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 The aim of this research is to analyze the effects of e-Marketing, e-CRM and e-Marketing on e-
Loyalty and company performance. The study is quantitative with a questionnaire approach. Data 
processing tools use the SmartPLS 3.3.3 software. The primary data collection method was by 
distributing online questionnaires through online surveys to 286 managers of non-e-commerce 
companies during covid pandemic and digital era. The regression test results show the e-Marketing 
has a significant effect on Company Performance, e-CRM has significant effect on Company 
Performance, e-Marketing has no significant effect on e-Loyalty, e-CRM has no significant effect 
on e-Loyalty), e-Loyalty has no significant effect on Company Performance, e-CRM has no 
significant effect on business sustainability through e-Loyalty. Finally, e-Marketing has no 
significant effect on Company Performance through e-Loyalty. That means e-marketing and e-
CRM have a relationship and influence on e-loyalty both individually and simultaneously. 
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1. Introduction 
 

In the digital era, marketing trends continue to develop along with the development of increasingly sophisticated technology 
with the presence of the internet world. Digital marketing is present as an innovation in the world of marketing. Digital 
marketing is the process of marketing a product or service via digital or the internet. The advantages of customer relationship 
management (CRM) according to Prameswari et al. (2020) and Praditya (2020) are to make customers happy by providing 
choices for the products and services provided, problem solving and fast response, easy and fast access to information. The 
main goal of CRM is not to retain customers who will turn into competitors but to simply serve customers, its main purpose 
is to identify, maintain, and retain the right customers to trigger repeated use over products or services produced by the 
company (Asbari, 2021). E-CRM uses the internet by creating a website that can be accessed by customers from various 
times and places to increase customer satisfaction, customer loyalty and competitive advantage of the company where the 
knowledge of the customer will be built individually which indirectly stimulates the marketing strategy of the company. 
According to Pramono et al. (2021), Prameswari et al. (2020) and Praditya (2020), CRM is the process of building and 
maintaining profitable customer relationships to provide value and customer satisfaction. CRM is used to manage detailed 
information about the customer individually and carefully manages the relationship with the customer for the purpose of 
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maximizing customer satisfaction. E-CRM refers to customer relationship management electronic or more simply is a web-
based CRM.  
               
Social media is an effective medium to use when we are doing a digital marketing campaign. By using social media, we can 
connect with our customers or audiences who have the potential to become our customers. Currently, social media is still the 
main thing that people from all walks of life are interested in. According to Aggarwal et al. (2021), Alzaam et al. (2021) and 
Asbari et al. (2021), e-Marketing is the use of information technology in the process of making, communicate, and convey 
value (value) to customers, and can also be used to maintain customer relationships for mutual benefit (Strauss & Ansary in 
Salehi et al., 2012). Companies need to consider electronic marketing opportunities; therefore, they need to know how to 
create an attractive website. Research on the relationship between sports website quality, e-satisfaction, and e-loyalty (Hur 
et al., 2011) resulted in the conclusion that loyalty to the sports team website which is a website non-e-commerce is more 
likely to occur due to positive perceptions of being a sports fan satisfaction on the website that is obtained from the quality 
of the website itself. Hence the website to be a means of e-marketing must have good quality and satisfy users to generate 
loyalty. There are 13 criteria that can be used to evaluate a website (Selim, 2011). Three of which are used in this research is 
accessibility (level of access ability of a website), currency / timeliness related to various updates available on the website, 
and accuracy / credibility which is how factual and verifiable information and material provided by the website. According 
Nugroho et al. (2020), Nguyen et al.  (2021), Pramono et al. (2021), Prameswari et al. (2020) and Praditya (2020), the 
company website does not serve online transactions. If e-marketing is the process of delivering value to customers, e-CRM 
is a system which is used to maintain the conveyed value. E-CRM is an electronic customer relationship management. E-
CRM is the use of digital communication technology to maximize business relationships with existing customers and continue 
to encourage the use of online services.  
  
