of the posttest section using 100 
respondents with a significant level of 5% and R table 

0.195. After testing the validity of these data, 22 statements 

were tested valid. 

From the reliability test that the researcher got at the pretest 

with 30 respondents, it was 0.920, so it could be concluded 
that 0.920> 0.8 and the statement of this research was good 

reliable. Then the researcher did the posttest, what the 

researcher got in the posttest with 100 respondents was 

0.913, so it could be concluded that 0.913> 0.8 and the 
statement of this study had good reliability. 

3.2. Respondent Characteristics 

From the results of the questionnaire that was distributed to 

100 respondents with the criteria of having watched 
Oronamin C desktop version, domiciled in Jakarta and its 

surroundings, aged 10-24 years (Generation Z), the 

researchers obtained data on the characteristics of 
respondents consisting of age and gender as follows : 

a. Gender of 100 respondents: respondents based on 

"gender", namely 59 respondents (59%) who are 

female. And as many as 41 respondents (41%) are male. 
b. b. Age of 100 respondents: respondents based on "age" 

are 76 respondents (76%) aged 21-24 years. And as 

many as 24 respondents (24%) aged 17-20 years. 
 

 
Figure 1 Respondent characteristics 

3.3. Descriptive Statistical Analysis 

From the results of the descriptive analysis in this study it is 

known that the third statement, namely the advertising 
variable, can be seen quite well because it has a good mean 

score with the highest score of 3.49. The statement is "The 

content presented by Oronamin C advertisements is 
different from other advertisements." 

This statement is in the Unexpected dimension on the 

Uniqueness indicator. According to [8] Unexpected is an 

unexpected or unique advertisement that can stick in the 
minds of consumers. So that the ads served by Oronamin C 

on YouTube look interesting and different from 

advertisements for other products. 
Meanwhile, the lowest score is in statement 21, namely 1.82 

with the statement "I have commented on Oronamin C's ad 

through comments on YouTube". However, it can be seen 
that the overall customer engagement variable is in a good 

category. 
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3.4. Simple Linear Regression Test 

A regression test is used to test whether there is an influence 

between one variable and another. This study, it shows that 
a β coefficient is a form of a regression equation such as. 

The constant is 0.032, meaning that if the ad has a value of 

0, the value of customer engagement is 0.032. The 
regression coefficient for the advertising variable is 1.457, 

which means that if the ad increases by one unit, customer 

engagement will increase by 1.457. 

Then the hypothesis test using the T-test is used to 
determine the variable X affects the variable y. As in table 

6, the t count is 9,484, the t table in 98 is 1.984. So that t 

count is 9.484> from 1.984, meaning that Ho is rejected and 
Ha is accepted. It can be concluded that there is an effect of 

advertising on customer engagement. 

To form a commitment and consumer trust, producers must 
make advertisements according to their products. 

Advertisements that are made must also be in an 

informative form because consumers will not be separated 

from the information in a product. Not only informative, but 
advertising must also be made as creative as possible so that 

it can be different from other advertisements. With 

complete information packaged in unique advertisements 
and different from other advertisements, consumers will be 

more interested and will always remember how producers 

convey information on their products. That way the interest 
in buying these products increases and increases customer 

engagement with an advertisement. 

4. DISCUSSION 

The purpose of this study is to explain whether there is an 
effect between the Desktop version of Oronamin C Ads and 

Customer Engagement. This study used a sample of 100 

respondents. The results that have been tested indicate that 
there is an influence between advertising having an 

influence on Customer Engagement. Through the 

correlation test, it can be seen that the correlation value 

tested by the two variables has a strong relationship. This is 
evidenced with the results of linear regression calculations 

which show the sig level of 0,000 and the t-test result is 

greater than the t table (9,484> 1,984). The coefficient of 
determination test shows the magnitude of the effect of 

advertising on customer engagement, through the 

coefficient of determination test the result is 47.9%. Based 
on these results, it means that advertising positively affects 

customer engagement in accordance with the hypothesis 

that was previously outlined. Good advertising is one of the 

important things for Oronamin C to compete in the digital 
world with other products. 

Based on the results of the descriptive analysis of the 3rd 

statement, the advertising variable can be seen as quite good 
because it has a good mean score with the highest score of 

3.49. The statement is "The content presented by Oronamin 

C ads is different from other advertisements". This 
statement is in the Unexpected dimension on the 

Uniqueness indicator. According to Hakim in [8] 

Unexpected is an unexpected or unique advertisement that 

can stick in the minds of consumers. So that the ads served 
by Oronamin C on YouTube look interesting and different 

from advertisements for other products. Meanwhile, the 

lowest score is in statement 21, namely 1.82 with the 

statement "I have commented on Oronamin C's ad through 
comments on YouTube". However, it can be seen that the 

overall customer engagement variable is in the good 

category.  
From the Determination Analysis test or R square, it gets 

0.479. So it can be concluded that the influence of 47.9% of 

Oronamin C advertisements affects customer engagement. 
If seen from the results of the correlation test research, it is 

proven that the correlation value tested by the advertising 

variable and customer engagement has a strong 

relationship. In addition, Oronamin C's ad has a strong 
effect on customer engagement. It can be proven from the 

calculation of Simple Linear Regression which shows a 

significance level of 0.000 and t is greater than t table 
9.484> 1.984. 

