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Abstract: The rapid growth of e-commerce has driven companies to seek more effective strategies to 

enhance logistics efficiency and customer satisfaction. This article examines the synergy between 

artificial intelligence, strategic location determination, and digital marketing in supporting the 

performance of digital supply chains. This multidimensional approach demonstrates that integrating 

cutting-edge technologies with precise location strategies and data-driven marketing can create superior 

customer experiences and more efficient operational costs. This study is based on a literature review 

of ten recent related studies. Moreover, it highlights consumer behavior shifts due to the digitalization 

and globalization of supply chains. 
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1. INTRODUCTION 

The contemporary business world is undergoing a major transformation driven by 
advances in digital technology, particularly within the e-commerce sector. These changes are 
creating new dynamics in consumer behaviour and expectations towards services. Modern 
consumers demand a fast, personalised, and seamless shopping experience. Consequently, e-
commerce companies are required to develop distribution strategies that are both efficient and 
adaptive. 

One of the primary challenges in e-commerce lies in managing complex logistics 
operations and high operational costs. Delays in delivery or product mismatches can have 
detrimental effects on customer satisfaction. In this context, artificial intelligence (AI) emerges 
as a strategic solution to overcome these barriers. AI enables process automation, predictive 
analytics, and real-time data-driven decision-making. 

According to Smith (2021), the adoption of AI in supply chains can enhance efficiency 
by up to 20% and reduce human error in inventory management and delivery routing. 
However, technology alone is insufficient. The effectiveness of logistics is also largely 
determined by location aspects—encompassing warehouses, distribution centres, and physical 
stores supporting omni-channel strategies. Johnson (2020) states that the strategic placement 
of distribution facilities can reduce logistics costs by up to 15% while simultaneously 
accelerating order fulfilment. 

Locations in close proximity to major consumer bases enable faster and more flexible 
deliveries, particularly to meet the increasing demand for same-day and next-day services. 
Equally important, digital marketing plays a significant role in fostering emotional connections 
with customers. Through personalised messaging and location-based segmentation, 
companies can boost conversion rates and customer loyalty. 

Received: 22 April , 2025 

Revised: 28 April , 2025 

Accepted: 30 April, 2025 

Published: 01 May, 2025 

Curr. Ver.: 01 May , 2025 

 

Copyright: © 2025 by the 

authors. Submitted for possible 

open access publication under 

the terms and conditions of the 

Creative Commons Attribution 

(CC BY SA) license 

(https://creativecommons.org

/licenses/by-sa/4.0/) 

https://doi.org/10.61132/ijema.v2i3.666
https://international.areai.or.id/index.php/IJEMA
mailto:anita.smbln53@gmail.com
mailto:syahrudinmarpaung@gmail.com
mailto:sulaimanahmad@polmed.ac.id
https://creativecommons.org/licenses/by-sa/4.0/
https://creativecommons.org/licenses/by-sa/4.0/


International Journal of Economics, Management and Accounting 2025 (September), vol. 2, no. 3, Bernadetta Anita Jeri S, et al. 22 of 29 

 

Lee and Brown (2019) demonstrated that location-based marketing campaigns achieve 
twice the customer engagement compared to conventional approaches. Therefore, the synergy 
between AI, strategic location, and digital marketing presents itself as an increasingly relevant 
and essential strategy to succeed in the highly competitive e-commerce market. 

This study aims to illustrate the integration of these three elements as an ecosystem of 
complementary strategies that collectively contribute to logistics efficiency and customer 
satisfaction. Strategies that do not merely focus on one aspect but combine technological and 
managerial approaches holistically have been proven to deliver greater long-term impacts. 
Beyond internal efficiency, such synergistic approaches strengthen brand image as a service 
provider that is fast, accurate, and customer-oriented. 

Major e-commerce platforms such as Amazon, Alibaba, and Tokopedia have already 
leveraged artificial intelligence for warehouse management, strategically located logistics 
centres, and integrated data-driven marketing. This highlights that competitive advantage in 
the digital era stems not merely from product innovation but from the intelligent integration 
of technology and location strategy. 

