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Abstract: This study aims to analyze the effect of marketiigiribution on customer experience management (GEM
customer relationship management (CRM), and custtoygalty. This study also analyzes the effect &8MCand CRM
on customer loyalty. This study uses quantitatie¢hods with a population of all BPRS (Sharia Pespimancing Bank)
customers in the Cirebon area, West Java. The samphis study was taken through the purposivepiiagn method
regarding sampling criteria tailored to the reskangjectives. From the sampling process, we ohtali®® respondents
who met the criteria and became the research saData were collected through the distribution oéstionnaires and
analyzed using a structural equation model with &BS 3. The analysis shows that marketing distiim positively
affects customer experience management, custoneionship management and customer loyalty. Funtioee,
customer experience management and customer redaipmanagement are also proven to positivelyctéfestomer
loyalty. Conclusion: It is concluded that marketidigtribution has an important role in improving ECRM and
customer loyalty. This research proves that thdempntation of good marketing distribution can emage consumer
interest in the company's products and servicedaitd customer loyalty.

1 Introduction customer satisfaction and purchasing decisionssd heo

The world has entered an era where convenien@SPects are part of consumer loyalty. Likewise, [6]
Speed' and Simp“ﬁcation are the most preferrma‘s by analyzed the effect of marketlng distribution OIU)CtI.rCt
consumers [1'2] This condition is caused by thm'dra quality. On the other hand, marketing distribulzin’ralysis
advancement of technology, which can facilitaténathan  is mainly carried out on goods and products, aedetiis
affairs [1]. Some literature reveals that technglsgoils still a lack of literature analyzing service comigsn
humans, and humans normalize these conditionsato tiherefore, analyzing marketing distribution on eaonsr
demands arise for the industry to provide convergen loyalty in service companies is a novelty this azsk
speed, and simplification of processes for consarfgjr ~ offers. S
When in one industry there are new players whor offe Furthermore, the rOl.e of marketlng-dlStrlbUtlomISO
innovations and breakthroughs that are more ateaty ~revealed by some literature to improve customer
consumers, competitors who are even market rulet mexperience management [4,8,9]. Customer experience
compensate for these new players with the sanf@anagement is the management of customers’ cagpnitiv
innovations or substitutes for the innovations refteby ~€motional, behavioral, sensory, and social resfiusthe
competitors [1]. company. The right marketing distribution will pide a

In the context of marketing, one of the aspectsd¢hn good experience for consumers [10]. When consugeirs
attract more consumers and build consumer loyaity fast and good service, it will form an experieniattcan
marketing distribution [4-7]. Marketing distributiois increase consumer loyalty [11]. Likewise, service
transferring products, goods and services, frondyrers distribution, supply chain, service completenesd, @ther
to consumers through marketing [4]. Marketingnarketing dlstr_|but|on aspects can foster positive
distribution is also a strategy in placing sevenarketing COnsumer experences. _ o
channels according to consumer interests and figp@ Marketing distribution will create a series of s
from this definition, marketing distribution is tieimary ~ influences for consumers [4]. Good distributionlfakster
key to attracting consumers to buy a product. \tighright & good experience and a good relationship withuroess.
marketing distribution, consumers will get convewie, Therefore, some literature also reveals the effefct
speed and simplification following their expectato marketing  distribution on  customer  relationship

Analysis of the effect of marketing distribution onmanagement [12-14]. [12] did not analyze the diedfeict
consumer loyalty is rarely found in the previoueriture. ©Of marketing distribution but explained that deyefy
[4] analyzed the effect of marketing distributiom o customer relationships requires several aspects of

~ 441 ~

Copyright © Acta Logistica, www.actalogistica.eu



Acta logistica - International Scientific Journal about Logistics
Volume: 11 2024 Issue: 3 Pages: 441-449 ISSN 1339-5629

