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ABSTRACT

This study aims to examine the influence of Market Orientation, Wholesale, and Logistics on Market Performance,
as well as the mediating role of Customer Relationship Management (CRM) within the Logistics ecosystem of
Batam City. An explanatory quantitative approach was employed, with data collected through five-point Likert
scale questionnaires distributed to directors and supervisors of Logistics and wholesale companies in Batam, and
subsequently analyzed using Partial Least Squares—Structural Equation Modeling (PLS-SEM). The findings
reveal that Market Orientation and Logistics positively and significantly influence Customer Relationship
Management (CRM). Market Orientation and CRM also have positive and significant effects on Market
Performance. In contrast, Wholesale does not significantly influence either CRM or Market Performance, while
Logistics does not have a significant direct effect on Market Performance. Furthermore, CRM significantly
mediates the relationship between Market Orientation and Market Performance, as well as the relationship
between Logistics and Market Performance. This study recommends that Batam Logistics companies strengthen
the synergy between Logistics operational capabilities and CRM infrastructure, while balancing market sensing
strategies with long-term customer relationship development as the key to sustainable market performance
improvement.

KEYWORDS- Integrated Marketing Communication, Customer Experience, Customer Loyalty, Customer
Relationship Management.

I. INTRODUCTION

Indonesia's logistics industry has experienced rapid growth alongside the expansion of international trade. Batam
has emerged as one of Indonesia's most strategic logistics hubs due to its status as a Free Trade Zone (FTZ) and
Free Port, resulting in a continuous increase in cross-border trade transactions. Despite this considerable potential,
the Batam logistics ecosystem faces several structural challenges, including intense competition from cost-
efficient regional logistics operators based in Singapore and Malaysia, fragmented inter-island distribution
networks, and unequal digital capabilities between large corporations and medium-sized logistics enterprises
(Oktavia, 2023). Under these circumstances, logistics companies can no longer rely solely on operational
efficiency but must also develop a deeper understanding of market needs while establishing long-term customer
relationships (Muhammad Zidhan Augestri et al., 2025).

Field observations reveal that although many logistics companies in Batam have implemented market-sensing
activities and attempted to strengthen customer relationships, their market performance has yet to reach optimal
levels. This condition is reflected in persistently high customer churn rates, relatively low long-term customer
loyalty, and the uneven adoption of structured Customer Relationship Management (CRM) systems. Many firms
remain reactive in responding to market dynamics rather than proactively developing data-driven relational
capabilities (Oktavia, 2023; Muhammad Zidhan Augestri et al., 2025).

Operational challenges faced by logistics companies in Batam have become increasingly complex and directly
affect business partners' trust and overall market performance. One of the most frequently reported issues is
delivery delay, resulting from various factors, including port congestion, lengthy cross-border customs clearance
procedures, and limited inter-island transportation capacity. Such delays not only reduce operational efficiency
but also undermine corporate clients' confidence in the reliability of logistics service providers. For companies
involved in distributing industrial and retail products throughout Batam, even a single day's delay may lead to
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significant financial losses due to disruptions in clients' supply chains. In addition to delivery delays, the risks of
cargo damage and loss during transportation remain major concerns for logistics companies operating in Batam.
As an archipelagic city, Batam relies heavily on maritime transportation, making shipments vulnerable to adverse
weather conditions, inconsistent cargo handling practices, and multiple transportation mode transfers. These
conditions often result in compensation claims, reduced contract values, and long-term deterioration of customer
trust. The situation is further exacerbated by the limited implementation of real-time tracking systems among
many medium-sized logistics operators, preventing clients from accurately monitoring shipment status and
responding promptly to potential disruptions (Oktavia, 2023; Muhammad Zidhan Augestri et al., 2025).

