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Abstract 
 
The present research studies the effect of knowledge management on the success of customer relationship management by considering 
the effects of organizational factors as a mediating factor. The type of research is applied and the method is descriptive survey. The sta-
tistical population of the study is the managers and experts of the municipality of Tehran 22nd district, that 207 of them were studied in 
the form of a statistical sample. Data analysis was performed using single-variable linear regression and confirmatory factor analysis. 
The results showed that the variables of customer relationship management technology, customer orientation and knowledge manage-
ment capabilities were significantly influenced by the success of customer relationship management. Also, the variables of customer 

relationship management experience and organizational factors have a significant effect on the success of customer relationship man-
agement. 
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1. Introduction 

In the new era of marketing, the goal is to establish long-term and 
reciprocal relationships with interest groups and, most important-
ly, the customer in such a way as to preserve more customers, thus 
benefiting in the long run, thereby increasing the market share and 
profitability (Asli Beigi Et al., 2017). Today's organizations offer 
goods and services that are defined by individual customers. A 
customer relationship management system is beyond the tradition-
al operational automation of sales, marketing, supply chain, or 

technology-driven services as well as a customer relationship 
management system beyond the quality of service or customer 
service. Customer relationship management systems are systems 
for the transformation of the entire organization and the way the 
organization views its customers (Seddiqi Zardanjani, 2016). In 
recent years, companies have coordinated customer relationship 
management activities with knowledge management (Eskandari 
and Aghazadeh, 2016). Knowledge management of new century, 
known as the Age of Knowledge, is aimed at preserving, directing 

and increasing the targeted knowledge of organizations, and this 
implies that investing in science will bring the best and most profit 
(Jafarinejad, 2015). When customer relationship management is 
implemented, the KM can extend the flow of customer relation-
ships (Retna and Tee NG Pak, 2011). The municipality is one of 
the civil society institutions that is part of the country's develop-
ment and participation structure in the constitution in the frame-
work of governance in the social, local and urban areas. The mu-

nicipality is one of the imperatives of the social system, which is 

necessarily evident with a structure that is possible only through 
the intervention of the people (Naseri Isfahani et al., 2014, 82). 
The association of the municipality with the citizens as the main 
owners of the city is of great importance. Many of the concepts 
involved in managing citizen communication come from the con-
cepts of customer relationship management, with the distinction 
being that in managing citizen communication, emphasis is placed 
on service and service, but in customer relationship management, 

sales, and profitability. In fact, customer relationship management 
addresses a group of management practices and customer relation-
ship management technology solutions, relying on their publicity. 
The truth of managing citizen communication is based on the 
principle that the provision of various services and services does 
not merely serve to achieve citizens' satisfaction, but it is im-
portant to recognize the need of citizens and respond to them 
based on customer relationship management. Given the ever-

growing need of citizens and their expectations and the rapid 
change in lifestyle, only by managing customer relationships can 
the quality and quantity of services be met in the least possible 
time by providing urban services. Perhaps the perception is that 
the result of applying customer relationship management has a 
positive impact on more and more sales. However, it should be 
noted that the mere provision of these services does not result in 
citizens' satisfaction, but it should be noted that using the man-
agement of communication with customers (citizens), it is possible 

to understand the needs of citizens who have already been ne-
glected by authorities. (Mohsenien Brothers and et al., 2014, 2). 
The municipality can satisfy them by responding to these needs by 
inventing new methods. . On the other hand, customer relationship 
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management can be used as an information gathering center and 
using the bank to innovate in distinct services (Zargar and Safai, 
2014, 82). Therefore, the present study aims to answer the main 
question whether knowledge management affects the success of 
customer relationship management due to the intermediary effect 
of organizational factors? 