Boosting customer loyalty through marketing distribution, customer experience management and
customer relationship management
Badawi Badawi, Muafi Muafi

marketing distribution, namely quality assurandécient from interactions between consumers and compahs [
product distribution, and customer retention. Lilesy Customer experience management can manifest imaeve
[13] found that marketing distribution strategieanc aspects, namely consumer experience in receiving
improve customer relationships with companies. services, consumer experience in using company
This research seeks to fill the gap from previoukechnology, consumer experience in data security,
literature reviews where there is still no analgsisducted experience of company care, experience in infoonati
on the direct influence of marketing distributiom o availability, experience in handling problems, and
customer experience management and customexperience of company values and culture [26].
engagement. This research also seeks to analyzéfélce
of marketing distribution, customer experienc.4 Customer relationship management
management, and customer relationship management onCustomer relationship management (CRM) manages

customer loyalty. relationships between companies and consumers [21].

Customer relationship management aims to bring
2 Literaturereview communication between companies and consumersrclose
2.1 Customer loyalty [27]. On the other hand, if the company's relatigmsind

Customer loyalty is the tendency of consumers o bifommunication with_consumers are closer, consumiirs
a product or service from a company with a higlelef have more potential to be loyal and not move to
consistency [15]. Customer loyalty starts with achase Ccompetitors [28]. CRM is also a significant factior
decision, and then consumers feel an interest ikinga fostering company trust; on the other hand, CRMaiaa
repeat purchases consistently [16]. Loyalty isteelao be a tool for gathering information from consumess
emotions, so to get consumer loyalty, the companmstine increase their loyalty and company performance2e1,
able to influence the emotional side of consumkr [The CRM in this era is not only done by direct commatiion;
emotional side of consumers can be influenced tgrag  information technology is one of the most effectimedia
things, including marketing distribution [4-6] caster for establishing good relations with consumers .[229]
experience management [18-20] and customer refitipn Measure customer relationship management in several
management [21-25]. [16,36] explain that théspects, namely service delivery, ability to handle
manifestations of consumer loyalty are repeat msek, Cconsumer problems, speed in responding to consumer
recommending others, and giving positive feedbask d1€eds, and friendliness.
products or services.

3 Hypothesis development

2.2 Marketing distribution 3.1 Marketing distribution and customer
Marketing distribution is the movement of products, experience management
goods and services, from producers to consumessighr The right marketing distribution will provide a gbo

marketing [4]. Marketing distribution is also asgtigy for  experience for consumers [10]. When consumersaget f
placing several marketing channels according tsao@r and good service, it will form an unforgettable esgnce
interests and needs [7]. So from this definitioarketing and benefit the company's image [11]. Likewiseyiser
distribution is the main key to attracting consusnerbuy distribution, supply chain management, service
a product, and with the right marketing distribntio completeness, and other marketing distribution @sman
consumers will get convenience, speed, and sirogtiin  foster positive consumer experiences. Some litezatu
following their expectations. Marketing distributican be reveals the role of marketing distribution in imypira
seen and measured from several aspects, namelly sugiustomer experience management [4,8,9]. Much of the
chain time, place of distribution, access to sigupliaccess previous literature still focuses on the influenoé

efficiency, and smooth distribution service [4]. marketing distribution on the factors of customer
experience and has not discussed the direct irfuen
2.3 Customer experience management customer experience. [4] found a relationship betwe