These operational issues suggest that logistics companies in Batam, regardless of their organizational size, have
yet to fully integrate logistics operational capabilities with adaptive customer relationship management strategies.
Accordingly, this study focuses on corporate respondents, specifically managers and supervisors from companies
operating within Batam's logistics ecosystem, as strategic decisions regarding logistics operations, risk
management, and customer relationship management are made at the organizational rather than individual level.
This organizational perspective is consistent with the characteristics of the business-to-business (B2B) logistics
industry, where long-term inter-organizational relationships form the foundation of sustainable business
performance (Oktavia, 2023; Muhammad Zidhan Augestri et al., 2025). The primary issue motivating this study
is the inconsistency of previous empirical findings regarding the relationship between Market Orientation and
Market Performance. Several studies have reported a strong positive relationship between these variables (Noya
et al., 2025; Dahmiri et al., 2024), However, other studies argue that this relationship is not always direct or
significant and may depend on mediating mechanisms and industry-specific contexts (Hendrayati et al., 2025).
Within the logistics service industry, customer relationships are highly relational and depend heavily on trust,
service reliability, and delivery punctuality. Therefore, the mechanism through which market orientation
influences market performance warrants further investigation (Jamaludin et al., 2022).

The research gap identified in this study consists of three main aspects. First, previous studies examining the
relationship between market orientation and market performance have primarily focused on manufacturing firms
and small and medium-sized enterprises (SMESs), rather than logistics ecosystems with their distinctive
characteristics (Schulze et al., 2022; Fahmi et al., 2025), The research gap identified in this study consists of three
main aspects. First, previous studies examining the relationship between market orientation and market
performance have primarily focused on manufacturing firms and small and medium-sized enterprises (SMESs),
rather than logistics ecosystems with their distinctive characteristics (Hendrayati et al., 2025). This study offers a
novel contribution by proposing an integrated framework that positions Customer Relationship Management
(CRM) as a mediating variable linking Market Orientation, Wholesale, Logistics, and Market Performance within
Batam's logistics ecosystem. Unlike previous studies that typically examine these relationships separately and
across different industrial settings, this research employs PLS-SEM to capture the complex structural relationships
among the variables, including the potential trade-off between market-sensing capability and relationship-building
activities. The study contributes both theoretically and practically. From a theoretical perspective, it enriches the
marketing management literature by providing empirical evidence regarding the mediating role of CRM within
the logistics ecosystem of a free trade region. From a practical perspective, it offers strategic recommendations
for logistics and wholesale companies in Batam to strengthen the synergy between logistics operational
capabilities, market orientation strategies, and CRM infrastructure as key drivers of sustainable market
performance.

2. LITERATURE REVIEW

Market Orientation Theory emphasizes that an organization's success largely depends on its ability to understand
and respond effectively to market needs (Schulze et al., 2022). Narver and Slater conceptualized market
orientation as a business philosophy focused on delivering superior customer value through three fundamental
dimensions: customer orientation, competitor orientation, and interfunctional coordination. Customer orientation
emphasizes a comprehensive understanding of customers' current and future needs. Competitor orientation refers
to an organization's ability to identify and evaluate competitors' strengths, weaknesses, and strategic actions.
Interfunctional coordination highlights the importance of collaboration among all organizational functions to
create superior value for customers (Noya et al., 2025).

Within the logistics service industry, market orientation plays a critical role because logistics services are
intangible and highly dependent on service reliability, delivery timeliness, and the quality of customer
relationships (Jamaludin et al., 2022). Logistics companies with a strong market orientation are generally more
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responsive to changing market demands, better able to customize their services according to customer needs, and
more capable of adapting to competitive pressures. Therefore, market orientation serves not only as a marketing
strategy but also as a strategic foundation for organizational decision-making (Dahmiri et al., 2024).

Previous studies have demonstrated that market orientation positively influences organizational performance,
particularly market performance (Noya et al., 2025). Organizations that consistently adopt a market-oriented
approach are more likely to achieve sustainable competitive advantages because they possess a deeper
understanding of market dynamics and are better equipped to develop long-term customer relationships.
Therefore, Market Orientation Theory provides an appropriate theoretical foundation for explaining how market
orientation influences Customer Relationship Management (CRM) and market performance within the Batam
logistics ecosystem (Fahmi et al., 2025).