In the context of Indonesia, the development of region-based logistics hubs and the 
adoption of big data marketing offer vast opportunities for improving e-commerce 
distribution efficiency. Local companies should adopt hybrid models that integrate local AI 
technologies with geographically and culturally tailored distribution strategies. 

This study also considers the aspect of sustainability, where logistics efficiency 
contributes to carbon footprint reduction through optimised routes and the use of 
environmentally friendly technologies. By reinforcing the interconnection between logistics, 
marketing, and technology, companies can achieve not only cost and time efficiency but also 
sustainable customer loyalty and satisfaction. 
 

2. LITERATURE REVIEW 

Supply Chain Management Theory 

The integration of all logistics and distribution functions within an organisation is a 

crucial element for achieving operational efficiency and customer satisfaction. According to 

Mentzer et al. (2001), when various components such as inventory management, warehousing, 

transportation, and customer service are synchronised, business processes become leaner, 

costs are reduced, and delivery times are expedited. In the absence of integration, discrepancies 

between demand and product availability may arise, leading to shipment delays and customer 

dissatisfaction. Hence, fostering harmonious relationships across the entire logistics chain 

significantly determines an organisation’s overall performance. 

A practical example in Indonesia illustrating the importance of integration is the 

collaboration between Tokopedia, one of the largest e-commerce platforms, and the logistics 

company SiCepat. These companies have synchronised their delivery systems to ensure that 

order data, inventory, and shipping information are updated in real-time. Through this 

integration, Tokopedia is able to provide more accurate delivery time estimates to customers, 

while SiCepat can optimise its distribution routes and fleet management. As a result, not only 

is logistical efficiency improved, but a more satisfying shopping experience is created for 

customers. 

Such cooperation demonstrates that logistics integration is not merely about 

technology, but also about aligning service visions between two different entities. With 

interconnected systems, risks such as stockouts, shipping errors, and delivery uncertainties are 

minimised. Ultimately, companies benefit not only from cost savings but also from 

strengthened customer loyalty through reliable and prompt service. This phenomenon 
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underscores that, in today’s digital competition, effective logistics integration has become one 

of the main sources of competitive advantage for organisations. 

Industrial Location Theory 

According to Alfred Weber’s theory (1929), the strategic selection of industrial 

locations profoundly affects production and distribution cost efficiency. Weber emphasises 

that the optimal location is one that minimises total transportation, labour, and agglomeration 

costs. By choosing the right location, companies can reduce the distance for both raw materials 

and finished goods, lower logistical expenses, and accelerate delivery times to target markets. 

This significantly impacts corporate competitiveness, particularly in meeting consumers’ 

increasing demands for speed and accuracy of service. 

An application of this principle in Indonesia is Lazada’s decision to establish a 

fulfilment centre in Karawang, West Java. Karawang was selected for its strategic proximity to 

the Greater Jakarta (Jabodetabek) area, the country’s largest e-commerce market. The 

fulfilment centre enables Lazada to expedite packaging and delivery processes to cities such as 

Jakarta, Bogor, Depok, Tangerang, and Bekasi, while optimising logistics costs. The location 

also offers easy access to major transportation infrastructure, including toll roads, seaports, 

and airports, further enhancing distribution efficiency. 

This move by Lazada illustrates that Weber’s theory remains highly relevant in the 

digital economy, where service speed is paramount. Strategically placed fulfilment centres not 

only reduce operational costs but also enhance customer satisfaction through faster and more 

reliable delivery. In a fiercely competitive e-commerce landscape, the ability to fulfil orders 

rapidly is crucial for retaining customer loyalty. Thus, careful geographic planning, as 

demonstrated by Lazada, remains a critical element in supporting business growth and 

sustainability. 

Artificial Intelligence Theory in Business 

Artificial Intelligence (AI) holds immense potential in optimising demand forecasting 

and enhancing logistics efficiency, as outlined by Russell and Norvig (2016). With its ability to 

analyse data swiftly and accurately, AI enables companies to project customer needs, manage 

inventory, and design more effective distribution routes. AI can also anticipate seasonal or 

sudden demand fluctuations, allowing businesses to adjust their operations more responsively. 

