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The Fast Moving Consumer Good (FMCG) industry, one of 
Indonesia's main industries which is closely related to the 
retail sector, and makes a significant contribution to the 
national economy, especially food and beverages, experienced 
an increase of 3.6% in the first quarter of 2022. 
Transformation of the e-commerce business model Currently, 
it is not only limited to the B2C (business-to-customer) e-
commerce business model, but the B2B (business-to-
business) e-commerce business model has spread in 
Indonesia, making it easier for retail businesses to meet their 
stock needs for goods for sale. In this study, AMOS version 24 
was used to process data from 250 respondents and the quota 
sampling method from five regions and the criteria for 
respondents using B2B e-commerce applications. The 
research focuses on looking at the impact of marketing via 
social media, marketing content and marketing events on 
customer interests which mediate purchasing intentions. The 
results showed that marketing via social media and customer 
presence had a positive and significant effect on purchase 
intentions, then marketing events had a positive and 
significant effect on customers. Meanwhile, marketing content 
and marketing events have no effect on purchase intentions, 
marketing via social media and marketing content also do not 
have a positive and significant effect on customers. 
Meanwhile, the mediating effect of customers is unable to 
provide a positive and significant influence on marketing via 
social media and marketing content on the purchase intention 
of stall or grocery store owners using B2B e-commerce 
applications. 
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1. Introduction 

The retail economic sector in Indonesia experienced a decline in growth. Launching from the 
dataindonesia.id website according to (Rizaty, 2022), the number of retail in Indonesia decreased 
by 11.85%, where in 2021 there were 3.61 million retail units but in 2020 there were 1 million 
retail units. 

 
 
 
 
 
 
 
 

 
 
 
 
 
 
 

Figure 1 Number of Retailers in Indonesia by Type (2017-2021) 
Source: Euromonitor (2022) 

When viewed from the graph above, the traditional type of grocery is the type with the 
largest population. With a decrease in the number of 12%, from 2020 of 4.06 million units to 3.57 
million units in 2021. 

One sector in the industry that is closely related to the retail economy is the FMCG (Fast 
Moving Consumer Good) sector, which is one of the industries that is able to survive in situations of 
uncertainty and change due to the COVID-19 pandemic. In the first quarter of 2022, the FMCG 
sector, especially food and beverages, increased by 3.6%, in line with economic activity that began 
to reopen by the Government. Launching from the Ekon.go.id website according to (Limanseto, 
2022), global economic growth in 2022 by The International Monetary Fund (IMF)-which 
decreased from 3.6% to 3.2%, but on the other hand, economic conditions in Indonesia actually 
improved which was marked by economic growth in Q2-2022 growing 5.4%-(y-o-y) higher than 
the Q1-2022 achievement of 5.01% (y-o-y). In terms expenditure, economic growth from 
household consumption grew solidly by 5.51% and export performance grew by 19.74%. 
Meanwhile, from the sectoral side, warehousing transportation became the highest growth sector 
of 21.27% triggered by the recovery of public mobility. 

In line with the improvement of the Indonesian economic sector, technological advances, 
especially the internet, are able to affect every area of life, including trade which has undergone a 
transformation in terms of buying and selling transactions, known as e-commerce (Pardede, 2016).  
According to Laudon (Pardede, 2016), defining that e-commerce is the process of buying and selling 
products electronically by consumers from and Company to Company using computer networks. 
According to (Pardede, 2016), e-commerce is divided into 6 (six) groups, namely: 
1. Business-to-Business-(B2B) 

E-commerce model where one Company sells products or services to another Company. 

2. Business-to-Consumer-(B2C) 

E-commerce model where one company sells a product or service directly to consumers. 
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3. Consumer-to-Consumer (C2C) 

E-commerce model where consumers make transactions to buy and sell products or services 

to other consumers.  

4. Consumer-to-Business-(C2B) 

This e-commerce model is different from B2C, the C2B e-commerce model is a system where 

someone sells products or services to the Company. 