The existence of e-CRM on the company's website should be able to generate usage on a sustainable website. According to 
Alzaam et al. (2021), Amri et al. (2021) and Asbari et al. (2021), the implementation of e-CRM can be expected to produce 
value significant for companies and customers in an age when society is connected to one another (Jih & Lee, 2011). 
Therefore, with the increasing number of internet users, e-CRM is the right solution for companies in maintaining customer 
relationships. In this research, e-CRM is measured by 3 dimensions, namely, information quality, customer service efficiency, 
and ease of navigation (Hamid et al., 2011). E-loyalty is an extension of the conventional loyalty concept that is applied 
online. E-loyalty is the intention to visit the website again with or without online transactions (Hur et al., 2011). For this 
reason, because the company website is non-e-commerce, which means it does not serve transactions, in in this study, e-
loyalty was measured using 3 out of 4 indicators without including action, namely, cognitive, affective, and conative with 
each indicator is preference, positive attitudes, and revisit (Hur et al., 2011). The purpose of this research is to analyze the 
relationship of the e-Marketing (EM) and e-CRM (EC) on Company Performance, e-Marketing (EM) and e-CRM (EC)  on 
e-Loyalty. 

  
Hypotheses Development 

  
According to Nugroho et al. (2020), Nguyen et al. (2021), Pramono et al. (2021), e-Marketing (EM) has a significant effect 
on Company Performance (CP), According to Prameswari et al. (2020) and Praditya (2020), e-Marketing (EM) has a 
significant effect on Company Performance (CP). 
  
H1: e-Marketing (EM) has a positive effect on Company Performance (CP). 
  
According to Priadana et al. (2021) and Purwanto et al. (2021), e-CRM (EC) has a significant effect on Company Performance 
(CP). According to Pham et al. (2021), Quddus et al. (2020) and Rahaman et al. (2021), e-CRM (EC) has a significant effect 
on Company Performance (CP). 
  
H2: e-CRM (EC) has a positive effect on Company Performance (CP). 
  
According to   Priadana et al. (2021), Purwanto et al. (2021), Pham et al. (2021), e-CRM (EC) has a significant effect on 
Company Performance (CP). According to Quddus et al. (2020) and Rahaman et al. (2021), e-CRM (EC) has a significant 
effect on Company Performance (CP). 
  
H3: e-Marketing (EM) has a positive effect on e-Loyalty (EL).   
  
According to Yunarsih et al. (2020), Wanasida et al. (2021), e-CRM (EC) has a significant effect on e-Loyalty (EL). 
According to Alzaam et al. (2021), Amri et al. (2021) and Asbari et al. (2021), e-CRM (EC) has a significant effect on e-
Loyalty (EL). 
  
H4: e-CRM (EC) has a positive effect on e-Loyalty (EL). 
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According to Priadana et al. (2021) and Purwanto et al. (2021), e-Loyalty (EL) does not have any significant effect on 
Company Performance (CP). According to Pham et al. (2021), Quddus et al. (2020) and Rahaman et al. (2021), e-Loyalty 
(EL) does not have any significant effect on Company Performance (CP). 
  
H5: e-Loyalty (EL) has a positive effect on Company Performance (CP). 
  
According to Asbari et al. (2021), e-CRM (EC) does not have any significant effect on Company Performance (CP) through 
e-Loyalty (EL). In addition, Astuti et al. (2020) and Basri et al. (2020) state that e-CRM (EC) has not significant effect on 
Company Performance (CP) through e-Loyalty (EL). 
  
H6: e-CRM (EC) has a positive effect on Company Performance (CP) through e-Loyalty (EL). 
  
According to Affandi et al. (2020), Budi et al. (2020), e-Marketing (EM) has a significant effect on Company Performance 
(CP) through e-Loyalty (EL). Bernarto et al. (2020), Fahmi et al. (2020), Hartono and   Maksum  (2020) state that e-Marketing 
(EM) has a significant effect on Company Performance (CP) through e-Loyalty (EL). 
  
H7: e-Marketing (EM) has a positive effect on Company Performance (CP) through e-Loyalty. 
  