2- Theoretical foundations and research back-

ground 

2.1 Customer Relationship Management 

 
The customer is referred to the organization or individual who 
receives the product or service and is willing to pay the price (Cut-
ler & Armstrong, 2014) and customer relationship management is 

a two-way process for achieving the best balance between the 
company's capital and satisfying customer needs that maximize 
profitability (Dous et al., 2005). Galbreath and Rogers define cus-
tomer relationship management as "activities that a business iden-
tifies, describes, finds, develops, and maintains loyal and profita-
ble customers by delivering goods and services to the right cus-
tomer through the appropriate canal runs at the right time and at 
the right cost (Hajikhani, 2016). Customer relationship manage-
ment in this research depends on the variables and through the 

dimensions of strategy, structure and planning, stakeholder inter-
action, and the interaction of information technology with the help 
of a questionnaire (Moreno and Melendez, 2011). 

 

2.2 Knowledge management 

 
Knowledge in organizations is embodied not only in evidence and 
knowledge resources, but also in work practices, organizational 
processes, and norms. Transforming data into information and 
then knowledge is the core of knowledge management 
(Massingham, 2014). Knowledge management includes all the 
ways in which an organization manages its own knowledge assets, 
including how to collect, store, transfer, use, update, and create 

knowledge (Jafarnejad, 2015). Knowledge management in this 
research is independent and through customer-oriented indicators, 
knowledge dissemination and customer relationship management 
technology and through the operational questionnaire (Moreno 
and Melendez, 2011). 

 

2.2.1 Knowledge Management Dimensions 

 

1- Customer orientation 
Customer-centric is the collection, sharing and use of information 
about customers at the organization level and coordinated actions 
based on this information. Customer orientation as the next and 
part of market orientation emphasizes the importance of determin-
ing and addressing the needs and preferences of buyers and cus-
tomers (without regard to other dimensions of market orientation) 
(Rap et al., 2010). Customer orientation refers to the willingness 

of employees to meet the needs of their customers in their job 
tasks (Lee et al., 2013). 
2-Release of Knowledge Management 
 An integrated approach to evaluating, acquiring and transferring 
all of the organization's knowledge resources is to help the organi-
zation achieve its organizational goals. The publication of 
knowledge management in this research is an independent variable 
and one of the dimensions of knowledge management (Hansotia, 
2002). 

 

2.3 Organizational factors 

 
These factors are various organizational aspects that include or-
ganizational structure, staffing, and leadership. Organizational 

factors in this research are intermediary variables and through 

organizational culture, transparency of documents, training and 
human resources through the questionnaire (Moreno and Melen-
dez, 2011). 

 

2.4 Relationship between research variables 

 
2.4.1 Knowledge management capabilities and customer rela-

tionship management success 

 
The ability to manage knowledge is about the ability of the organ-
ization to capture, manage information and provide credible and 
timely customer service and products to improve customer respon-
siveness and make quick organizational decisions based on real 

information. As a result, customer relationship management and 
knowledge management both have a common goal, continuous 
improvement of the process of delivering goods and services and 
information to customers. In addition, knowledge creation and 
transfer are considered as one of the most important fundamental 
and strategic processes that determine the ability to learn and in-
novate the organization (Salmador and Bueno, 2007). So the first 
hypothesis is that: 

H1: The Company’s knowledge management capabilities have a 
positive impact on the success of customer relationship manage-
ment. 

 

2.4.2 Organizational factors and success of customer relation-

ship management 

 
Implementing customer relationship management requires chang-

es in organizing organization and business processes. In fact, or-
ganizations need to redesign the organization and supply chain 
management for the successful implementation of client-side sys-
tems and customer relationship management programs. Therefore, 
in order to implement customer relationship management, factors 
such as strategy, organizational structure and business processes 
need to be transformed, because the success in implementing cus-
tomer relationship management requires a proper synergy between 
the technological system, processes and individuals in the organi-

zation (Xu and Walton, 2005). Because even with the best busi-
ness processes and the most advanced technologies, the relation-
ship between people plays a key role in implementing any busi-
ness strategy. The human factor among these organizational fac-
tors is the most important factor. For this reason, important factors 
such as training staff and motivating them, and designing and 
implementing appropriate reward systems are among the most 
important factors in engaging employees in implementing these 

strategies. In addition to these factors, leadership also plays a key 
role in KM, and has a direct impact on the success of implement-
ing these types of actions (Racherla and Hu, 2006). So the second 
hypothesis is that: 
H2: Organizational factors have a positive impact on the success 
of customer relationship management. 
 