5. Business-to-Government-(B2G) 

The e-commerce model is similar to B2B, but the business actors are Companies and 

Governments. 

6. Consumer-to-Government-(C2G) 

The e-commerce model works like C2B, but transactions are carried out by individuals and 

government agencies, and generally transactions in the form of services. 

The B2C (business-to-customer) marketing model developed with digital e-commerce 
platforms such as Shopee, Tokopedia, Lazada, Blibli and Bukalapak has developed rapidly. 
Launching from the Katadata.co.id website according to (Rudiantara, 2023), it is estimated that 
transactions of all types of e-commerce can reach IDR 600 trillion to IDR 700 trillion. This can be 
seen from the highest number of visitors from 5 e-commerce in Indonesia in the first quarter of 
2023 

In the January-March 2023 period, the Shopee site achieved an average visit of 157.9 million 
visits or throughout March 2023 it rose by around 10% (m-o-m) from the previous month, visits to 
the Tokopedia site rose 6% (m-o-m), the Lazada site increased 13% (m-o-m) and the Blibli site 
grew 5% (m-o-m). However, the Bukalapak website in March 2023 is still the same as the previous 
month where 18.1 million visits were recorded.  

The high number of visits, which is a trend of people's buying interest with B2C e-commerce 
platforms, is a great opportunity for the B2B e-commerce marketing model to grow positively. 
Launching from the Bisnis.com page, according to (Yudhistira, 2019), projects the growth of 
business-to-business (B2B) e-commerce transaction value in Indonesia in 2023 will grow up to 
25% compared to the realization in 2022. It was recorded that the value of B2B e-commerce 
transactions in 2022 reached US $ 17.07 billion and is expected to increase to US $ 21.3 billion in 
2023, which is the main driver of increasing transactions which are basic needs such as food 
products, beverages and cosmetic products that are affordable to all levels of society. The presence 
of B2B e-commerce platforms provides business solutions for sellers of daily necessities products 
or fast moving consumer goods (FMCG) such as stalls or grocery stores or small and medium 
enterprises (SMEs). This has triggered an increasing number of B2B e-commerce platforms to be 
present, such as AYO Toko by SRC (Sampoerna Retail Community) launched since 2019 by PT SRC 
Indonesia Sembilan, Warung Pintar launched since 2018, AKSESMU from PT Sumber Trijaya Lestari 
(Alfa Group) launched in 2022 and GrabKios by Kudo from GRAB Indonesia since 2019. 

In maintaining business, increasing and expanding customer networks,  B2B e-commerce 
platforms also continue to intensively carry out marketing activities through social media such as 
the Instragram social media  platform. It can be seen based on data taken by researchers on July 16, 
2023 on the Instagram social media platform, from the Instagram account @srcindonesia from the 
AYO Toko by SRC platform has been released since August 2018  has had  more than 42,000 
followers with 925 posts, then the @aksesmu.id Instagram account from the AKSESMU platform 
released since September 2021 has had followers or followers  more than 10,000 with 519  posts, 
then the @warungpintar_id Instagram account from the Warung Pintar platform has been released 
since December 2017 has more  than 31,000 followers with 1,275 posts and the @grabkios 
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Instagram account from the GrabKios by Kudo platform has been released since August 2018 has 
had followers or followers  A total of 53,000 with 1,593 posts. Not only Instagram, TikTok, Youtube 
and Facebook social media channels are also part of the marketing strategy, by building content 
marketing  that contains customer activities, marketing campaigns, product information needed by 
customers and also providing educational information to develop customer knowledge. Live 
streaming carried out on social media, is a form of marketing events that are part of the marketing 
strategy in building customer engagement, it is hoped that customers will continue to build 
purchase intention by using these platforms. 