2. Research Method 

  
This research is quantitative research with a questionnaire approach. Data processing tools use the SmartPLS 3.3.3 software. 
The primary data collection method was by distributing online questionnaires to 286 managers of non-e-commerce companies 
in Banten Indonesia. In this study, we distributed questionnaires through online surveys to 286 managers of non-e-commerce 
companies. The questionnaire consisted of two parts. The first part contains questions to collect respondents' demographic 
information. The second part is the main component of the questionnaire that is statements related to the research variables. 
Samples were taken from the Indonesian people with the number of respondents was 286 respondents. Fig. 1 presents the 
structure of the proposed study. 

 
 
 

Fig. 1. Research Model 
 
3. Results and Discussion 
 
3.1. Test Results of the Validity and Reliability of Research Indicators 

 
First testing phase of the measurement model includes testing for convergent validity, discriminant validity and composite 
reliability. According to Yunarsih et al. (2020), Naushad (2021), Wanasida et al. (2021), Alzaam et al. (2021), Amri et al. 
(2021) and Asbari et al. (2021), the results of the PLS analysis can be used to test the research hypothesis if all indicators in 
the PLS model have met the requirements of convergent validity, discriminant validity and reliability testing. Convergent 
validity test is done by looking at the loading factor value of each indicator against the construct. In most references, a factor 
weight of 0.5 or more is considered to have sufficiently strong validation to explain latent constructs (Purwanto,2021). In this 



 220

study, the minimum limit for the accepted loading factor is 0.5, provided that the AVE value of each construct is > 0.5 
(Asbari, 2021). 

 

 
Figure 2. Convergent Validity Testing 

 
Based on the estimation results of the PLS model in Fig. 2, all indicators have a loading factor value above 0.5 so that the 
model has met the convergent validity requirements. According to Purwanto et al. (2020) the loading factor value of each 
indicator, convergent validity was also assessed from the AVE value of each construct. The AVE value for each construct of 
this study is more than 0.5. So, the convergent validity of this research model has met the requirements. The value of loadings, 
Cronbach’s alpha, composite reliability and AVE for each complete construct can be seen in Table 1: 
 
Table 1  
Cronbach's Alpha, Composite Reliability, and Average Variance Extracted (AVE)   

Cronbach's Alpha rho_A Composite Reliability  (AVE) 
CP 0.91 0.927 0.936 0.785 
EC 0.995 0.999 0.997 0.986 
EL 0.985 1.003 0.989 0.956 
EM 0.982 0.984 0.988 0.966 

 
3.2 Construction Reliability Testing 

 
Construct reliability can be assessed from the Cronbach's alpha value and the composite reliability of each construct. The 
recommended composite reliability and Cronbach’s alpha value is more than 0.7. (Asbari, 2020). The results of the reliability 
test in Table 1 above show that all constructs have composite reliability and Cronbach's alpha values are greater than 0.7 (> 
0.7). In conclusion, all constructs have met the required reliability. Discriminant validity is done to ensure that each concept 
of each latent variable is different from other latent variables. The model has good discriminant validity if the AVE square 
value of each exogenous construct (the value on the diagonal) exceeds the correlation between this construct and other 
constructs.  The results of the discriminant validity test show that all constructs have a square root value of AVE above the 
correlation value with other latent constructs (through the Fornell-Larcker criteria) so that it can be concluded that the model 
has met discriminant validity. The effect test was performed using the t-statistic test in the partial least squared (PLS) analysis 
model using the SmartPLS 3.0 software. With the bootstrapping technique, the R Square value and the significance test value 
are obtained as shown in Table 2: 
 
Table 2 
R Square  

R Square R Square Adjusted 
CP 0.434 0.427 
EL 0.025 0.017 

 
Based on Table 2 above, the R-Square value for company performance is 0.434, which means that company performance  
variable can be explained by e-Marketing (EM), e-CRM (EC), e-Loyalty (EL), the value of R-Square for financial 
performance (FP) is 0.025 , which means that the e-Loyalty (EL) variable can be explained by e-Marketing (EM) and e-CRM 
(EC). 