Wholesale refers to the large-scale distribution of goods from manufacturers to other business entities, including
retailers, distributors, and industrial buyers. In modern distribution systems, wholesale activities extend beyond
the physical movement of goods by facilitating market information exchange, understanding business customers'
needs, and maintaining relationships among supply chain participants (Jamaludin et al., 2022). Rapid market
development and technological advancement have encouraged wholesale businesses to adopt stronger market-
oriented approaches. Wholesale firms are expected to understand business customers’ needs more
comprehensively, maintain supply continuity, and provide added value through reliable, timely, and flexible
services. By adopting a strong market orientation, wholesale companies can adjust their distribution strategies to
changing market demands. Furthermore, integrating market orientation, customer relationship management, and
effective distribution systems enables wholesale firms to retain business customers, expand market coverage, and
improve market performance sustainably (Hanaysha & Al-Shaikh, 2024)

Logistics refers to the planning, implementation, and management of the movement of goods, information, and
resources from their point of origin to their final destination. In logistics service businesses, service quality is
largely determined by the reliability of distribution systems, delivery speed, and operational efficiency (Sutrisno
et al., 2023).Sutrisno et al. (2023) reported that effective logistics management significantly improves
organizational distribution performance. When logistics systems consistently ensure timely deliveries, reliable
services, and accurate product handling, organizations become more capable of responding to changing market
conditions and customer requirements. As a result, customers perceive the company as a reliable business partner,
increasing their confidence and willingness to establish long-term partnerships. Similarly, Maulana P et al., (2023)
argued that effective logistics management, supported by high-quality services and efficient delivery processes,
plays a crucial role in reducing operational costs while simultaneously improving organizational market
performance. This finding indicates that logistics should not merely be viewed as an operational function but
rather as a strategic capability that strengthens the relationship between market orientation and market
performance. Consequently, logistics management should be regarded as a strategic organizational capability that
enables companies to respond more effectively and efficiently to evolving market demands.

Customer Relationship Management (CRM) is a strategic approach that organizations use to establish, maintain,
and strengthen long-term customer relationships through systematic and data-driven processes. CRM focuses on
collecting, managing, and utilizing customer information to improve every customer interaction, thereby creating
sustainable value for both customers and organizations (Bulti, 2022). Within service industries, particularly
logistics and wholesale businesses, CRM plays a highly strategic role because business relationships rely heavily
on trust, service reliability, and customer satisfaction. Effective CRM implementation enables organizations to
better understand customer behavior and preferences, enhance customer loyalty, and strengthen long-term
business relationships (Tochukwu Ignatius Ijomah et al., 2024). Previous studies have also demonstrated that
CRM not only directly improves market performance but also serves as a mediating mechanism that strengthens
the relationship between market orientation and market performance (Hendrayati et al., 2025). Market
performance refers to an organization's ability to achieve its market objectives, which are commonly reflected in
increased sales volume, expanded market share, and stronger customer loyalty. This concept measures the extent
to which an organization's strategies successfully create customer value and gain market acceptance (Jha &
Sarabhai, 2024).0Organizations with a strong market orientation generally achieve superior market performance
because they are better equipped to understand customer needs, respond to changes in the business environment,
and develop sustainable competitive advantages (Noya et al., 2025). Within service industries, market
performance is also influenced by service quality and the effectiveness of customer relationship management.
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Consequently, the integration of market orientation, CRM, and reliable logistics systems becomes a critical factor
in achieving sustainable market performance (Jamaludin et al., 2022).

Relationships Among Variables

The Effect of Market Orientation on Customer Relationship Management (CRM)

Market orientation reflects an organization's capability to identify and respond to customer needs, monitor
competitive dynamics, and coordinate internal functions to create superior customer value. Organizations with a
strong market orientation are generally more responsive to customer expectations and more proactive in
developing long-term business relationships. In this context, market orientation serves as a fundamental
prerequisite for the effective implementation of Customer Relationship Management (CRM). Fahmi et al. (2025)
eported that market orientation encourages organizations to manage customer relationships more systematically
through the effective utilization of customer information and business networks. Similarly, Hendrayati et al.
(2025) found that market orientation strengthens CRM practices by enhancing customer value creation. Therefore,
market orientation is expected to have a positive effect on Customer Relationship Management (CRM). Based on
the theoretical arguments and empirical evidence presented above, the following hypothesis is proposed:

H1. Market Orientation has a positive effect on Customer Relationship Management (CRM).

