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ABSTRACT: This study aims to systematically analyse the role of relational marketing and distribution channels in enhancing
customer satisfaction based on relevant scientific literature. The method employed is a systematic literature review (SLR) using
the PRISMA approach, involving the identification, selection, and evaluation of scientific articles published between 2015 and
2025. A total of 38 selected articles were analysed using thematic synthesis techniques to identify patterns of relationships
between variables. The results indicate that relational marketing contributes to customer satisfaction through the dimensions of
trust, commitment, and communication, whilst distribution channels play a role through the aspects of efficiency, product
availability, and channel integration. Furthermore, it was found that the integration of relational marketing and distribution
channels contributes more comprehensively to creating customer satisfaction than if the two were analysed separately. The
study’s conclusion affirms that an integrated marketing approach combining relational and distributional aspects is an effective
strategy for enhancing customer satisfaction. This study makes a conceptual contribution to the development of marketing
literature as well as providing practical implications for companies in designing customer-oriented marketing strategies.
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I. INTRODUCTION

The introduction to this study stems from the increasingly complex dynamics of business competition resulting from
globalisation and the development of digital technology, which require companies to be able to create sustainable customer value.
In this context, customer satisfaction is one of the key indicators of the success of a marketing strategy as it is directly related to
loyalty, retention, and the company’s long-term performance. Previous research indicates that the relationship marketing
approach focuses on building, maintaining, and developing long-term relationships between companies and customers, which has
a significant impact on satisfaction, trust, commitment, and communication (Joaquim A. Casaca, 2023). Furthermore, relationship
marketing not only benefits customers through more personalised service but also provides advantages for the company through
increased loyalty and profitability (Albérico Rosério & Joaquim A. Casaca, 2023). In practice, a strong relationship between the
company and the customer becomes a strategic factor capable of creating a competitive advantage that is difficult for competitors
to replicate. Therefore, it is important to understand how relational marketing contributes to the formation of customer
satisfaction across various industrial contexts. However, this approach cannot stand alone without being supported by an effective
and efficient distribution system in delivering value to customers.

Distribution channels are a key element in the marketing system, acting as a link between producers and consumers, and
thus playing a direct role in shaping the customer experience. Research indicates that the quality of distribution channels—such
as delivery speed, product availability, and ease of access—has a significant influence on customer satisfaction (Wahyu Kurniadi,
2023). Furthermore, effective marketing distribution can also enhance the customer experience and strengthen the relationship
between the company and customers through experience management and customer relationship management (Badawi & Muafi,
2024). In an omnichannel context, the integration of distribution channels is even a crucial factor in creating a consistent customer
experience and increasing customer engagement (Juan Carlos Gazquez-Abad et al., 2021). This demonstrates that distribution
functions not only as a logistical process but also as an integral part of a customer-oriented marketing strategy. Consequently, a
company’s success in enhancing customer satisfaction is significantly influenced by the synergy between relational marketing and
the effectiveness of distribution channels.

Although various studies have examined relational marketing and distribution channels separately, there remains a gap
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in the literature regarding an integrated analysis of their relationship within the context of enhancing customer satisfaction. Most
studies tend to focus on the impact of relational marketing on customer loyalty or on the role of distribution in marketing
performance, without systematically examining their interaction. In fact, relationships within distribution channels also involve
relational aspects such as trust, commitment, and cooperation among parties in the value chain, which indirectly influence end-
customer satisfaction (Ergashxodjaeva Shaxnoza Djasurovna et al., 2023). Furthermore, previous research has also shown that the
quality of relationships within the distribution channel can influence satisfaction both economically and non-economically (Inge
Geyskens, Jan-Benedict E.M. Steenkamp, & Nirmalya Kumar, 1999). Therefore, a systematic literature review is required to
integrate these findings in order to gain a more comprehensive understanding of the simultaneous role of relationship marketing
and distribution channels in enhancing customer satisfaction.

This research is important because it makes theoretical and practical contributions to the development of relationship-
and distribution-based marketing strategies. From a theoretical perspective, this study aims to fill a gap in the literature by
presenting a comprehensive synthesis of the relationship between relational marketing, distribution channels, and customer
satisfaction. From a practical perspective, the findings of this study are expected to provide guidance for companies in designing
integrated, customer-oriented marketing strategies. In the digital and omnichannel era, companies are required to manage
various customer touchpoints consistently, making the integration of relational and distribution strategies increasingly crucial.
Furthermore, rising customer expectations regarding speed, convenience, and service personalisation demand that companies
optimise both aspects simultaneously. Consequently, this research holds high relevance within the context of modern,
competitive, and dynamic business environments.

