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the current digital era, companies are competing fiercely in various ways,
ing through content marketing. The purpose of the research was to
ically find out the effect of content marketing on purchase intention through
lomer engagement as an intervening variable in regional language BTS content
on Tokopedia e-commerce. The research population was e-commerce users who
viewed BTS content in regional languages. The sampling method was non-
bility sampling with purposive sampling technique and the sample consisted
0 respondents. This type of research was quantitative research using the path
sis method. The research result showed that the content marketing variable
positive effect on purchase intention through customer engagement as an
ening variable. It is reccommended that content had emotional aspects, be

atertaining as well, and be informative.
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