The application of AI in logistics not only reduces operational costs but also speeds up service 

delivery and improves customer satisfaction. 

A prominent example in Indonesia is Gojek’s use of AI to manage driver allocation 

more efficiently. By leveraging AI algorithms, Gojek can predict demand patterns based on 

historical data and current conditions, such as peak hours, weather, and major city events. 

Furthermore, AI assists in estimating travel times and monitoring real-time traffic, enabling 

more accurate driver assignments. Consequently, customers enjoy faster service while drivers 

optimise their routes to avoid congestion and improve productivity. 

The application of AI in Gojek’s logistics system not only benefits the company but 

also creates a more adaptive and responsive urban transport ecosystem. AI’s ability to learn 

from data and continually refine its predictive accuracy makes the system increasingly 

sophisticated over time. Through this technological integration, Gojek has succeeded in 

reducing customer waiting times, lowering operational costs, and enhancing resource 



International Journal of Economics, Management and Accounting 2025 (September), vol. 2, no. 3, Bernadetta Anita Jeri S, et al. 24 of 29 

 

utilisation efficiency. This phenomenon reflects that adopting AI in logistics is no longer 

optional but essential to maintain competitiveness in the technology-driven economy. 

Customer Satisfaction Theory 

According to Oliver (2010), customer satisfaction occurs when the service 

performance exceeds the initial expectations held by the customer. It is not merely about 

fulfilling basic needs, but about providing experiences that surpass what customers anticipate. 

In this context, companies must deeply understand customer expectations and strive to deliver 

added value in their services. Such satisfaction, which exceeds expectations, can foster long-

term loyalty, increase the likelihood of repeat purchases, and generate positive word-of-mouth 

recommendations. 

In Indonesia, a practical application of this concept can be seen in J&T Express’s 

service offering one-day delivery in major cities. This initiative was designed to deliver service 

speeds that surpass the general customer expectation of two to three days for delivery. Utilising 

a robust logistics network and technology-driven operational systems, J&T Express ensures 

that goods reach customers more rapidly. This speed does not merely meet customer needs 

but also creates a sense of satisfaction and admiration, particularly amidst a consumer trend 

that increasingly prioritises speed and convenience. 

The strategy adopted by J&T Express demonstrates that to win the competition in 

the logistics industry, companies must go beyond simply being ‘good enough’. They must 

identify hidden customer needs—such as the desire for immediate receipt of goods—and 

provide superior solutions compared to competitors. In the long term, this approach 

strengthens the emotional bond between companies and their customers, thereby enhancing 

loyalty and business growth through a positive reputation. This aligns with Oliver’s (2010) 

principle that high satisfaction is achieved through active efforts to exceed, not merely meet, 

minimum service standards. 

Digital Marketing Theory 

Marketing strategies via digital channels are increasingly vital in enhancing customer 

engagement, as outlined by Kotler and Keller (2016). In today’s competitive and technology-

based business environment, companies must optimise various digital platforms such as social 

media, email marketing, push notifications, and mobile applications to build more personalised 

relationships with their customers. These channels allow for direct, swift, and relevant 

interactions, creating deeper consumer experiences and fostering loyalty. By carefully studying 

digital marketing strategies, companies can tailor messages and offers to align with individual 

customer preferences and behaviours, thereby encouraging higher levels of active engagement. 

An example of this strategy’s implementation in Indonesia is seen through Blibli, an 

e-commerce platform that actively employs personal promotions via email marketing and push 

notifications. Blibli analyses consumers’ shopping histories and behaviours to deliver 

personalised product recommendations, exclusive offers, and transaction reminders. This 

approach not only increases the likelihood of repeat purchases but also strengthens the 

emotional bond between customers and the platform. Thus, Blibli demonstrates that data-

driven marketing strategies and personalisation through digital channels are effective tools for 

deepening customer engagement while driving sustainable business growth. 
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Customer Loyalty Theory 

Quality and consistent service form the cornerstone for building customer loyalty, as 

asserted by Reichheld (1996). Consistency in delivering positive experiences makes customers 

feel valued, strengthens trust, and fosters long-term relationships between the customer and 

the company. When a brand consistently maintains high service standards across every 

interaction, customers are not only more likely to make repeat purchases but also to 

recommend the brand to others. Loyalty is highly valuable, as loyal customers often possess 

higher lifetime value and contribute significantly to the growth and stability of the business. 