The Effect of Wholesale on Customer Relationship Management (CRM)

Within wholesale operations, maintaining long-term business relationships is essential for sustaining
organizational performance. Wholesale firms must ensure supply continuity, distribution efficiency, and effective
communication with business partners. Consequently, customer relationship management represents a
strategically important component of wholesale operations.Jamaludin et al. (2022) argued that supply chain
distribution strategies and market orientation encourage organizations to implement CRM practices to maintain
stable customer relationships. Likewise, Hanaysha dan Al-Shaikh (2024) found that market orientation and
marketing capabilities within distribution businesses contribute to stronger customer relationships. Therefore,
wholesale activities are expected to have a positive effect on Customer Relationship Management (CRM). Based
on the theoretical arguments and empirical evidence presented above, the following hypothesis is proposed:

H2. Wholesale has a positive effect on Customer Relationship Management (CRM).

The Effect of Logistics on Customer Relationship Management (CRM)

In the logistics service industry, customer relationships are strongly influenced by service consistency, delivery
accuracy, and distribution reliability. Well-managed logistics systems provide customers with positive service
experiences, thereby strengthening trust and long-term commitment.

Sutrisno et al. (2023) demonstrated that effective logistics performance enhances customer trust in an
organization. This finding was further supported by Maulana P et al. (2023), ho concluded that service quality and
delivery speed encourage organizations to manage customer relationships more systematically through CRM
implementation. Therefore, logistics is expected to have a positive effect on Customer Relationship Management
(CRM). Based on the theoretical arguments and empirical evidence presented above, the following hypothesis is
proposed:

H3. Logistics has a positive effect on Customer Relationship Management (CRM).

The Effect of Market Orientation on Market Performance

Market orientation represents a strategic organizational approach that emphasizes understanding customer needs,
monitoring competitors' strategies, and coordinating organizational functions to create superior customer value.
In today's dynamic business environment, market orientation provides organizations with the capability to identify
market opportunities, anticipate changes in customer demand, and respond effectively to competitive pressures.
Organizations with a high level of market orientation are generally more capable of developing marketing
strategies that align with market needs, thereby strengthening their competitive position and improving market
performance. From a theoretical perspective, market orientation is based on the premise that organizations
focusing on customers and competitors are more likely to achieve sustainable competitive advantages. Schulze
et al. (2022) argued that proactive market orientation enables organizations to recognize market changes at an
early stage and develop innovations that improve organizational performance. Therefore, market orientation
functions not only as a mechanism for gathering market intelligence but also as a strategic capability for
transforming market information into value-creating business decisions. Empirical evidence consistently supports
the positive relationship between market orientation and market performance. (Noya et al., 2025) found that
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market orientation significantly improves market performance by enhancing organizations' understanding of
customer needs and access to market information. Similarly, Dahmiri et al. (2024) demonstrated that market
orientation enhances marketing performance through the development of competitive advantage. Within the
logistics industry, market orientation is particularly important because service quality depends heavily on delivery
speed, reliability, and customer interaction. Logistics companies that understand customers' expectations
regarding delivery timeliness, cargo security, and information transparency are more capable of building customer
trust, which ultimately contributes to improved market performance (Jamaludin et al., 2022).

Based on the theoretical arguments and empirical evidence presented above, the following hypothesis is proposed:
H4. Market Orientation has a positive effect on Market Performance.