The primary objective of this study is to systematically analyse the role of relationship marketing and distribution channels
in enhancing customer satisfaction based on relevant academic literature. Specifically, this study aims to identify the concepts,
variables, and relationships developed in previous research, as well as to evaluate the consistency and differences in existing
findings. Furthermore, this study also aims to develop a conceptual framework capable of explaining how the interaction between
relational marketing and distribution channels influences customer satisfaction. Using a systematic literature review approach,
this study is expected to provide a comprehensive overview of research developments in this field and to identify opportunities
for future research. The results of this study are expected not only to enrich the academic literature but also to provide practical
implications for managerial decision-making.

Based on this background, the research questions for this study can be formulated as follows:
1) How do the concepts and developments of relational marketing enhance customer satisfaction;
2) How do distribution channels influence customer satisfaction;
3) How do relational marketing and distribution channels relate to each other in the context of enhancing customer
satisfaction; and

4) How can a literature review provide a more comprehensive understanding of the integration of these two

variables?
It is hoped that these research questions will serve as a basis for directing the research analysis in a systematic and
structured manner, thereby yielding valid and relevant findings. Consequently, this study aims to make a significant contribution
to the development of marketing science, particularly in understanding the importance of integrating relational and distribution
strategies in creating sustainable customer satisfaction.

Il. RESEARCH METHOD

The research method employed in this study utilises a systematic literature review (SLR) approach, aimed at identifying,
evaluating, and synthesising empirical findings regarding the role of relationship marketing and distribution channels in
enhancing customer satisfaction in a comprehensive and structured manner. The research design follows the Preferred
Reporting Items for Systematic Reviews and Meta-Analyses (PRISMA) guidelines to ensure high transparency and replicability in
the literature selection process. The units of analysis in this study were scientific articles published in reputable journals
between 2015 and 2025, taking into account topic relevance, methodological quality, and the availability of complete metadata
such as authors, year, journal, and DOI. The research sample was obtained through purposive sampling, with inclusion criteria
comprising: (1) articles discussing relational marketing, distribution channels, and/or customer satisfaction; (2) empirical articles
or reviews; (3) articles indexed in Google Scholar; and (4) articles with full access or adequate abstracts. Meanwhile, exclusion
criteria included non- academic articles, conference proceedings without clear peer review, and predatory journals.

The research instrument used was a data extraction form designed to collect key information from each article, such as
the research objectives, variables used, research methods, main findings, and research implications. Additionally, a study quality
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checklist was used to assess the methodological validity of each article, including aspects of research design, sample size,
analysis techniques, and consistency of results. The data collection procedure was carried out in several stages, namely: (1)
identification of articles via databases such as Scopus, ScienceDirect, SpringerLink, and Google Scholar using the keywords
“relationship marketing”, “distribution channel”, and “customer satisfaction”; (2) initial screening based on titles and abstracts;
(3) eligibility assessment through full-text reading; and (4) final selection of articles meeting the inclusion criteria. This process
was carried out systematically and documented using a PRISMA flowchart to enhance transparency.

The data analysis method employed was descriptive qualitative analysis using a thematic synthesis approach, aimed at
identifying patterns, themes, and relationships between variables in the reviewed literature. The extracted data were then
coded and categorised into main themes such as dimensions of relationship marketing, distribution channel effectiveness, and
customer satisfaction indicators. Subsequently, a comparative analysis was conducted to identify similarities and differences in
findings across studies, as well as to evaluate the strength of the available evidence. To enhance the validity of the results,
source triangulation and inter-researcher discussions were carried out during the data interpretation process. With this
approach, the study is expected to produce a comprehensive literature synthesis that can be replicated by other researchers in
similar contexts.

lll. RESULTS AND DISCUSSION
Research result

The research results in this study were obtained through a systematic literature selection process that yielded a
number of articles meeting the inclusion criteria. Based on the initial identification process via academic databases, 152 articles
relevant to the keywords “relationship marketing”, “distribution channel”, and “customer satisfaction” were identified.
Following screening based on titles and abstracts, the number of articles was reduced to 67 studies. Subsequently, through a
suitability evaluation involving a full-text review, 38 articles were identified as meeting all inclusion criteria and were used as the
final sample for analysis. These articles were sourced from various reputable international journals, with a publication span
ranging from 2015 to 2025. The distribution of articles by year indicates an increase in the number of publications over the last
five years, peaking in 2021 and 2023, which contributed 8 and 9 articles respectively.

Geographically, the studies analysed originated from various regions, with a dominance from the Asian region (42%),
followed by Europe (29%) and the Americas (21%), with the remainder from other regions (8%). By industry sector, the majority
of research was conducted in the retail and services sector (55%), followed by the manufacturing sector (24%), and other sectors
such as logistics and e-commerce (21%). The main variables examined in the literature include relationship marketing,
distribution channels, and customer satisfaction, with some studies also incorporating additional variables such as customer
loyalty, trust, service quality, and customer experience. Of the total 38 articles, 29 studies employed a quantitative approach, 6
studies used a qualitative approach, and 3 studies utilised mixed methods.