According  to (Schiffman, Kanuk, & Wisenblit, 2010), marketing is the activity of a group of 
groups in institutions in the process of creating, communicating and sending offers that provide 
value to customers, clients, partners and society. One of the strategies in  marketing  is the  
marketing mix  or marketing mix, where (Kotler & Keller, 2016) Defines that the  marketing mix is 
a set of marketing tools that a company uses to pursue its business goals. The marketing mix  or 
commonly known as 4P mix marketing consists of product,  price, place, promotion,  now has three 
additional elements, namely people, process, and physical evidence (physical evidence). Meanwhile, 
in delivering marketing strategies to be accepted by the market, marketing communication is 
needed. According  to Smith & (Zook et al., 2020), where marketing communication today is more 
than just communicating and promoting, but now it must be able to influence customer experience 
to add value to the overall customer experience (customer experience). Within the scope of this 
research variable, social media marketing, content marketing  and event marketing  are part of 
promotional activities, where promotion is one element in  the marketing mix. According to (Kotler 
& Armstrong, 2018), social media marketing can provide an interesting opportunity to expand 
customer engagement and get people talking about the brand so that it becomes an easy place to 
do marketing in real-time. According to  (Belch & Belch, 2018) stated  that event marketing is one 
of the promotions carried out by the Company, where the brand owned by a Company is associated 
with an activity with a special theme and has the aim that a product can be promoted and 
consumers feel the experience when participating in the activity. According  to (Smith & Zook, 
2019),  content marketing is content that contains information that will be of value to customers. 
All forms of marketing activities in the end goal build purchase intention, which eventually 
customers decide to buy. According to (Priansa, 2017), purchase intention  is a personal intention 
to buy a choice of selected brands for themselves after completing the evaluation. Not until 
consumers finally buy products or services, the Company needs to build long-term relationships 
with consumers in order to continue to use the products or services offered, in other words it is 
expected that customers become loyal and build customer engagement which is one form of the 
Company's strategy to create resources that have sustainable competitive advantages in improving 
and maintaining business.  According  to (Buttle & Maklan, 2019), customer engagement  is a 
relationship between customers and brands, where customers decide how much they want to 
engage, but companies can drive high levels of engagement, so customers can be more connected 
to the brand or organization. 

Based on the background, as well as findings based on phenomena that exist in the range of 
2021 to 2023 (semester 1), then there is a relationship based on theory, social media marketing, 
content marketing and event marketing indicate an influence on the creation  of sustainable 
purchase intention from shop/stall merchants using e-commerce platforms B2B mediated by 
customer engagement. 

As a benchmark for the importance of this study, researchers made observations on previous 
research, such as research conducted  by (McClure & Seock, 2020), stating that social media has a 
positive and significant effect on purchase intention mediated by customer engagement. Research 
conducted by (Liu, Wang, & Lee, 2020), (Sundström, Alm, Larsson, & Dahlin, 2021) and (Gligora 
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Udovič, Žutinić, & Kulaš, 2019) stated that social media marketing has a positive and significant 
influence on customer engagement. Yet another study by (Sundström et al., 2021) states that social 
media marketing has no effect on customer engagement. (Pertiwi, 2020) stated that content 
marketing, social media marketing and event marketing have a positive and significant effect on 
customer engagement. There are differences from the research conducted by (Carlson, 2018) states 
that content marketing has no influence on customer engagement.  

Therefore, researchers raised a study entitled "The Effect of Social Media Marketing, Content 
Marketing  and Event Marketing on Purchase Intention Mediated by Customer Engagement" 
(Empirical Study: Stalls or Grocery Store Owners Using B2B E-Commerce Applications). 

 
2. Materials and Methods 

According to (Sekaran & Bougie, 2017), research design is a blueprint or plan to collect data, 
analyze data, measure data made to answer empirical questions carried out by researchers. In 
addition, according to (Sugiyono, 2019) quantitative research methods are research methods that 
are based on positive philosophies and are used to survey certain populations or samples. 

This research design uses quantitative research with correlational methods where this 
research examines the topic of purchase intention. This research is entitled "The Effect of Social 
Media Marketing, Content Marketing and Event Marketing on Purchase Intention Mediated by 
Customer Engagement" (Empirical Study: Warung or Grocery Store Owners Using B2B E-
Commerce Applications). The scope of time used in this study is cross-sectional. This is because 
data must be collected once in a daily / weekly / monthly period to answer research statements. 