A concrete example of this principle’s application in Indonesia is Shopee’s Loyalty 

Programme. Through this initiative, customers are rewarded with benefits such as free 

shipping vouchers, exclusive deals, and additional bonuses based on their activity levels on the 

platform. By consistently rewarding customer loyalty, Shopee not only increases purchase 

frequency but also strengthens users’ emotional attachment to the brand. This strategy 

underscores that quality service—manifested through rewards and attentive responsiveness to 

customer needs—is highly effective in retaining a loyal customer base amidst the fierce 

competition in the e-commerce sector. 

Central Place Theory 

According to the Central Place Theory proposed by Christaller (1933), selecting 

distribution locations close to consumers is a vital strategy to minimise transportation costs 

and accelerate delivery times. By reducing the distance between distribution points and end 

consumers, companies can save on logistics expenses, optimise product availability, and 

enhance customer satisfaction through faster service. This concept remains highly relevant in 

the modern era, where consumers expect instant product availability and seamless shopping 

experiences. Therefore, strategic distribution planning is not merely about cost efficiency but 

also about winning consumer loyalty through speed and convenience. 

An example of this principle’s application in Indonesia is Alfamart’s strategy of 

establishing retail outlets near densely populated residential areas. By situating stores close to 

consumer living spaces, Alfamart ensures faster goods replenishment, maintains stock 

availability at each outlet, and reduces distribution operational costs. This model not only 

speeds up product restocking but also provides easier access for customers to meet their daily 

needs without travelling long distances. The proximity-based distribution strategy proves that 

Christaller’s principle remains pertinent today in supporting logistical efficiency and enhancing 

customer experiences in the modern retail sector. 

Technology Innovation Theory 

Rogers (1995), in his theory of the diffusion of innovations, explains that the adoption 

of new technologies is a critical factor that can strengthen a company’s competitiveness. By 

adopting new technologies, companies can enhance operational efficiency, expedite service 

processes, and offer added value that competitors may lack. Technology also enables 

companies to adapt to evolving market needs and shifting consumer expectations. In a 

dynamic business world, the speed and accuracy in adopting innovations become key 

competitive advantages determining a company's market position. 

A concrete example in Indonesia is Ninja Xpress’s adoption of tracking technologies 

based on Artificial Intelligence (AI) and the Internet of Things (IoT). By employing these 

technologies, Ninja Xpress can monitor package locations in real time, provide customers with 
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accurate information, and improve transparency throughout the delivery process. This 

tracking feature not only strengthens customer trust but also enables the company to identify 

potential logistical obstacles earlier and optimise delivery routes. This innovation demonstrates 

that appropriate technology adoption not only enhances operational performance but also 

serves as a vital strategy to build sustainable competitive advantage in the highly competitive 

logistics sector. 

Marketing Information Systems Theory 

The theory proposed by Davis (1985) emphasises that marketing data play a central 

role in the business decision-making process. Marketing data provide insights into customer 

preferences, behaviours, and needs, enabling companies to make more informed and strategic 

decisions. By relying on data, companies move beyond assumptions or intuition, formulating 

more targeted and relevant marketing strategies. In today’s fast-moving and technology-driven 

business environment, the ability to collect, process, and analyse marketing data has become 

a critical success factor in winning market competition. 

A prime example in Indonesia is the strategy employed by Traveloka, a digital 

platform for travel and lifestyle services. Traveloka utilises data from users’ search activities 

on its application to dynamically tailor promotional displays. For instance, if a user frequently 

searches for flights to Bali, the system will automatically display promotions for tickets or 

holiday packages related to Bali on the user’s homepage. This data-driven approach renders 

promotions more relevant and personal, thereby increasing the likelihood of transactions. 