2.4.3 Technology and success of customer relationship man-

agement 
 
Customer relationship management technology systems must be 
seen as a key factor and prerequisite for implementing these types 
of strategies. The technology of customer relationship manage-
ment technology provides customers with an appropriate customer 
vision and manages customer relationships in a coherent way, has 
a lot of benefits to the organization, and helps organizations im-

prove the efficiency and effectiveness of processes involved in 
customer relationships. Organizations need to consider technology 
as one of the prerequisites for a customer relationship manage-
ment system. Hence, technology can be considered as one of the 
necessary but not sufficient conditions for the success of customer 
relationship management systems (Hart et al., 2004). So the third 
hypothesis is that: 
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H3: Customer relationship management technology has a positive 
impact on customer relationship management. 
 

2.4.4 Customer Relationship and Customer Relationship 

Management 
 
According to Narver and et al. (1990), customer orientation re-
quires consumers to be more aware of the value added they have 

to offer. Also, customer orientation requires the customer to be 
central to all activities of the organization in order to build long-
term relationships with the client. That is why this is one of the 
fundamental components of the organizational climate needed for 
the success of customer relationship management. Finally, it can 
be said that a customer-oriented orbital is a prerequisite for the 
successful implementation of customer relationship management 
(Bang, 2005). Therefore, the fourth hypothesis is that: 

H4: Corporate customer relationship has a positive impact on 
customer relationship management. 

 

2.4.5 Experiences in Customer Relationship Management and 

its success 

 
Hart and et al. (2004) concluded that the use of experiences in 
customer relationship management improves the organization's 

ability to achieve effective results and also increases the produc-
tivity and benefits of customer relationship management. (Hart 
and et al., 2004). Thus, the fifth hypothesis is that: 
H5: Experience in customer relationship management has a posi-
tive impact on the success of customer relationship management. 
As stated, the conceptual model is described in Fig. 1. 
 

 
Fig.1: The Conceptual Model of Research (Source: Moreno & 

 
Melendez, 2011). 

3. Research method 

The present research an applied research. Also, based on the re-
search design and as a method of data collection, is a descriptive 

(non-experimental) research and a questionnaire has been used for 
data collection, so it can be included as field research. 
4-1 Statistical population and sampling method 
The statistical population of this study included all the experts and 
managers of the 22nd district of Tehran, which have been ques-
tioned during the period from the beginning to the end of October 
1395. The Cochran formula indicate the number of samples 192 
managers and to address the negative impacts of respondents on 
the results of the research, about 10% of the estimated volume 

(20), an additional questionnaire was distributed among respond-

ents. Finally, out of 212 distributed questionnaires, 207 correct 
questionnaires were selected for data analysis.  
4.2 Measurement tools and statistical techniques 
Data was collected through the Moreno and Melendez question-
naire (2011). The first part of the questionnaire consists of 4 ques-
tions that assesses the individual characteristics of employees and 
managers, and the second part consists of 26 closed-answer ques-
tions that measure the research hypotheses. 

4. Research findings 

In this research, descriptive statistics (SPSS software) in frequen-
cy distribution and calculation of concentration and dispersion 
indices was used in the first step. Then, in order to analyze the 
data, in order to test the hypotheses, structural equation modeling 

and confirmatory factor analysis (LISREL software) were used. 
In order to investigate hypotheses 1, 3 and 4, a single-variable 
regression test has been used, the results are described in the table. 