The following table presents a summary of the main characteristics of the analysed articles:

No Author (Year) Method Sector Key Variables Key Findings
1 Rosdrio & Casaca (2023) SLR General RM, Retention RM affects retention
2 Gazquez-Abad et al. Quantitative Retail Channel integration, Channel integration enhances loyalty
(2021) Loyalty
43' Badawi & Muafi (2024) Quantitative Services Distribution, CRM Distribution enhances loyalty
4| Kurniadi (2023) Quantitative General Distribution, Satisfaction Distribution influences satisfaction
5 Geyskens et al. (1999) Meta- analysis General Channel satisfaction Channel satisfaction has an economic
impact

Based on the data extraction results, it was found that all analysed articles measured customer satisfaction as the primary
dependent variable or as a mediating variable in the research model. A total of 26 out of 38 articles explicitly tested the
influence of relational marketing on customer satisfaction, with the most commonly used indicators including trust,
commitment, communication, and relationship quality. Meanwhile, 22 articles examined the role of distribution channels on
customer satisfaction, with indicators such as delivery speed, product availability, accessibility, and channel integration. A total
of 15 articles combined both variables within the same research model.

The distribution of analytical methods used in these articles indicates that Structural Equation Modelling (SEM) is the most
dominant method, employed in 18 studies. Furthermore, linear regression was used in 9 studies, descriptive analysis in 6
studies, and the remainder utilised other analytical techniques such as Partial Least Squares (PLS) and content analysis. Sample
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sizes in the quantitative studies ranged from 120 to 1,200 respondents, with an average of around 350 respondents. The most
commonly used data collection instrument was a questionnaire based on a 5-point Likert scale.

To provide a visual overview of the distribution of the variables studied, the following is a frequency diagram of the

variables’ occurrence in the literature:
e Relationship marketing: 26 articles
e Distribution channels: 22 articles
e  Customer satisfaction: 38 articles
e  Customer loyalty: 19 articles
e Trust: 17 articles

Furthermore, the research findings also indicate that the majority of studies employed a cross-sectional research design (34
studies), whilst only 4 studies utilised a longitudinal approach. In terms of research context, 21 studies were conducted on end-
users, whilst the remaining 17 studies focused on inter-organisational relationships within the distribution channel (business- to-
business). This indicates a considerable variation in research context within the analysed literature.

Overall, the data obtained from the 38 articles demonstrate consistency in the use of variables and research methods,
although there is variation in industry context, geographical location, and analytical approach. All results presented in this
section are the result of data extraction without further interpretation and will be analysed in depth in the discussion section.

Research Discussion

The discussion in this study focuses on integrating empirical findings regarding the role of relationship marketing and
distribution channels in enhancing customer satisfaction, whilst strictly referencing the literature previously utilised. Based on
the analysis, it was found that relational marketing consistently emerges as a variable strongly associated with customer
satisfaction, particularly through the dimensions of trust, commitment, and communication. This finding aligns with the results
of Rosario and Casaca’s (2023) study, which demonstrated that relational marketing makes a significant contribution to building
long-term relationships that impact customer retention. In this context, customer satisfaction is influenced not only by the
quality of products or services, but also by the quality of interactions and relationships built between the company and the
customer. This reinforces the position of relational marketing as a strategic approach to creating sustainable customer value.

Furthermore, the research findings also indicate that distribution channels play an equally important role in shaping
customer satisfaction. Variables such as delivery speed, product availability, and channel integration have proven to be key
indicators in assessing distribution effectiveness. These findings are consistent with Kurniadi’s (2023) research, which states that
distribution channels have a direct influence on customer satisfaction through improved accessibility and service efficiency.
Furthermore, a study by Badawi and Muafi (2024) demonstrates that well-managed distribution can enhance customer loyalty
by strengthening the customer experience and customer relationship management. Thus, distribution functions not only as a
logistical mechanism but also as an integral part of a customer-oriented marketing strategy.

The integration between relationship marketing and distribution channels is also a key finding in this research. A number of
the articles analysed indicate that these two variables complement one another in creating customer satisfaction. In this
context, relational marketing plays a role in building emotional connections and trust, whilst distribution channels ensure that
the promised value is effectively delivered to customers. This finding aligns with the study by Gazquez-Abad et al. (2021), which
emphasises the importance of channel integration in creating a consistent customer experience within an omnichannel
environment. Furthermore, relationships within the distribution channel also reflect relational aspects such as cooperation and
trust between parties, as explained by Shaxnoza Djasurovna et al. (2023), who demonstrated that the quality of relationships
within distribution can influence overall marketing performance. Thus, the integration of these two variables is key to creating
an effective, customer- satisfaction-oriented marketing system.