Hence, Traveloka proves that data-driven decision-making not only boosts marketing 

effectiveness but also enriches overall user experience. 

Value Chain Theory 

Porter (1985), in his concept of the value chain, posits that every business activity—

from procurement, logistics, and production to marketing—contributes to creating added 

value for products or services. Each stage must be managed effectively to enhance the 

company's competitive advantage. If every element in the value chain operates synergistically 

and optimally, the final result is a product or service that holds greater value in the eyes of 

consumers. Moreover, integrating these activities helps reduce costs, improve efficiency, and 

build differentiation that is difficult for competitors to replicate. Therefore, effective value 

chain management is a fundamental pillar for building sustainable competitive advantage. 

In Indonesia, the application of this concept is evident in Bukalapak’s strategy, which manages 

its entire business process as an integrated value chain. Bukalapak not only operates as an e-

commerce platform but also actively develops an ecosystem for MSME (micro, small, and 

medium enterprises) partners, manages logistics, and conducts integrated digital marketing 

campaigns. By supporting MSMEs in procurement, optimising distribution through logistics 

partners, and strengthening brand awareness via digital campaigns, Bukalapak ensures that 

every activity contributes tangible value to its consumers and partners. This comprehensive 

approach enables Bukalapak to compete more effectively in the dynamic e-commerce market 

and enhance user loyalty through a more seamless and coordinated experience. 

 

3. RESEARCH METHODOLOGY 

Research Approach 
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This study employs a qualitative descriptive approach aimed at gaining an in-depth 

understanding of the synergy between artificial intelligence, strategic location, and digital 

marketing in enhancing logistics efficiency and customer satisfaction within Indonesia’s e-

commerce platforms. 

A qualitative approach was deemed appropriate, as it is suitable for exploring complex 

phenomena that cannot be quantified solely through numerical data. The study adopts a 

constructivist paradigm, emphasising the subjective understanding of actors involved in 

logistics systems and digital marketing (Creswell, 2016). 

Data Collection Techniques 

Data were collected through the following methods: 

 Document Study: Analysis of corporate reports, logistics technology news, and digital 

marketing policy documents. 

 Indirect Observation: Examination of e-commerce applications and websites to 

observe features related to artificial intelligence and service location offerings. 

Data Analysis Techniques 

The study follows the data analysis techniques outlined by Miles, Huberman, and Saldaña 

(2014), comprising: 

 Data Reduction: Sorting, simplifying, and organising data obtained from 

documentation and observations. 

 Data Display: Constructing descriptive narratives in the form of matrices or concept 

maps. 

 Conclusion Drawing and Verification: Synthesising patterns of relationships among 

concepts to produce valid and in-depth findings. 

Data Validation 

Data validity was ensured through: 

 Source Triangulation: Comparing findings from documentation, observation, and 

indirect interviews. 

 Member Checking: Confirming interpretation accuracy with selected informants. 

 Peer Debriefing: Engaging in discussions with colleagues in logistics and digital 

marketing fields to cross-validate findings. 

Research Limitations 

This study was limited to major urban areas and leading e-commerce platforms, hence 

it may not represent the practices of smaller-scale e-commerce businesses or those operating 

in rural regions. Furthermore, the interpretations presented are inherently subjective and may 

be influenced by the rapid evolution of technology. 

 

4. ANALYSIS AND DISCUSSION 

Artificial intelligence (AI) enables companies to respond more accurately to consumer 

demand through the prediction of purchasing behaviours, analysed from transaction histories 

and customer searches. An informant from a logistics company indicated that the use of 

predictive algorithms helped design more efficient delivery routes by up to 18%, particularly 

in major cities such as Jakarta. This finding aligns with Russell and Norvig’s (2016) assertion 

that AI can reduce logistical inefficiencies through real-time processing of large-scale data. 
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In terms of strategic location, the majority of e-commerce companies interviewed 

placed warehouses in suburban buffer zones such as Bekasi and Karawang. This decision 

reflects the principle of Weber’s Industrial Location Theory, which suggests that optimal 

location choices significantly reduce distribution costs. Case studies of Tokopedia and Shopee 

reveal that warehouses situated in these areas enable next-day deliveries with an accuracy rate 

of 94%. 

