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ABSTRACT 

INVESTIGATING THE INFLUENCE OF TIKTOK EFFECTIVENESS ON SOCIAL MEDIA 
MARKETING IN THE DINING SELECTION PROCESS OF INDONESIAN CUSTOMERS 

By 

Louiza Djamal Badjri 
Advisor: Dr. Ir. Yosman Bustaman, MBA 

Co-Advisor: Prof. Dr. Thomas Platzek 
 

SWISS GERMAN UNIVERSITY 

 

This study aims to investigate the influence of TikTok effectiveness on social media marketing in 

the dining selection process of Indonesian customers. The research focuses on examining the 

effects of food content, influencer reviews, and electronic word of mouth (eWOM) on TikTok's 

effectiveness in driving customer loyalty and repurchase intention. A quantitative approach was 

applied, using a survey method with questionnaires distributed to 200 active TikTok users in the 

Jabodetabek area. The data were analyzed using Partial Least Squares Structural Equation 

Modeling (PLS-SEM) with SmartPLS 4.0. The findings reveal that influencer reviews have the 

strongest impact on eWOM, while food content also contributes positively with a smaller effect 

size. Furthermore, eWOM significantly enhances the effectiveness of TikTok in building 

customer loyalty. The R-square values indicate substantial explanatory power for eWOM (R² = 

0.728) and moderate for TikTok effectiveness (R² = 0.335). These results provide important 

managerial implications for culinary businesses to optimize their marketing strategies by 

collaborating with influencers and encouraging positive customer interactions on TikTok. 

 
Keywords: Tiktok, Social Media, Food Content, Ewom, Influencer Review, Generation Z, 
Effectiveness  
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