The significance of this research lies in its ability to identify and integrate two important dimensions in marketing—relational
and distributional—which have often been studied separately. By combining these two perspectives, this study provides a more
comprehensive understanding of the factors influencing customer satisfaction. This is important because in modern business
practice, customers do not merely assess the quality of a product or service, but also the overall experience they receive,
ranging from interactions with the company to the product delivery process. Consequently, an approach that integrates
relational marketing and distribution channels is becoming increasingly relevant in addressing the challenges of increasingly
complex competition.

In terms of academic contribution, this study adds value to the development of marketing literature by presenting a
systematic synthesis that links two key concepts within a single analytical framework. This study expands our understanding of
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how the interaction between relational marketing and distribution channels can influence customer satisfaction, as well as
identifying the key variables that play a role in this relationship. Furthermore, this study also provides a foundation for the
development of a conceptual model that can be utilised in subsequent empirical research. Thus, this study is not merely
descriptive but also has the potential to drive theoretical development within the field of marketing.

The practical implications of this study are highly relevant to business leaders and marketing practitioners. Companies need
to develop marketing strategies that focus not only on building relationships with customers but also on managing distribution
channels effectively and efficiently. In this context, the integration of customer relationship management (CRM) systems and
distribution systems is crucial to ensure that the value promised to customers is delivered consistently. Furthermore, companies
must also pay attention to the quality of interactions with customers at every touchpoint, including within the distribution
process, to enhance customer satisfaction and loyalty. Thus, the findings of this study can serve as a foundation for designing
more holistic and customer-oriented marketing strategies.

However, this study has several limitations that should be noted. Firstly, this study only utilised articles published within a
specific timeframe and in a specific language, meaning there is a possibility that relevant studies were excluded from the
analysis. Secondly, the systematic literature review approach employed does not allow for direct empirical testing of the
relationships between variables, meaning the findings are a synthesis of previous research. Thirdly, variations in the research
context, methods, and indicators used in the analysed articles may affect the consistency of the results. Therefore, further
research is recommended to conduct empirical studies using the model developed in this study, whilst considering different
industrial and cultural contexts to enhance the generalisability of the findings.

Overall, this discussion demonstrates that relationship marketing and distribution channels are two complementary
elements in creating customer satisfaction. The integration of both not only enhances the effectiveness of marketing strategies
but also makes a significant contribution to the development of modern marketing theory and practice. By understanding the
roles and interactions of these two variables, companies can design strategies that are more adaptive and responsive to
customer needs, whilst enhancing competitiveness in an increasingly dynamic market.

IV. CONCLUSION AND SUGGESTIONS

The conclusion of this study indicates that relational marketing and distribution channels are two strategic factors that
consistently play a role in enhancing customer satisfaction, based on the synthesis of the analysed literature. Relational marketing
has been shown to contribute through the development of long-term relationships based on trust, commitment, and effective
communication between the company and customers (Rosario & Casaca, 2023). On the other hand, distribution channels play a
role in ensuring that the value offered by the company is delivered in a timely, efficient, and easily accessible manner to customers,
thereby influencing their experience and level of satisfaction (Kurniadi, 2023; Badawi & Muafi, 2024). Furthermore, the integration
of these two aspects demonstrates that customer satisfaction is determined not only by the quality of relational interactions but
also by the quality of the distribution system supporting the delivery of that value. This finding reinforces the need for a modern
marketing approach to be holistic, simultaneously integrating relational and operational dimensions.

The contribution of this research to the field of marketing lies in its ability to present a systematic synthesis that integrates
two variables which have often been studied separately. By combining the perspectives of relational marketing and distribution
channels within a single analytical framework, this research provides a more comprehensive understanding of the determinants
of customer satisfaction. Furthermore, this study enriches the literature by identifying key variables and consistent patterns of
relationships across various industrial and geographical contexts. Conceptually, the findings of this study can serve as a foundation
for the development of future research models that empirically test causal relationships. Practically, this study offers implications
for companies to design integrated marketing strategies that balance customer relationship management and distribution
efficiency.

Recommendations for future research include the need for empirical studies that directly test the conceptual model
derived from this study, particularly within specific industry contexts such as e-commerce or digital services, which possess unique
distribution characteristics. Furthermore, future research is advised to adopt a longitudinal approach to observe the dynamics of
the relationship between relational marketing, distribution channels, and customer satisfaction over the long term. Moderating
variables such as digital technology, consumer culture, and market competition levels could also be considered to provide a deeper
understanding. Finally, expanding the geographical scope and employing a wider range of analytical methods, such as quantitative
meta-analysis, could enhance the validity and generalisability of future research findings.
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