 
Table 1: the results of a single-variable regression test 

Hypothesis 

Ob-

served 

F 

Signifi-

cance 

level 

(P-value) 

Beta 

coeffi-

cient 

(Beta) 

Speci-

fied 

vari-

ance 

(R2) 

Result 

The com-

pany's 

knowledge 

manage-

ment capa-

bilities on 

the success 

of custom-

er relation-

ship man-

agement 

195.163 0.000 0.698 0.48 
Con-

firmed 

Customer 

Relation-

ship Man-

agement 

technology 

on the 

success of 

customer 

relation-

ship man-

agement 

944.021 0.000 0.906 0.82 
Con-

firmed 

Company’s 

customer-

oriented 

behaviors 

on the 

success of 

customer 

relation-

ship man-

agement 

483.575 0.000 0.838 0.70 
Con-

firmed 

 
To test hypotheses 2 and 5, a confirmatory factor analysis has 
been used which results are described in the table. 
 

 
Fig. 2: Factor load calculations and error factors 
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Table 2 shows the most important fitting indices for measuring 
models, as can be seen, all of the indices of the present research 
model are fit for fit.  
 

Table 2: Fitness indices for measurement models 

Fit indices 
Recommended 

value 

Research 

Factor 

Model 

Result 

χ2/df 1-5 2.67 Confirmation 

NFI ≥85/0 97/0 Confirmation 

GFI ≥90/0 94/0 Confirmation 

NNFI ≥90/0 95/0 Confirmation 

RMSEA 1/0≥x 074/0 Confirmation 

 
According to the information obtained since RMSEA = 0.074, so 
the fitness of a good model is evaluated. 
 

 
Fig. 3: Statistical calculations t 

 
As you can see, all values of the t statistic are greater than 1.96, 
which indicates that all values of path coefficients are at least 95% 
significant at the confidence level 
 

Table 3: Confirmatory Factor Analysis 

Hypothesis 
Standardized 

value 
T-value 

Explained 

variance 

(R2) 

Result 

Organizational 

variables have a 

significant effect 

on the success of 

customer rela-

tionship man-

agement 

0.944 15.323 0.88 Confirm 

The existing 

customer rela-

tionship man-

agement experi-

ence has a signif-

icant impact on 

the success of 

customer rela-

tionship man-

agement. 

0.957 16.020 0.90 Confirm 

 

In the following, the summary of the research findings is based on 
the severity of the impact. 

 
Table 4: Summary of research findings based on the intensity of impact 

Row Hypothesis 
Intensity of 

impact 

Comparison with 

other studies 

1 
CRM experience on 

the success of CRM 
95% 

Compatible with the 

study of Eskandari 

and Aghazadeh 

(2016) 

2 

Organizational varia-

bles on the success of 

CRM implementation 

94% 
Compatible with 

Teseng Study (2016) 

3 CRM technology on 90% Compatible with 

the success of CRM 

implementation 

Alkordy Study (2014) 

4 

A customer-oriented 

approach to the suc-

cess of CRM 

83% 
Compatible with 

Alkordy Study (2014) 

5 

Knowledge manage-

ment capabilities on 

the success of CRM 

implementation 

69% 

Compatible with 

studies by Rezaei 

Malek and Radfar 

(1392), Ghaffari et al. 

(2011), Kahrokami 

and Chan (2014) and 

Teseng (2016) 

5. Conclusions and suggestions 

As the results of the study show that the research model is repre-

sented by the structural equation model (SEM), the overall effect 
of customer relationship management technology on organization-
al variables (with a path coefficient of 0.906) is more than other 
variables and the effectiveness of the existing experience of man-
aging the relationship with The customer has been more success-
ful than other variables (path coefficient 0.957). Also, the fitting 
indices of the obtained model indicate a suitable fit for the re-
search model (root mean square error estimation is 0.074). Also, 
according to the results of the regression test, it can be said that 

among the variables affecting the success of customer relationship 
management, the impact of existing experience and customer rela-
tionship management technology is more than other variables. . 
This means that by focusing on previous experiences and gaining 
knowledge management and enjoying world-class technology, 
higher levels of customer relationship management in the organi-
zation are achieved. Shafagh (2010) also found similar results and 
said that the factor of implementation of technology and technolo-

gy used to improve performance and attract customers has been 
effective. Sin et al. Also state that customer relationship manage-
ment software systems (technology used) enable companies to 
provide higher quality, but less costly, dedicated services, so many 
customer-centric activities without the right technology will be 
impossible 
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