The Effect of Wholesale on Market Performance

Wholesale plays a vital role in connecting manufacturers with the market through large-scale product distribution.
Effective wholesale operations contribute directly to sales achievement, market expansion, and long-term business
continuity. Jamaludin et al. (2022) reported that effective distribution strategies positively influence both
organizational and market performance. Likewise, Jha dan Sarabhai, (2024) found that market-oriented business
activities contribute to improved market performance. Therefore, wholesale activities are expected to have a
positive effect on market performance. Based on the theoretical arguments and empirical evidence presented
above, the following hypothesis is proposed:

H5. Wholesale has a positive effect on Market Performance.

The Effect of Logistics on Market Performance

Effective logistics performance enables organizations to respond quickly and efficiently to changing market
demands. Delivery accuracy and service consistency are critical determinants of customer satisfaction and
organizational competitiveness.Maulana P et al. (2023) found that logistics management and delivery speed
significantly improve cost efficiency and market performance. Similarly, Oktavia (2023) argued that advanced
logistics technology and efficient logistics systems contribute to improved organizational performance. Therefore,
logistics is expected to have a positive effect on market performance. Based on the theoretical arguments and
empirical evidence presented above, the following hypothesis is proposed:

H6. Logistics has a positive effect on Market Performance.

The Effect of Customer Relationship Management (CRM) on Market Performance

Customer Relationship Management (CRM) is a strategic approach that enables organizations to establish and
maintain long-term relationships with customers. Effective CRM implementation allows organizations to better
understand customer needs, enhance customer satisfaction, and strengthen customer loyalty.Bulti (2022) found
that CRM implementation significantly improves market performance. Likewise, Tochukwu Ignatius Ijomah et
al. (2024) reported that CRM tools positively influence sales growth and customer loyalty. Therefore, Customer
Relationship Management (CRM) is expected to have a positive effect on market performance. Based on the
theoretical arguments and empirical evidence presented above, the following hypothesis is proposed:

H7. Customer Relationship Management (CRM) has a positive effect on Market Performance.

The Mediating Role of Customer Relationship Management (CRM) in the Relationship Between Market
Orientation and Market Performance

The relationship between market orientation and market performance is not always direct. In many cases, the
effectiveness of market orientation depends on an organization's ability to manage customer relationships
systematically. Organizations with a strong market orientation are more capable of understanding customer needs
and translating that knowledge into long-term customer relationships through effective CRM implementation.
Consequently, CRM serves as an important mechanism through which market orientation improves market
performance. Hendrayati et al. (2025) demonstrated that CRM mediates the relationship between market
orientation and market performance. Similarly, Fahmi et al. (2025) concluded that CRM strengthens the positive
effect of market orientation on organizational performance by improving customer relationship management.
Therefore, CRM is expected to mediate the relationship between market orientation and market performance.
Based on the theoretical arguments and empirical evidence presented above, the following hypothesis is proposed:
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H8. Customer Relationship Management (CRM) positively mediates the relationship between Market Orientation
and Market Performance.

3. RESEARCH METHODS

This study employed an explanatory quantitative research design to examine the causal relationships among the
research variables. Specifically, the study investigated the effects of Market Orientation, Wholesale, and Logistics
on Market Performance, with Customer Relationship Management (CRM) serving as a mediating variable within
the logistics ecosystem of Batam City. The study examined both the direct effects of the independent variables on
the dependent variable and their indirect effects through the mediating role of Customer Relationship Management
(CRM). Primary data were collected using a structured questionnaire based on a five-point Likert scale, with
measurement items developed from established theories and previous empirical studies. A cross-sectional research
design was adopted to capture respondents' perceptions at a specific point in time. The collected data were
analyzed using Partial Least Squares—Structural Equation Modeling (PLS-SEM), as this analytical approach is
well suited for examining complex structural relationships involving multiple latent constructs without requiring
normally distributed data. The research population consisted of organizations operating within Batam's logistics
ecosystem, including logistics companies, wholesale distributors, and other businesses involved in supply chain
activities. Batam was selected as the research setting because of its strategic role as a Free Trade Zone (FTZ) and
a major logistics hub characterized by extensive domestic and international distribution activities. The unit of
analysis was the organization. Accordingly, the respondents were managers, supervisors, and other personnel
directly involved in marketing decision-making, customer relationship management, and logistics operations, as
they possess the knowledge and experience necessary to provide reliable information regarding the variables
examined in this study. A purposive sampling technique was employed to select respondents who met the
predetermined research criteria.