Data sources in this study, namely primary and subordinate data sources. The main data 
source is obtained by collecting data from respondents using online questionnaires to stall or store 
merchants who use B2B e-commerce platforms in ordering goods or buying business needs, located 
in the Jakarta, Bogor, Depok, Tangerang and Bekasi (JABODETABEK) areas and subordinate data 
sources obtained from literature studies. Researchers want to explore topics related to purchase 
intenetion from stall or shop traders. 

The population in this study is stall or shop traders in the Jakarta, Bogor, Depok, Tangerang 
and Bekasi areas. The population criteria for this study are stall or grocery store owners who use 
B2B e-commerce platforms with registered and active account status. With the business has been 
running for more than a month. The age groups of stall or grocery store owners are under 18 years 
old, 19-25 years old, 26-45 years old, 46-60 years old and over 60 years old. As for educational 
criteria, in this study it was not limited. And finally, the owner of a stall or grocery store is a user of 
one or more social media such as What' app, TikTok, Facebook, Instagram, Youtube and Twitter. 

Because the population studied is large, researchers may not be able to collect data from all 
populations due to limitations in manpower, resources, space, and time. Therefore, researchers 
must use a representative and validated sample for use in the population. Samples are limited due 
to time and cost constraints in conducting research. According to (Hair, Risher, Sarstedt, & Ringle, 
2019), the minimum sample size is 100-200 samples. The minimum number of respondents is the 
number of indicators multiplied by 5-10 times. The sample size used in this research was 250 
respondents, because this research used a sample size of 10 times the number of indicators of 25 
indicators. 

 
3. Result and Discussion 

The survey data used in this study is the main data in the form of Google Forms 
questionnaires distributed online. There were 300 respondents in the survey collected, but 25 
respondents did not meet the specified criteria, while 25 other respondents were used as backup if 
invalid survey results were found in data processing. For 25 respondents who did not meet the 
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criteria, because respondents had never  used B2B e-commerce applications  to order goods for 
business stock, did not use social media and followed social media from the B2B e-commerce 
applications  used. A total of 250 sample respondents were then processed with AMOS version 24 
data processing. This chapter will present the results of the analysis in the form of respondent 
profiles, along with indicators in research, instrumental test results which include validity and 
reliability  test results, goodness of fit test results, hypothesis test results and discussion. 
Profil Respond 

Table 1 Data Profil Response 
Demographics Frequency Percentage 

Stall/Shop Location 
 

Jakarta (including East Jakarta, 
West Jakarta, South Jakarta, 
North Jakarta and Central 
Jakarta) 

50 20% 

Bogor (including Bogor 
City/Regency) 

50 20% 

Depok 50 20% 
Bekasi (including Bekasi 
City/Regency) 

50 20% 

Tangerang (including Tangerang 
Regency, Tangerang City and 
South Tangerang) 

50 20% 

Length of Business 

Less than 1 Year 10 4% 
1-2 Year 32 13% 
3-4 Year 100 40% 
More than 5 Years 108 43% 

Gender of Stall/Shop 
Owner 

Man 160 64% 
Woman 90 36% 

Age of Stall/Shop 
Owner 

Less than 18 Years Old 1 0.4% 
19-25 Years  34 14% 
26-45 Years 106 42% 
46-60 Years 106 42% 
Over 60 Years 3 1.2% 

Warung/Shop 
Owner Education 

Elementary School 9 4% 
Junior High School Equivalent 25 10% 
SMA/SMK/STM/Equivalent SMA 91 36% 
D1/D3 (Diploma) 65 26% 
S1 (Undergraduate) 59 24% 
S2/S3 1 0.4% 

Source: processed by researchers, 2023 

Respondent profile is information that shares respondent information consisting of the 
location of the stall/shop, length of business, gender of the stall/shop owner, age of the stall/shop 
owner and the last education of the stall/shop owner. To explain more details about the profile of 
respondents in this research can be obtained from Table 1. As shown in Table 1, data from 250 
respondents were obtained in this survey. A total of 250 respondents were taken from 5 regions, 
namely; Jakarta has 50 stalls/shops, Bogor has 50 stalls/shops, Depok has 50 stalls/shops, Bekasi 
has 50 stalls/shops and Tangerang has 50 stalls/shops. 