Customer experience management is the managemsrdrketing distribution and satisfaction and puraigs
of the experience of each customer from varioustp@f decisions as a factor of customer experience [8}ee to
contact to build a more positive business image. [19atisfaction; and [35] related to consumer prefegen
Customer experience management is also the managenwhich are also part of the customer experiencerefboee,
of the cognitive, emotional, behavioral, sensong social this study seeks to fill the analysis gap by forating the
responses of customers to the company [20]. Oottier  following hypothesis:
hand, customer experience management also fundttons H1: Marketing distribution has a positive effect on
track, monitor, and organize every customer int@ac customer experience management
[26]. The goal is to ensure customer satisfactidiin &
pleasant experience. Experience in this contexthés
customer's perception of a product or service tiegul
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3.2 Marketing distribution and customer customer experience can encourage customer acceptan
relationship management of company technology and is an aspect of customer
Consumer convenience is offered through marketirigyalty. The direct effect of customer experience
distribution, and it is expected that good marlgtinmanagement on customer loyalty was found by 24 [31
distribution will increase consumer interest argtéogood  also emphasizes that customer experience managénent
relationships with consumers [28]. Therefore, som@ Manifestation of customer loyalty. Therefores thtudy
literature reveals the influence of marketing dtistiion on ~ formulates the following hypothesis: N
customer relationship management [12-14]. [12] riid H4: Customer experience management has a positive
analyze the direct effect of marketing distributibnt ~effect on customer loyalty
explained that developing customer relationshipgiires
several aspects of marketing distribution, namelgliy 3.5 Customer relationship management and
assurance, efficient product distribution, and consr customer loyalty
retention. Likewise, [13] found that marketing distition The company's relationship and communication with
strategies can improve customer relationships wittonsumers will make consumers potentially loyal aatl
companies. [28] empirically prove that a good fefship move to competitors [28]. Some literature also sutsthe
with consumers is a competitive advantage not yeasitole of CRM in increasing customer loyalty [21-2%],1
imitated by competitors, and good relationships ban Good relationships with consumers are a signifiactor
optimized with the right marketing distribution 14 so that consumers get to know the company's brand,
Therefore, this study formulates the following hifpsis:  products, and services better and become loyal. [21]
H2: Marketing distribution has a positive effect orLikewise, [22] proves that the better a company's
customer relationship management relationship with its consumers, the more consuolty
it will build. However, different findings by [3233 show
3.3 Marketing distribution and customer loyalty ~ no significant effect of CRM on loyalty. The diftarces in
Some literature shows indirectly that consumerltgya findings in the previous literature indicate anlgsia gap,
can be built through marketing distribution [4-7].50 this study formulates the following hypothesis:
Marketing distribution is transferring products,ogs and H5: Customer relationship management has a positive
services, from producers to consumers through rtiagke €ffect on customer loyalty
[4]. [4] analyzed the effect of marketing distrilmut on
customer satisfaction and purchasing decisionssdheo 4 M ethodology
aspects are part of consumer loyalty. Likewise, [6] The analysis in this study used quantitative meghod
analyzed the effect of marketing distribution omduct The population in this study were BPRS (Sharia Réop
quality. On the other hand, marketing distributaoralysis  Financing Bank) customers in Cirebon Regency. Sesnpl
is mainly carried out on goods and products, aedetlis were taken using the purposive sampling methodgiwisi
still a lack of literature analyzing service com@sn based on criteria made by researchers referringsearch
Therefore, analyzing marketing distribution on aonsr  objectives. Criteria in sampling include:

loyalty in service companies is a novelty this esB  « Respondents are BPRS customers who have been

offers. On the other hand, marketing distributiomalgsis customers for at least 1 year.
is mainly carried out on goods and products, aetetlis .« Respondents have savings in BPRS greater than or
still a lack of literature analyzing service comigsn equal to 5,000,000.
Therefore, the analysis of marketing distribution o Respondents routinely make transactions at BPRS
consumer loyalty in service companies is a nowefigred at least in 1 month 3 X transactions.
by this research, so the following hypothesis ienfalated: From these criteria, the researcher screened thglsa
H3: Marketing distribution has a positive effect omng found that 185 respondents met the criteridoandme
consumer loyalty samples in this study. The data collection techmigsed a
) guestionnaire with a scale of 1-5, distributecsspondents
3.4  Customer experience management and via a physical questionnaire and Google Form. Téia d
customer loyalty collection results were then analyzed using thecsiral
Customer experience management was developedeiguation model method with smart-PLS 3 software.
track, monitor, and organize every customer int@ac In this study, there are 1 exogenous variable, hame