 

3.3. Hypothesis Testing 
 
Hypothesis testing in PLS is also known as the inner model test. This test includes a significance test for direct and indirect 
effects as well as a measurement of the magnitude of the influence of exogenous variables on endogenous variables. Multiple 
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linear regression analysis produces a variety of outputs that can be used for testing by various methods. Among them is the 
coefficient of determination to find out the value of the contribution of both independent variables to the dependent and t test 
for significance simultaneous influence, as well as the t test for the significance of the effect of individual independent 
variables. However, before that the correlation test was carried out first to confirm the existence of a relationship from each 
independent variable on the dependent variable. 

 

 
Fig. 3. Hypotheses Testing 

 
The results of hypothesis testing for all variables that have a direct effect are shown in Fig. 3 and Table 3: 

 
Table 3  
Hypotheses Testing Direct effect 

Hypotheses T Statistics  P Values 
EM→ CP 11.633 0.000 
EM→EL 0.264 0.901 
EC→ CP 7.062 0.000 
EC→EL 2.255 0.001 
EL→CP 0.565 0.875 

EC → EL → CP 0.518 0.605 
EM → EL → CP 0.124 0.901 

 
 
The first hypothesis: The effect of e-Marketing (EM) on Company Performance (CP) 
 
The regression test result shows the result of the p value is equal to 0.000 < 0.050, which means e-Marketing (EM) has a 
significant effect on Company Performance (CP). This means that an increase in digital marketing (DM) will encourage 
Company Performance (CP). The results of this study are in line with Nugroho et al. (2020), Nguyen et al.  (2021), Pramono 
et al. (2021), Prameswari et al. (2020) and Praditya (2020). 
 
The second hypothesis: The effect of e-CRM (EC) on Company Performance (CP) 
 
The regression test result shows the result of the p value is equal to 0.000 < 0.050, which means e-CRM (EC) has a significant 
effect on Company Performance (CP. This means that an increase in e-CRM (EC) will encourage Company Performance 
(CP and a decrease in e-CRM (EC) will encourage a decrease in Company Performance (CP). The results of this study are in 
line with Priadana et al. (2021), Purwanto et al. (2021), Pham et al. (2021), Quddus et al. (2020) and Rahaman et al.  (2021). 
 
The third hypothesis: The effect of e-Marketing (EM) on e-Loyalty (EL)   
 
The regression test result shows that the p value is not significant, i.e. 0.981 > 0.050, which means e-Marketing (EM) has not 
significant effect on e-Loyalty (EL). This means that an increase in e-Marketing (EM)) will not encourage e-Loyalty (EL) 
and a decrease in e-Marketing (EM) will not encourage a decrease in e-Loyalty (EL). The results of this study are in line with 
findings of Singhdong et al. (2021), Suheny et al. (2020), Syafri et al. (2021), Tan et al. (2021) and Tran and Truong (2021). 
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The fourth hypothesis: The effect of e-CRM (EC) on e-Loyalty (EL) 
 
Based on regression test results, we learn that the result of the p value is not significant, i.e., p value is 0.746 >0.050, which 
means e-CRM (EC) does not have any significant effect on e-Loyalty (EL). This means that an increase in e-CRM (EC) will 
not encourage e-Loyalty (EL) and a decrease in e-CRM (EC) will not encourage a decrease in e-Loyalty (EL). The results of 
this study are in line with Yunarsih et al. (2020), Wanasida et al. (2021), Alzaam et al. (2021), Amri et al. (2021) and Asbari 
et al. (2021). 
 
The fifth hypothesis: The effect of e-Loyalty (EL) on Company Performance (CP) 
 
Based on regression test results, the result of the p value yields a significant p value of 0.875 < 0.050, which means e-Loyalty 
(EL) has no significant effect on Company Performance (CP). This means that an increase in e-Loyalty (EL) will not 
encourage Company Performance (CP) and a decrease in e-Loyalty (EL) will not encourage a decrease in Company 
Performance (CP). The results of this study are consistent with Priadana et al. (2021), Purwanto et al. (2021), Pham et al.  
(2021), Quddus et al. (2020) and Rahaman et al. (2021). 
 