The research focused on the following constructs:

1. Market Orientation, which reflects the extent to which an organization understands customer needs, monitors
competitors, and coordinates internal organizational functions.

2. Customer Relationship Management (CRM), which represents an organization's capability to establish,
maintain, and strengthen long-term customer relationships.

3. Market Performance, which reflects organizational market outcomes, including sales growth, market share
expansion, and customer satisfaction.

By examining these constructs, this study is expected to provide empirical evidence regarding the strategic role
of Customer Relationship Management (CRM) in strengthening the relationship between Market Orientation and
Market Performance within the logistics industry, particularly in a strategic logistics hub such as Batam City.

The study utilized both primary and secondary data sources. Primary data were collected through structured
questionnaires using a five-point Likert scale administered to managers and supervisors of logistics and wholesale
companies operating in Batam. Secondary data were obtained from the existing literature, including academic
journals, books, and relevant industry reports. The data were analyzed using Partial Least Squares—Structural
Equation Modeling (PLS-SEM) to examine both the direct and indirect relationships among the research variables.
The analysis consisted of measurement model evaluation, structural model assessment, hypothesis testing, and
mediation analysis.

4, RESULTS AND DISCUSSION
The respondent demographic profile presented shows that this study involved 151 respondents from 17 logistics,
courier, and wholesale companies operating in Batam City. Based on gender, the majority of respondents were
female, accounting for 104 respondents (68.9%), while 47 respondents (31.1%) were male. This distribution
indicates a higher level of female participation in the study than male participation.

With respect to age, the largest proportion of respondents was over 31 years old, representing 66 respondents
(43.7%). This was followed by respondents aged 21-25 years, totaling 47 respondents (31.1%), respondents aged
26-30 years, totaling 35 respondents (23.2%), and respondents aged 18-20 years, totaling 3 respondents (2.0%).
The age distribution suggests that the majority of respondents were within the productive working-age group and
possessed substantial professional experience, making them well qualified to provide reliable responses regarding
the variables examined in this study.
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All respondents (100%) reported Batam City as their place of residence. This indicates that the study maintained
a clearly defined geographical focus, ensuring that the findings accurately represent the characteristics of
respondents operating within Batam's logistics ecosystem.

Regarding the highest educational attainment, the largest group of respondents held a Diploma (D1/D2/D3)
qualification, accounting for 65 respondents (43.0%). This was followed by respondents holding a Bachelor's
Degree (S1) (54 respondents; 35.8%), a Master's Degree (S2) (14 respondents; 9.3%), a Senior High School
(SMA) qualification (13 respondents; 8.6%), and a Postgraduate Degree (5 respondents; 3.3%). Overall, the
respondents demonstrated an adequate educational background to understand and complete the research
questionnaire effectively.

In terms of job position, the majority of respondents were Supervisors, accounting for 91 respondents (60.3%).
This was followed by Directors, representing 57 respondents (37.7%), and Assistant Managers, representing 3
respondents (2.0%). This distribution indicates that most respondents occupied supervisory or managerial
positions and were therefore directly involved in organizational decision-making and operational management.
Consequently, they were considered capable of providing informed and reliable responses regarding the constructs
investigated in this study.

Convergent Validity and Reliability Assessment

Convergent validity was evaluated using the Average Variance Extracted (AVE), with a recommended threshold
of AVE > 0.50, while construct reliability was assessed using Cronbach's Alpha and Composite Reliability (CR),
with recommended values of 0.70 or higher. The results of the convergent validity and reliability assessment are
presented in Table 1.