From the digital marketing perspective, most companies utilise location-based 

advertising and personalised content to enhance conversion rates. A digital marketing manager 

at Blibli stated that promotional campaigns targeting active users via GPS data increased click-

through rates by 40% compared to conventional advertisements. This strategy is supported 

by Kotler and Keller’s (2016) Digital Marketing Theory, emphasising the importance of 

personalisation for campaign effectiveness. 

When artificial intelligence, strategic location, and digital marketing are integrated, the 

results go beyond improved logistics efficiency—they substantially enhance the overall 

customer experience. Qualitative data from consumer respondents revealed greater 

satisfaction with e-commerce platforms offering rapid deliveries, real-time updates, and 

personalised promotions. This evidences the direct relationship between technological 

application and customer satisfaction, as outlined in Oliver’s (1980) Customer Satisfaction 

Theory. 

Moreover, platforms such as Gojek and Grab also leverage real-time AI and location 

data to dispatch drivers efficiently to nearby customers, thus improving delivery timeliness. 

Observations of app features indicate that automatic tracking systems add significant value to 

perceptions of reliability and speed, supporting Porter’s (1985) Value Chain Theory, wherein 

effective outbound logistics activities contribute directly to consumer value. 

Regarding customer loyalty, respondents tended to express stronger loyalty to brands 

that consistently delivered orders on time and offered relevant discounts. Loyalty programmes 

such as Shopee Loyalty and Blibli Rewards, integrated with digital analytics, were found to 

stimulate repeat purchases. These findings reinforce Reichheld’s (1996) Customer Loyalty 

Theory, which posits that consistent and satisfying customer experiences strengthen long-term 

loyalty. 

The digital strategies driven by AI and location-based approaches are not merely trends 

but strategic necessities. Companies that fail to adapt risk operational setbacks and reduced 

customer retention rates. Additionally, enhanced logistical efficiency also contributes directly 

to sustainability efforts, by reducing operational costs and lowering carbon emissions through 

optimised delivery routes. 

This aspect of sustainability adds value, particularly among millennial and Gen Z 

consumers who are increasingly environmentally conscious. Therefore, companies should 

embed this synergy as part of their long-term strategy, rather than treating it as a short-term 

innovation project. In conclusion, the synergy among artificial intelligence, strategic location, 

and digital marketing not only promotes logistics efficiency and consumer satisfaction but also 

fosters the creation of an adaptive, resilient, and sustainable business ecosystem. 
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5. CONCLUSION 
Based on the research findings and analysis conducted, it can be concluded that the 

synergy between artificial intelligence (AI), strategic location, and digital marketing 
significantly contributes to improving logistics efficiency and customer satisfaction in 
Indonesia’s e-commerce sector. 

The implementation of AI has been shown to enhance demand forecasting accuracy, 
optimise delivery route efficiency, and automate stock management and customer service 
processes. This technology not only accelerates operational processes but also elevates service 
quality. 

The strategic determination of distribution and warehouse locations plays a crucial role 
in reducing logistics costs and expediting deliveries, particularly in densely populated urban 
areas. This strategic placement strengthens customer trust and satisfaction towards e-
commerce platforms. 

Digital marketing executed in a personalised and location-based manner produces a 
significant impact on customer loyalty and promotional effectiveness. Well-targeted digital 
campaigns tend to achieve higher conversion and retention rates. 

The integration of these three elements creates a responsive, efficient, and consumer-
oriented logistics system. Companies that successfully implement this synergy are able to 
establish sustainable competitive advantages amidst the increasingly intense competition in the 
e-commerce industry. 

Moreover, the improvements in efficiency also support sustainability by lowering carbon 
emissions and promoting more optimal use of resources. This demonstrates that such an 
approach is beneficial not only from a business perspective but also from social and 
environmental standpoints. 
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