The sixth hypothesis: e-CRM (EC) has a positive effect on Company Performance (CP) through e-Loyalty (EL) 
 
Based on regression test results, we realize that the result of the p value  is significant since p-value is 0.605 > 0.050, which 
means e-CRM (EC) does not have any significant effect on business sustainability (BS) through e-Loyalty (EL).This means 
that an increase in e-CRM (EC) will not encourage Company Performance (CP) through e-Loyalty (EL) and a decrease in e-
CRM (EC) will not encourage a decrease in Company Performance (CP) through e-Loyalty (EL). The results of this study 
have already been confirmed by Asbari et al. (2021), Astuti et al. (2020) and Basri et al. (2020).  
 
The seventh hypothesis: e-Marketing (EM) has a positive effect on Company Performance (CP) through e-Loyalty (EL) 
 
Based on regression test results, we understand that the p value is not significant since p value is 0.859> 0.050, which means 
e-Marketing (EM) does not have any significant effect on Company Performance (CP) through e-Loyalty (EL). This means 
that an increase in e-Marketing (EM) will not encourage Company Performance (CP) through e-Loyalty (EL) and a decrease 
in e-Marketing (EM) may not yield to any decrease in Company Performance (CP) through e-Loyalty (EL). The results of 
this study are in line with Affandi et al. (2020), Budi et al. (2020), Bernarto et al. (2020), Fahmi et al. (2020), Hartono and   
Maksum (2020). 
 
3.4. Discussion 

 
Correlation testing for each independent variable shows that there is a strong relationship between most independent variables 
and the dependent variable. E-marketing has a strong and positive relationship with e-loyalty. Likewise, e-CRM has a strong 
and positive relationship with e-loyalty. e-CRM maintains a stronger effect than e-marketing on e-loyalty. This indicates an 
e-CRM theory should have a bigger effect on e-loyalty than with e-marketing towards e-loyalty. Several factors must be 
considered regarding the related variables. Most users feel that the information available on the website is not entirely 
available during the access period and the website URL (address) is difficult to remember and willingness to visit the website 
again gets the lowest score among all the factors studied. For this reason, it is better if users are willing to re-access the 
website and companies need to pay attention to provide useful information for users as well as adding a short tutorial for 
users who find it difficult to use the website. According to Affandi et al. (2020), Budi et al. (2020), Bernarto et al. (2020), 
Fahmi et al (2020), Hartono and  Maksum  (2020), e-loyalty is affected by e-marketing and e-CRM, with e-CRM delivering 
influence that tends to be greater. Companies can pay attention to e-marketing and e-CRM to further improve e-loyalty 
because the results of the analysis show a significant positive effect of these two factors. According Singhdong et al.  (2021), 
Suheny et al. (2020), Syafri et al.  (2021), Tan et al. (2021) and Tran and Truong (2021) e-loyalty on the Marketing 
Communication company website is considered good which indicates an effective company website. However, this is likely 
as well influenced by factors other than e-marketing and e-CRM. This is because 68.4% of the influence is given by factors 
not analyzed in this study. The results of this study state that e-loyalty on the company website Marketing Communication 
has a relationship and is influenced by marketing and e-CRM. The company can increase the number of website visits through 
e-loyalty which is influenced by e-marketing and e-CRM by paying attention to various indicators. 
  
4. Conclusion 
  
The regression test results have shown that e-Marketing has a significant effect on Company Performance, e-CRM has a 
significant effect on Company Performance, e-Marketing has not maintained any significant effect on e-Loyalty, e-CRM has 
not had any significant effect on e-Loyalty, e-Loyalty has not had any significant effect on Company Performance, e-CRM 
has not provided any significant effect on business sustainability through e-Loyalty. e-Marketing has had no significant effect 
on Company Performance through e-Loyalty. That means e-marketing and e-CRM have had a relationship and influence on 
e-loyalty both individually and simultaneously. E-marketing and e-CRM make an impact with e-CRM as the dominant 
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influencing variable. With a CRM application, it is possible for companies to use all the information that has been successfully 
collected from various sources with customers such as through call centers, the web, field services, and marketing staff. This 
consistent receipt of information enables better service and sales thanks to a wide variety of important information about 
these customers. Use of CRM applications realizes step by step business operations. All are intended to achieve specific 
company targets. The achievement steps are reaching new customers, adding customer value, and maintaining customer 
loyalty. 
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