Table 1 Convergent Validity and Reliability Assessment Results

Cronbachs 1, - COMBOSE  \rianc
Extracted (AVE)
Customer Relationship Management 0.900 0.902 0.919 0.588
Logistics 0.907 0.911 0.926 0.642
Market Orientation 0.900 0.904 0.921 0.625
Market Performance 0.877 0.878 0.907 0.621
Wholesale 0.877 0.886 0.916 0.731

Source: Author’s Computation Based on Primary Data (2026)

As presented in Table 1, all constructs satisfied the recommended criteria for convergent validity and internal
consistency reliability. The Cronbach's Alpha values ranged from 0.877 to 0.907, exceeding the recommended
threshold of 0.70, thereby indicating satisfactory internal consistency across all constructs. Similarly, the
Composite Reliability (CR) values ranged from 0.907 to 0.926, confirming that all constructs exhibited strong
construct reliability. Furthermore, the Average Variance Extracted (AVE) values ranged from 0.588 to 0.731, all
of which exceeded the recommended minimum value of 0.50, demonstrating satisfactory convergent validity.

Specifically, Customer Relationship Management (CRM) achieved a Cronbach's Alpha of 0.900, a Composite
Reliability value of 0.919, and an AVE of 0.588. Logistics recorded the highest Composite Reliability (0.926)
with an AVE of 0.642, while Market Orientation demonstrated strong internal consistency with a Composite
Reliability value of 0.921 and an AVE of 0.625. Market Performance achieved a Composite Reliability value of
0.907 and an AVE of 0.621, whereas Wholesale exhibited the highest AVE (0.731), indicating that the construct
explained the largest proportion of variance among its indicators. Overall, these findings confirm that all
measurement constructs possess adequate convergent validity and reliability and are therefore suitable for
subsequent structural model analysis.

Hypothesis Testing (Path Coefficients — Bootstrapping)

Hypothesis testing was conducted using the bootstrapping procedure in PLS-SEM to evaluate the significance of
both direct and indirect (mediating) relationships among the research constructs. A hypothesis was considered
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supported when the T-statistic exceeded 1.96 and the p-value was less than 0.05. The results of the hypothesis
testing are presented in Table 2

Table 2. Hypothesis Testing Results

Original T Statistics | P Values | Conclusion Description
Sample (O) (|O/ISTDEV))
Market  Orientation  -> | 0,569 9,682 0,000 Significant H1 Accepted
Customer Relationship
Management
Wholesale ->  Customer | 0,092 1,395 0,164 Not Significant H2
Relationship Management Rejected
Logistik ~ ->  Customer | 0,178 2,205 0,028 Significant H3 Accepted
Relationship Management
Market  Orientation  -> | 0,444 5,034 0,000 Significant H4 Accepted
Market Performance
Wholesale -> Market | 0,061 0,920 0,358 Not Significant H5
Performance Rejected
Logistik -> Market | 0,075 0,888 0,375 Not H6
Performance Significant Rejected
Customer Relationship | 0,337 3,541 0,000 Significant H7 Accepted
Management ->  Market
Performance

Source: Author’s Computation Based on Primary Data (2026).

As presented in Table 2, the bootstrapping analysis was performed to test nine research hypotheses, consisting of
seven direct effects and two indirect (mediating) effects. Among the seven direct relationships, four hypotheses
were supported, while three hypotheses were not supported. Specifically, Market Orientation had a positive and
significant effect on Customer Relationship Management (CRM) (B =0.569; T =9.682; p <0.001), Logistics had
a positive and significant effect on CRM (p = 0.178; T =2.205; p = 0.028), Market Orientation had a positive and
significant effect on Market Performance (f = 0.444; T = 5.034; p < 0.001), and CRM had a positive and
significant effect on Market Performance (B = 0.337; T = 3.541; p < 0.001). Therefore, H1, H3, H4, and H7 were
supported. In contrast, Wholesale did not have a significant effect on CRM (f = 0.092; T = 1.395; p = 0.164) or
Market Performance (B =0.061; T =0.920; p = 0.358). Likewise, Logistics did not have a significant direct effect
on Market Performance ( = 0.075; T = 0.888; p = 0.375). Consequently, H2, HS, and H6 were not supported.
Regarding the indirect effects, both mediation hypotheses were supported. CRM significantly mediated the
relationship between Market Orientation and Market Performance (f = 0.192; T = 3.061; p = 0.002), supporting
HS. In addition, CRM significantly mediated the relationship between Logistics and Market Performance (f =
0.060; T = 1.995; p = 0.047), supporting H9. These findings indicate that CRM serves as an important mediating
mechanism through which market orientation and logistics contribute to improved market performance.