In this survey, most have been running their business (stalls/shops) for more than 5 years 
as many as 108 stalls/shops (43%) and 3-4 years as many as 100 stalls/shops (40%). As for those 
whose business is still under 2 years, as many as 1-2 years as many as 32 stalls/shops (13%) and 
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less than 1 year as many as 10 stalls/shops (4%). Of the 250 respondents, 160 respondents were 
male (64%) and 90 respondents were female (36%), with groups; 3 respondents aged over 60 
years (1.2%), as many as 106 respondents aged 46-60 years (42%), as many as 106 respondents 
aged 26-45 years (42%), as many as 34 respondents aged 19-25 years (14%) and as many as 1 
respondent aged less than 18 years. And finally, when viewed from the level of education of 
stall/shop owners, it can be seen that the majority of SMA/SMK/STM/Equivalent High School 
education as many as 91 respondents (36%), followed by D1/D3 (Diploma) education as many as 
65 respondents (26%), then S1 (Bachelor) as many as 59 respondents (24%), Junior High School / 
Junior High School Equivalent as many as 25 respondents (10%) and elementary school as many 
as 9 respondents (4%), and there is 1 respondent with S2 education (0.4%). 

All of these respondents use social media, although not all use the same social media. The 
following can be seen in the graphic image (graphic image 4.1) of social media used by 250 
respondents. 

 

Figure 1 Social media used by 250 respondents 
Source: processed by Researcher, 2023 

It can be seen that in running a stall/store business, all respondents or as many as 250 
respondents actively  use what's app social media (100%), then as many as 227 respondents also use 
TikTok (91%), then as  many as 219 respondents use Facebook (88%), as many as 215 respondents 
use Instagram (86%), as many as 182 respondents use Youtube  (73%) and Twitter A total of 124 
respondents (50%). 
Descriptive Statistics 

The results of descriptive statistics in this study can be shown by the results of the average 
evaluation of the number of indicators. According to Black (2013), mean is the value of a group of 
numbers calculated by adding and dividing by the number of numbers. The customer engagement  
variable gets the highest mean value of 3.76. This was followed by variable purchase intelligence 
3.70, content marketing 3.68, event  marketing 3.64, and social media marketing  3.56.  

Descriptive Statistics of Purchase Intention Variables 
Table 2 Descriptive Statistics  of Purchase Intention Variables 

Code Statement Mean SD 

PIO1 I have always wanted to use the App. 3,70 0,87 

PIO2 
I have or want to use the application to buy goods for stock in 

stores/stalls. 
3,72 0,81 



e-ISSN: 2723-6692  🕮    p-ISSN: 2723-6595 

 

 
Jurnal Indonesia Sosial Sains, Vol. 4, No. 11, November 2023        1161 

PIO3 
I use the application to find product information, product prices, 

promos given for stock in stores/stalls. 
3,61 0,81 

PIO4 
I find it easy to make transactions in running a business (shop / 

stall) with the application. 
3,64 0,78 

PIO5 
I feel that I get many benefits and advantages by using the 

Application. 
3,71 0,87 

PIO6 
I would like to recommend to relatives, friends or family who 

have other places of business to use the Application because of 
the many benefits obtained. 

3,81 0,97 

Mean 3,70 0,07 

Source: processed by Researcher, 2023 

In this study, the purchase intention  variable has 6 indicators with  a mean  value of 3.70 
and a standard deviation of 0.07. Table 2 shows that all indicators of the purchase intention variable  
each have a value among good which proves that respondents agree  with the purchase intention 
of the stall/grocery store owner using  a B2B e-commerce application. 
Descriptive Statistics of Social Media Marketing Variables 

Table 3 Descriptive Statistics of Social Media Marketing Variables 

Code Statement Mean SD 

SMM1 
I like to follow the social media of the application, because the 
comments submitted are always replied / responded. 