[26]. Several previous studies have found that adgomarketing distribution, and 3 endogenous variables,
relationship between companies and consumers s#er fo namely CEM, CRM, and customer loyalty. Marketing
their loyalty [18-20]. [19] found in their empiricatudy distribution is measured by four indicators adagtedh
that customer experience management drives t{4], namely supply chain time, place of distributj@access
performance of banking and insurance companies 18 suppliers, access efficiency, and smooth distidi
Jordan. Increased banking performance is a maaii@st service. Then CEM is measured by 7 indicators abpt
of customer loyalty. Likewise, [30] found that m@ivy  from [26], namely consumer experience in receiving
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services, consumer experience in using compafyl Outer model analysis

technology, consumer experience in data security, Outer model analysis includes convergent validity,
experience of company concern, experience in irdion  construct validity, and composite reliability. Inig study,
availability, experience in handling problems, andhere are 1 exogenous variable, namely marketing
experience of company values and culture. Furthegmodistribution, and 3 endogenous variables, namel/CE
CRM is measured by four indicators adopted by [29CRM, and customer loyalty. Marketing distributios i
including service delivery, the ability to handiensumer measured by four indicators adapted from [4], the
problems, speed in responding to consumer needs, andicators were adapted and adjusted to the comditof
friendliness. Meanwhile, consumer loyalty is meadusy the respondents in this study and a pilot testasasglucted
four indicators adapted from [16,36], includingsfaiction  with good results. Then CEM is measured by 7 indisa
with  products and services, repeated purchasegiopted from [26], and the indicators were adajpied
recommendations to others, and positive responses ddjusted to the conditions of the respondentsisstudy

products or services. and a pilot test was conducted with good results.
Furthermore, CRM is measured by four indicatorgéeth
5 Reault by [29], the indicators were adapted and adjustethé

The analysis in this study was carried out with gonditions of the respondents in this study anda st
structural equation model using Smart-PLS 3. Tladysis was conducted with good results. Meanwhile, consume
is divided into two stages, namely, outer modellysmig loyalty is measured by four indicators adapted from
and inner model analysis. Outer model analysis is [46,36], the indicators were adapted and adjustethe
measurement of data validity and reliability, whichconditions of the respondents in this study andai fest
includes convergent validity, construct validitynda was conducted with good results. Convergent validit
composite reliability. Furthermore, inner model lggis  means testing the validity of each research indicathe
measures the relationship between variables, imgjutie ~criterion used is the loading factor value > 0.4][3hen
coefficient of determination and path analysis. @dut construct validity is a test of construct validityth the
model analysis is done with the smart-PLS algorithrariteria for an AVE value > 0.5. The composite abliity
procedure. Furthemore, the inner model analysisgaiare  tests construct reliability with construct reliatyilcriteria
uses the bootstrap method in smart-pls. > 0.7. The results of the analysis are shown ineTab

Table 1 Validity and reliability analysis

Loading Loading Construct
Indicator: | Facto Validity | Facto Validity AVE | Reliability
CEM1 0.80¢ Valid 0.80¢ Valid
CEMZ 0.87¢ Valid 0.87¢ Valid
CEMZ 0.79¢ Valid 0.79¢ Valid
CEM4 0.791 Valid 0.791 Valid 0.675 0.936
CEME 0.83( Valid 0.83( Valid
CEME 0.81: Valid 0.81: Valid
CEM7 0.83¢ Valid 0.83¢ Valid
CRM1 0.88( Valid 0.88( Valid
CRMZ -0.00:2 Invalid Droppet
CRM3 0.77: Valid 0.77: Valid 0.702 0.876
CRM4 0.85:¢ Valid 0.85:¢ Valid
LOY1 0.48¢ Invalid Droppet
LOY2 0.73¢ Valid 0.75¢ Valid
LOY3 0.71; Valid 0.73/ Valid 0.587 0.810
LOY4 0.79:¢ Valid 0.80¢ Valid
MD1 0.80¢ Valid 0.80¢ Valid
MD2 0.82¢ Valid 0.82¢ Valid
MD3 0.87¢ Valid 0.88¢ Valid 0.716 0.910
MD4 0.87¢ Valid 0.87¢ Valid

