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ABSTRACT 

Like other social media platforms, TikTok has undergone remarkable 

expansion in recent years, which facilitates the branding of the Realfood brand. This 

study examines the impact of social media marketing, electronic word-of-mouth, 

brand authenticity, and on purchase decisions. It specifically focuses on the role of 

brand trust and customer engagement on Realfood's TikTok platform. The sample 

for this study comprised 238 respondents who were 17 years old. The data was 

collected by completing a questionnaire using the disseminated Google Form. The 

research employs a quantitative data analysis strategy that utilizes a structural 

model, specifically the AMOS version 24 software, in conjunction with the 

Structural Equation Modeling (SEM) method. The findings of this study indicate 

that all hypotheses examined, whether through the Regression Test or the Sobel 

Test, demonstrate a positive and statistically significant impact. This research 

contributes to the current theoretical debate and enhances practical comprehension 

of managing repercussions. It also provides potential avenues for future research 

endeavors in this field of study. 

Keywords: Social Media Marketing, Electronic Word of Mouth, Brand 

Authenticity, Brand Trust, Customer Engagement, and Purchase Decision.  
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