3,56 0,84 

SMM2 
I love following social media from the App, because it can add a 
network of friends or new customers. 

3,51 0,82 

Code Statement Mean SD 

SMM3 
I love following the social media of the App, because I can join a 
wider community. 

3,50 0,77 

SMM4 I like to follow the activities on social media from the Application. 3,57 0,75 

SMM5 
I always get the appropriate and latest information from the social 
media of the Application. 

3,66 0,77 

Mean 3,56 0,06 

Source: processed by Researcher, 2023 

In this study, the social media marketing  variable has 5 indicators with  a mean  value of 
3.56 and a standard deviation of 0.06. Table 3 shows that all indicators of social media marketing 
variables each have a value between good and good which proves that respondents agree that social 
media marketing is important enough to show the purchase intention of stall/grocery store owners 
using  B2B e-commerce applications.  
Statistik deskriptif variabel content marketing 

Table 4 Descriptive Statistics  of Content Marketing Variables 

Code Statement Mean SD 

COM1 
I always get new knowledge, even feel motivated to increase 
profits after I see content or ads from the App. 

3,77 0,96 

COM2 

I always follow the social media of the application, because the 
content posted or displayed always provides information needed 
for the business, such as "product promotion", "product price" 
and "gifts". 

3,74 1,03 
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Code Statement Mean SD 

COM3 
I feel compelled to follow content posted or served because it's 
interesting. 

3,57 1,10 

COM4 

I want to share content or advertisements from the Application 
to family, relatives and friends, by placing content or 
advertisements on WA status or reposting on my social media to 
attract people to shop at my store/stall. 

3,63 1,03 

Code Statement Mean SD 

COM5 
I always make the contents of the contents of the application as a 
reference to buy my business needs (shop / stall). 

3,69 1,04 

Mean 3,68 0,08 

Source: processed by Researcher, 2023 

In this study, the content marketing variable  has 5 indicators with a mean value of 3.68 and 
a standard deviation of 0.08. Table 4 shows that all indicators  of each content marketing variable  
have good value results that prove that respondents agree that content marketing is important in 
showing the purchase intention of stall/grocery store owners using  B2B e-commerce applications. 
Descriptive Statistics  of Event Marketing Variables 

Table 5 Descriptive Statistics  of Event Marketing Variables 

Kode Statement Mean SD 

EVM1 
I was amused by the performers' performance from the live streaming 
event held by the App. 

3,76 1,02 

EVM2 
I feel happy with the prizes given from the live streaming event held by 
the Application. 

3,67 1,03 

EVM3 
I felt carried away with the interesting and creative event concept of 
the event held by the Application. 

3,68 1,04 

EVM4 
I got a new experience because I was able to interact and engage with 
the community in events held by the Application. 

3,67 1,01 

EVM5 I want to take part in the events held by the App again. 3,40 1,11 

Mean 3,64 0,14 

Source: processed by Researcher, 2023 

In this study, the event marketing variable  has 5 indicators with a mean value of 3.64 and a 
standard deviation of 0.14. Table 4 shows that all indicators of each event marketing variable  have 
good value results that prove that respondents agree that event marketing is important in showing 
the purchase intention of stall/grocery store owners using  B2B e-commerce applications.  
Statistics Descriptif Variable Customer Engagement 

 

Table 6 Statistics Descriptif Variable Customer Engagement 

Code Statement Mean SD 

CEG1 
I always remember the application, when I want to shop for shop 
/ stall needs. 

3,70 1,05 

CEG2 
I always want to follow and participate in social media activities 
and events organized by the App. 

3,78 1,11 

CEG3 
I always use the Application to meet business needs and run my 
business. 