Source: Author's calculation

Table 1 shows that two convergent validity testsewe found that all indicators had met the criteria ddoading
conducted. In the first stage, two invalid indicatavere factor > 0.7, so all indicators were valid. Furthere, table
found, namely LOY1 and CRM2, so they were removetl also shows that all research variables have da yalue
from the analysis. Then, in the second analysgesiawas > 0.5, which indicates that the data has good coetst
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validity. Then reliability testing is shown in tl@nstruct
reliability value, where all variables have a religy value
> 0.7, and it can be concluded that all constraots
reliable.

CEM1 CEM2 CEM3

5.2 Inner modd analysis

Inner model analysis is a test of the relationship
between variables in the research model. The imuetel
analysis procedure uses the bootstrap method irt-phsa

and the analysis output is shown in Figure 1.
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Figure 1 PLSanalysis output

The first stage in inner model analysis is the ficeht
of determination, which shows how far the moddbits
to explain its endogenous variables The coefficieht
determination, or R2, is in the range of 0 to 1lewehthe
closer to 1, the greater the influence receivedthsy

51.3%, and the customer loyalty variable has aficiexft
of determination of 50.7%.

The next analysis is testing the research hypathesi
based on the results of the path analysis. Atstaige, the
influence between variables in the study can ba.SEee

endogenous variables from the exogenous. There8 argositive effect is shown in the positive originangple
endogenous variables in this study, namely CEM, CRMalue. The significance of the influence is knowani the

and customer loyalty. The analysis results show tite
CEM variable has a coefficient of determinatio®®©f4%o,
the CRM variable has a coefficient of determinatain

probability value with the criterion p <0.05. Theadysis
results are shown in Table 2.

Table 2 Path analysis

Original T Statistics .

Sampl (|O/STDEV P Values Hypothesis Result
Marketing Distributior-> CEM 0.78¢ 26.93: 0.00(¢ H1 Supporte
Marketing Distributior-> CRM 0.71¢ 22.20¢ 0.00(¢ H2 Supporte
Marketing = Distribution  -> ;55 1.982 0.048 H3 Supported
Customer Loyalt
CEM -> Customer Loyali 0.29( 2.652 0.00¢ H4 Supporte
CRM -> Customer Loyall 0.31¢ 3.12¢ 0.00z H5 Supporte

Source: Author's calculation

Table 2 shows that all hypotheses in this study asample value of 0.784 and a p-value of 0.000, sasH1

supported. The effect of marketing distribution @EM
shows a positive and significant value with an ioag

supported. Furthermore, the effect of marketing
distribution on CRM also shows a positive and sigant

~ 445 ~

Copyright © Acta Logistica, www.actalogistica.eu



Acta logistica - International Scientific Journal about Logistics
Volume: 11 2024 Issue: 3 Pages: 441-449 ISSN 1339-5629

Boosting customer loyalty through marketing distribution, customer experience management and
customer relationship management
Badawi Badawi, Muafi Muafi

effect with an original sample value of 0.716 anghalue explained that developing customer relationshipgiires

of 0.000, so H2 is supported. The findings furthesve several aspects of marketing distribution, namelslity
that marketing distribution has a positive and ifiggnt  assurance, efficient product distribution, and aonsr
effect on customer loyalty, with an original samp#due retention. Likewise, [13] found that marketing distition

of 0.152 and a p-value of 0.48, so H3 is suppof&M is strategies can improve customer relationships with
found to have a positive and significant effectastomer companies. [28] prove empirically that a good ietahip
loyalty with an original sample value of 0.290 amg- with consumers is a competitive advantage thatos n
value of 0.008 so H4 is supported, and CRM alsoahaseasily imitated by competitors, and good relatigpsican
positive and significant effect on customer loyalith an  be optimized with the right marketing distributifia].