According to [11] the message that is conveyed in an 

accurate and good advertisement of a product is a very 
influential thing on the creation of useful advertising 

information for the product which includes product quality, 

price, and the product can be reached and how to use it 

correctly so that a major consideration for consumers to 
buy. 

According to Sashi, C. M in [12] engagement is formed 

when consumers feel their needs are fulfilled so they will 
become loyal. And indirectly they will share positive 

experiences through social media. Customer engagement 

will occur when affective commitment or trust and 
calculative commitment, as well as a commitment between 

consumers and the company, has a good relationship. After 

creating engagement, it will influence the consumer's 
decision to choose a product in that one brand. 

To form a commitment and consumer trust, producers must 

make advertisements according to their products. 

Advertisements that are made must also be in an 
informative form because consumers will not be separated 

from the information in a product. Not only informative, 

advertising must also be made as creative as possible so that 
it can be different from other advertisements. With 

complete information packaged in unique advertisements 

and different from other advertisements, consumers will be 
more interested and will always remember how producers 

convey information on their products. That way the interest 

in buying these products increases and increases customer 

engagement with an advertisement. 
According to Shimp in [13], effective advertising must be 

persuasive, persuasive occurs when advertising can provide 

benefits and benefits. Then the ad must also be unique, 
honest, not using excessive ideas, and include the 

consumer's point of view. Ads are unique and not 

exaggerated like advertisements that are different from 
other advertisements. And also don't overdo it in terms of 

visual ads that don't make sense to consumers. So that 

makes the advertisement very redundant, it makes it 
difficult for consumers to understand the content of the 

advertising message. 

Advances in Social Science, Education and Humanities Research, volume 570

694



  

 

This study used a survey method with a quantitative 

approach. To get results that understand the social 
phenomena and symptoms that occur on the YouTube video 

Oronamin C, the researchers used quantitative methods 

research. This research used to pretest and posttest 

experiments. The first measurement used a pretest with 30 
participating respondents to find out that the statements 

made by researchers were valid and realistic. After knowing 

valid and reliable, the researcher conducted a posttest on 
100 respondents and the results were tested for validity, 

reliability, classical assumption test, simple linear 

regression, analysis of determination, and correlation. 
Researchers used the Google Form application to distribute 

questionnaires. 

Testing the validity of the pretest part was carried out using 

30 respondents with a significant level of 5% and R table 
0.374. After being tested, it can be seen that there are 4 

invalid statements so that the researcher takes the treatment 

by deleting invalid statements. Furthermore, the validity of 
the posttest section was carried out using 100 respondents 

with a significant level of 5% and R table 0.195. After 

testing the validity of these data, 22 statements were tested 
valid. 

After doing the validity test, the researcher also tested the 

reliability. The result of the pretest reliability test with 30 

respondents is 0.920, so it can be concluded that 0.920> 0.8 
and the statement of this research is good reliable. 

Furthermore, the researcher conducted a reliability test on 

the posttest with 100 respondents who were 0.913, so it 
could be concluded that 0.913> 0.8 and the statement of this 

research was good reliable. 

The results that have been tested indicate that there is an 
influence between advertising having an influence on 

Customer Engagement. through the correlation test, it can 

be seen that the correlation value tested by the two variables 
has a strong relationship. The results of linear regression 

calculations that show the sig level of 0,000 and the results 

of the t-test are greater than the t table (9.484> 1.984). 

Based on the results of the descriptive analysis, the third 
statement is that the advertising variable can be seen quite 

well because it has a good mean score with the highest score 

of 3.49. The statement is "The content presented by 
Oronamin C advertisements is different from other 

advertisements". Meanwhile, the lowest score is in 

statement 21, namely 1.82 with the statement "I have 
commented on Oronamin C's ad through comments on 

YouTube". 

5. CONCLUSION 

Based on the results of research that has been done by the 
author, the conclusion of the author is that it can be proven 

that there is a positive influence between the desktop 

version of Oronamin C advertisement with Customer 

Engagement. Researchers can conclude that the desktop 
version of Oronamin C ads has an effect on customer 

engagement because the ads displayed on YouTube can 

attract the attention of the audience. 

Researchers also have suggestions obtained from the 

conclusions that researchers have made, namely for 
Oronamin C (Otsuka) to make advertisements that are more 

inviting to buy Oronamin C products. broader and add other 

variables, such as purchase intention, brand awareness, 

brand trust. 
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