3,78 1,07 

CEG4 I feel satisfied with using the App, as it meets all my expectations. 3,78 1,07 
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Code Statement Mean SD 

Mean 3,76 0,04 

Source: processed by Researcher, 2023 

In this study, the customer engagement variable  has 4 indicators with a mean value of 3.76 
and a standard deviation of 0.04. Table 6 shows that all indicators of customer engagement variables  
each have good value results that prove that respondents agree that customer engagement is 
important in showing the purchase intention of stall/grocery store owners using  B2B e-commerce 
applications.  
Pengaruh Social Media Marketing terhadap Purchase Intention. 

The first hypothesis in this study shows that the hypothesis is accepted. The accepted 
hypothesis can be influenced B2B application companies intensively carry out promotions and 
campaigns on social media TikTok, Instagram and Facebook. Based on Figure 4.1, it shows that 91% 
of respondents are Tiktok users, 86% Instagram users and 88% Facebook users. All respondents of 
the three social media users are also followers of social media from B2B applications. In addition, 
the majority of respondents are aged 26-45 years (42%) and all are active users of the three social 
media. This is in line with research quoted from the Statista.com website (2023), where vulnerable 
ages 25-44 are the age group of the majority of active social media users in Indonesia. From the 
results of the hypothesis test, a CR value of 5.657 and a p-value close to 0.000 prove that social 
media marketing has an effect on purchase intention. The results of the hypothesis test are in line 
with research conducted by (Moslehpour, Ismail, Purba, & Wong, 2021), (McClure & Seock, 2020), 
(Sohn & Kim, 2020), (Alalwan, 2018) which states that social media marketing has a positive and 
significant effect on purchase intention. 
Pengaruh Content Marketing terhadap Purchase Intention. 

The second hypothesis in this study shows that the hypothesis was rejected. The rejected 
hypothesis can be caused by content marketing that is posted or aired less able to answer the 
expectations of respondents. For respondents, price updates and promotions are the main things 
to look forward to. The majority of education from respondents at the SA/SMK/STM/Equivalent to 
SMA level was 91 respondents (36%) and D1/D3 (Diploma) as many as 65 respondents (26%), 
most provided feedback on surveys to improve promotional information and prices, so that 
purchase intent using B2B e-commerce applications continued to increase. From the results of the 
hypothesis test, a CR value of -1.741 and a p-value of 0.082 prove that content marketing has no 
effect on purchase intention. The results of this hypothesis test are not in line with previous 
research conducted by (Brewer & Sebby, 2021), (Cho, Yang, & Chu, 2017) and (Poturak & Softic, 
2019) and (Dabbous & Barakat, 2020) which stated that content marketing has a positive and 
significant effect on purchase intention. 
The Effect of Event Marketing on Purchase Intention. 

The third hypothesis in this study shows that the hypothesis is rejected. The rejected 
hypothesis can be caused by the lack of offline events organized by B2B e-commerce application 
companies during the endemic period after the end of the COVID-19 PPKM period. As for the live 
steaming event held, it does not fully increase purchase intent by using the application. Based on 
the Dataindonesia.id website (2022), the majority of women do more online shopping (53%) than 
men (47%). If you look at the results of the rejected hypothesis, it can be related to the feedback 
provided, where in this study the number of male respondents was 160 respondents (64%) and 
women were 90 respondents (36%), the number is still below the Dtaindonesia.id website 2022. 
From the results of the hypothesis test, a CR value of -0.189 and a p-value of 0.850 prove that event 
marketing has no effect on purchase intention. The results of this hypothesis test are not in line 
with previous research conducted by (Shang, Jin, & Qiu, 2020), (Meng, Duan, Zhao, Lü, & Chen, 
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2021) and (Lee et al., 2018) who stated that event marketing has a positive and significant effect 
on purchase intention. 
Pengaruh Social Media Marketing terhadap Customer Engagement. 