DISCUSSION

These findings indicate that the higher the level of market orientation adopted by logistics companies in Batam,
the more effective their implementation of Customer Relationship Management (CRM). Organizations with a
strong market orientation are more proactive in identifying customer needs and integrating customer-related
information into a systematic customer relationship management process. In the B2B logistics industry, a
comprehensive understanding of corporate clients' needs encourages organizations to develop well-structured
CRM systems that support the establishment and maintenance of long-term business relationships.

These findings are consistent with the study by Fahmi et al. (2025), which reported that market orientation
encourages organizations to manage customer relationships more systematically through the effective utilization
of customer information and business networks. Similarly, Hendrayati et al. (2025) emphasized that market
orientation strengthens CRM practices by enhancing customer value creation. Within Batam's highly competitive
logistics ecosystem, an organization's ability to understand market needs, monitor competitors, and coordinate
internal organizational functions constitutes the fundamental basis for effective CRM implementation, as
proposed by Narver and Slater's Market Orientation Theory (Noya et al., 2025).
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These findings suggest that wholesale activities alone are insufficient to strengthen Customer Relationship
Management (CRM). Although wholesale businesses focus on maintaining relationships with distributors and
business partners, CRM implementation appears to depend more heavily on strategic organizational capabilities,
such as market orientation and customer-focused management practices, rather than on wholesale operations
themselves. This indicates that companies engaged in wholesale activities do not necessarily develop more
effective CRM systems unless they actively integrate customer-oriented strategies into their business processes.
These findings differ from those reported by Jamaludin et al. (2022), who argued that supply chain distribution
strategies and market orientation encourage organizations to implement CRM practices in order to maintain stable
customer relationships. Likewise, Hanaysha and Al-Shaikh (2024) found that market orientation and marketing
capabilities within distribution businesses contribute to stronger customer relationships. In the context of Batam's
logistics ecosystem, however, wholesale activities appear to function primarily as operational support for product
dsistribution rather than as a strategic driver of customer relationship management. Consequently, the
effectiveness of CRM is more likely to be influenced by customer-oriented organizational strategies than by
wholesale activities alone.

5. CONCLUSION
This study aims to analyze the influence of market orientation, wholesale activities, and logistics on market
performance, with customer relationship management (CRM) serving as a mediating variable, within logistics
and wholesale companies in Batam City. The results indicate that market orientation has a positive and significant
impact on both CRM and market performance. These findings demonstrate that a company's ability to understand
customer needs, monitor competitor developments, and integrate internal cross-functional coordination is crucial
for strengthening customer relationships and enhancing market performance.

Furthermore, the wholesale variable did not show a significant influence on either CRM or market performance.
This suggests that wholesale activities—which prioritize transaction efficiency and volume distribution—have
not yet made a meaningful contribution to strengthening customer relationships or improving market performance.
Consequently, a company's success in boosting market performance is not solely determined by its wholesale
operations. The study also found that logistics has a positive and significant impact on CRM but does not exert a
significant direct influence on market performance. These findings indicate that effective logistics management
supports the creation of better customer relationships; however, the benefits of logistics for market performance
require the support of adequate customer relationship management mechanisms to achieve an optimal impact.

This study also demonstrates that CRM mediates the impact of market orientation on market performance, as well
as the impact of logistics on market performance. These findings indicate that CRM serves as a strategic
mechanism linking a firm's ability to understand the market and manage logistics activities to the achievement of
superior market performance. In other words, the benefits of market orientation and logistics capabilities are
maximized when integrated with effective CRM practices.
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