original sample value of 0.319 and a p-value 00R.80 Further findings in this study again emphasize the

that H5 is supported. importance of marketing distribution. Empirically,
marketing distribution has a positive effect onsiamer or

6 Discussion customer loyalty. Improving marketing distribution

This study provides empirical evidence regarding thPerformance will increase customer loyalty or imsethe
role of marketing distribution in improving custome humber of loyal customers by more than before. @nst
experience  management,  customer relationshipyalty starts with a purchase decision, and trwsomers
management, and customer loyalty. This study fahat feel an interest in making repeat purchases with hi
marketing distribution has a positive effect ontooser ~consistency [16]. Loyalty is related to emotiorste gain
experience management. So, the better the marketié@nsumer loyalty, companies must be able to infieethe
distribution in the company, the better customguegience €motional side of consumers [17]. The emotionaé sifi
management will be. Therefore, companies are ezgéct consumers can be influenced by several things,dimog
be able to optimize marketing distribution as theimkey ~Marketing distribution. _ _
to attracting consumers to buy a product, and thighright In line with the findings of this study, some prews
marketing  distribution, consumers will get theliterature has also found that consumer loyaltytwaibuilt
convenience, speed, and simplicity that they expbet through marketing distribution [4-7]. [4] analyzeHe
optimize marketing distribution, companies mustsider ~ €ffect of marketing distribution on customer saiision
several things, namely supply chain time, place @nd purchasing decisions. These two aspects ateopar
distribution, access to suppliers, access effisieemd consumer loyalty. Likewise, [6] analyzed the effedt
smooth distribution service [4]. marketing distribution on product quality as a g¢eg to

The findings in this study are in line with someyious ~ foster consumer loyalty. This research providestig\y
literature, namely [4,8,9]. [4] found a relationshietween finding a direct effect of marketing distributionno
marketing distribution and satisfaction and puraigs consumer loyalty. _ _
decisions as a factor of customer experiencegl@}ed to Further findings explain that customer experience
satisfaction; and [35] related to consumer prefeeen Management positively affects customer loyalty. sThi
which are also part of the customer experience.hvafc finding is supported by several previous studiesnely
the previous literature still focuses on the infloe of [18-20]. [19] found in their empirical study thaistomer
marketing distribution on the factors of customefXperience management drives the performance &frizan
experience and has not discussed the direct influem and insurance companies in Jordan. Increased lgankin
customer experience. Therefore, this research geevi performance is a manifestation of customer loyalty.
novelty by finding a direct effect of marketingtiisution ~ Likewise, [30] found that managing customer expesée
on customer experience management_ can encourage .Cgstomer acceptance of company

Furthermore, this study found that marketingechnology, and this is an aspect of customer tpyahe
distribution has a positive effect on customertieteship ~ direct effect of customer experience management on
management. So if the company can improve tHaistomer loyalty was found [20]. This study recosmels
implementation of marketing distribution properitycan that companies improve customer experience manageme
improve customer relationship management. The merpothrough several aspects, namely managing and atigni
of customer relationship management is to bringONSUMEr €Xperience In receiving services, consumer
communication between companies and consumersrclo§¥perience in using company technology, consumer
[27]. CRM will make consumers more likely to be dby €xperience in data security, experience of comjuang,
and not move to competitors [28]. Therefore, thisearch €xperience in information availability, experience
emphasizes the importance of marketing distribuisiean handling problems, and experience of company vaoes
effort to be able to create a good and loyal retehip ~culture [26].
between companies and consumers. Furthermore, this study also found that consumer

Some previous literature also supports the findinfgs loyalty can also be significantly improved through
this study. [12-14] also prove that marketing dhsttion ~ customer relationship management. This means Heat t
can improve customer relationship management. gik¢] better the company's relationship with consumbesitore
not analyze the direct effect of marketing disttibl but ~ customer loyalty will increase. Some literature oals
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