The fourth hypothesis in this study shows that the hypothesis is rejected. The rejected 
hypothesis is the impact of admins on social media who are less active in responding to comments 
from respondents. Although followers of an account give "Like" every post or impression, it cannot 
be a form of interest respondents (like) an activity carried out on social media. From the results of 
the hypothesis test, a CR value of -3.223 was found which did not qualify, even though the qualified 
p-value was 0.001, thus proving that social media marketing has no effect on customer engagement. 
The results of the hypothesis test are in line with research conducted by Limandono J. A.; 
Dharmayanti D. (2017) stated that stating that social media marketing does not affect customer 
engagement, but is different from other pelitian conducted by (Pertiwi, 2020) which states that 
social media marketing has a positive and significant effect on customer engagement. 
Pengaruh Content Marketing terhadap Customer Engagement. 

The fifth hypothesis in this study shows that the hypothesis is rejected. The rejected 
hypothesis can be caused by a number of factors, including there is still not much content that has 
an impact on the sales of stalls or shops owned by respondents. From the results of the hypothesis 
test, a CR value of 0.228 and a p-value of 0.820 prove that content marketing has no effect on 
customer engagement. The results of the hypothesis test are in line with research conducted by 
(Sundström et al., 2021) which states that content marketing does not really affect customer 
engagement, but other research by (Pertiwi, 2020), (Limandono, 2017) states different things that 
content marketing has a positive and significant effect on customer engagement. 

 
4. Conclusion 

Social media marketing has a positive and significant effect on purchase intention. This 
research proves marketing through social media is effective in increasing purchase intent from stall 
or grocery store owners using B2B e-commerce applications.  

Content marketing does not have a positive and significant effect on purchase intention. This 
research proves the weakness of content marketing that is built less effectively to build purchase 
intent from stall or grocery store owners using B2B e-commerce applications. One factor is the lack 
of relevant information presented for stall or grocery store owners to run their business. 

Event marketing does not have a positive and significant effect on purchase intention. This 
research proves marketing events are not very effective for building purchase intent from stall or 
grocery store owners using B2B e-commerce applications. Events held by stall or grocery store 
owners do not contribute to the improvement of their business. 

Social media marketing does not have a positive and significant effect on customer 
engagement. This research proves the role of marketing through social media is not effective in 
building engagement from stall or grocery store owners with B2B e-commerce application 
companies. Lack of response to comments given by customers is one of the factors. So that it does 
not make customers dependent on using B2B e-commerce applications in running their business. 

Content marketing does not have a positive and significant effect on customer engagement. 
This research proves that marketing content that is built is not effective in creating engagement 
from stall or grocery store owners with B2B e-commerce application companies. The lack of 
content that can be a solution to challenges in business is one of the factors that make customers 
feel bound and dependent to use B2B e-commerce applications in running their business. 

Event marketing has a positive and significant effect on customer engagement. This research 
proves that the role of marketing events is very effective in building customer engagement. From 
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marketing events, it can build "brand awareness", which after the owner of a stall or grocery store 
is "aware" of the product, the intention to use B2B e-commerce applications arises. 

Customer engagement has a positive and significant effect on purchase intention. This 
research proves customer engagement is effective in building purchase intent from stall or grocery 
store owners using B2B e-commerce applications.  

Social media marketing does not have a positive and significant effect on purchase intention 
mediated by customer engagement. This research proves the mediating role of customer 
engagement among marketing through social media to purchase intent, not effective for building 
purchase intention from stall or grocery store owners using B2B e-commerce applications. The lack 
of response to comments from customers and the assumption that social media is only limited to 
entertainment media and not being important in the solution of running a business, is a factor. 

Content marketing does not have a positive and significant effect on purchase intention 
mediated by customer engagement. This research proves the mediating role of customer 
engagement among marketing content to purchase intent, not effective for building purchase 
intention from stall or grocery store owners using B2B e-commerce applications. This is because 
customers focus on the relevance of the information presented by B2B e-commerce application 
companies, considered not in accordance with the needs or solutions in running their business. 

Event marketing has a positive and significant effect on purchase intention mediated by 
customer engagement. This research proves the mediating role of customer engagement between 
marketing events to purchase intent, very effective for building purchase intent from stall or 
grocery store owners using B2B e-commerce applications. 
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