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Extended Abstract
Introduction

In recent years, the competitive landscape of digital platform-based businesses
has shifted, making traditional advantages such as price or access insufficient
for sustainable superiority (Kotler & Keller, 2013). Organizations are
increasingly adopting approaches that enable continuous interaction, deeper
understanding of customer needs, and seamless experiences across
touchpoints. Customer Relationship Management (CRM) plays a pivotal role
in coordinating services, analyzing customer behavior, personalizing
interactions, and creating perceived value (Gummesson, 2024). Its
significance grows as firms aim to enhance competitive advantage and prevent
customer churn by delivering consistent, responsive, and reliable experiences
that shape trust and long-term loyalty (Verhoef, 2023). Relationship
marketing has evolved from a simple interactive approach into a value-
creating strategy emphasizing long-term customer—organization relationships
(Fontenot & Hyman, 2025). Neglecting its principles is a key factor in the
failure to convert transient customers into loyal ones, particularly in fast-
changing e-commerce sectors (Morgan & Hunt, 1994). By focusing on trust,
commitment, two-way communication, and shared value, relationship
marketing positions the customer as a partner in value creation (Sashi, 2023).
It enhances interaction quality, customer engagement, satisfaction, loyalty,
and brand image (Roy, 2025; Ansari et al., 1403). Studies confirm that
relationship marketing provides a foundation for effective CRM, which
operationalizes its principles (De Keyser & Babanzad, 2023). CRM facilitates
exchanges, increases satisfaction, and fosters loyalty, while providing a
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comprehensive customer view for integrated decision-making (Meradi et al.,
1395; Srivastava & Kaul, 2021; Miami & Dowson, 2021). Customer
experience significantly affects perceived relationship value (Zhang & Gupta,
2024), and implementing experience management strategies enhances
marketing outcomes (Brakus, Schmitt, & Zarantonello, 2009; Yoon & Lee,
2023). Positive, consistent experiences enable CRM effectiveness,
highlighting the mediating role of customer experience. Accordingly, this
study examines the relationship between relationship marketing and CRM,
mediated by customer experience.

Literature Review

Relationship marketing (RM) encompasses strategies aimed at fostering
customer loyalty and maintaining long-term, reciprocal relationships. It
emphasizes trust, commitment, customer engagement, and effective
communication, which enhance interactions and strengthen brand image
(Kim, 2021; Zarepour et al.,, 1402). By creating valuable customer
experiences, RM contributes to satisfaction and loyalty (Claro et al., 2023;
Morgan & Hunt, 1994). Research indicates that neglecting RM principles can
hinder converting transient customers into loyal ones, particularly in dynamic
e-commerce environments (Sashi, 2023; Roy, 2025; Ansari et al., 1403). RM
also facilitates the development of effective customer relationship
management (CRM), providing operationalization of RM principles and
improving service quality, satisfaction, and loyalty (Dehestani & Babanzad,
2023; Moradi et al., 1395; Srivastava & Kaul, 2021). CRM is a strategic, data-
driven approach that manages interactions with customers, partners, and
stakeholders to enhance satisfaction and strengthen relationships (Ledro,
2025; McBride, 2020). Effective CRM creates organizational value by
improving flexibility, processes, brand equity, employee skills, transparency,
and overall productivity (Razaghi et al., 1401; Elahi & Heydari, 1403;
Zegullaj, 2023). Customer experience (CE) involves customers’ perceptions
and emotions during interactions with products, services, and touchpoints
throughout the customer journey (Kim et al., 2023; Chen & Popovich, 2022).
CE includes cognitive, emotional, and interactive dimensions, encompassing
experiences before, during, and after purchase, which significantly influence
satisfaction, loyalty, and CRM effectiveness (Noorbakhsh et al., 1403; Di
Capser et al., 2024; Zhang & Gupta, 2024). Overall, RM fosters trust and
commitment, CRM operationalizes these relationships, and CE mediates their
impact by shaping customer perceptions and engagement.

Research Methodology

The present study can be classified as applied research in terms of purpose,
aiming to address a practical problem with direct implications for real-world
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processes or services. Methodologically, it is descriptive, as it identifies and
interprets the current status, relationships, opinions, processes, observable
outcomes, and ongoing trends. Data were collected through a survey method.
The statistical population comprised 450 customers of the Snapp-Food service
in Mashhad. Using purposive sampling, 270 participants who met the
inclusion criterion of having used Snapp-Food at least once were selected,
ensuring reliable and valid statistical analysis. Theoretical foundations were
developed via a literature review, while hypotheses testing and data collection
were conducted in the field. The main data collection instrument was a
structured questionnaire. Three standardized questionnaires were employed to
measure the research variables: Relationship Marketing by Ndubisi (2007),
Customer Relationship Management by Morgan and Hunt (1994), and
Customer Experience by Brakus, Schmitt, and Zarantonello (2009). These
instruments provided precise and reliable data for analyzing the relationships
among the variables

Results

The analysis of the hypotheses indicated that relationship marketing has a
significant direct effect on customer relationship management, customer
experience has a significant direct effect on customer relationship
management, and relationship marketing has a significant direct effect on
customer experience. When the mediating variable of customer experience
was introduced, the effect of relationship marketing on customer relationship
management decreased but remained significant, indicating a partial
mediation role of customer experience. Therefore, the fourth hypothesis of the
study was supported.

Discussion and Conclusion

The findings of this study indicate that relationship marketing, as a strategic
approach, plays a significant role in enhancing customer relationship
management. Implementing relationship marketing mechanisms—such as
trust-building, commitment, continuous interaction, and effective
communication—improves the quality and effectiveness of CRM systems
within organizations. This impact primarily occurs through customer
experience, which acts as a mediating factor, facilitating the transfer of
relationship marketing effects to CRM performance. In other words, customer
experience strengthens the influence of relationship marketing on CRM
outcomes (Fontenot & Hayman, 2025). The model suggests that relationship
marketing not only enhances customer interactions, service quality, and
engagement, but also fosters positive customer experiences. These
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experiences, in turn, increase the CRM system’s capability to retain customers
and boost loyalty (Hart, Smith, Spark, & Zuckas, 2022). Hypothesis testing
confirmed that relationship marketing has a positive and significant effect on
CRM and customer experience, consistent with previous studies (Nesnani,
2025; Claro et al., 2023; Zegolaj, 2023; Gomson, 2023; Niadzayo, 1403;
Rezaei et al., 1403; Nourbakhsh et al., 1401; Karimi & Hosseini, 1403). This
study emphasizes that CRM should not be implemented independently of
relationship marketing strategies. By integrating loyalty programs, after-sales
services, complaint management, and personalized interactions, organizations
can improve customer experience and consequently strengthen CRM
performance (Kim & Su, 2023). On platforms like Snapp-Food, customer
experience emerges from the entire service interaction—from app usability
and order tracking to complaint handling. Relationship marketing efforts are
effective only when customer perceptions of these interactions reinforce their
relationship with the brand. As a mediating factor, customer experience
demonstrates that without high-quality experiences and positive perceptions,
CRM systems alone cannot achieve optimal outcomes. The results confirm
that customer experience has a significant positive effect on CRM, and the
indirect effect of relationship marketing on CRM through customer
experience is also significant. This aligns with prior findings (Saeedi et al.,
1403; Fontenot & Hayman, 2025; Nourbakhsh et al., 1401; Karimi &
Hosseini, 1403; Zegolaj, 2023). Practically, organizations aiming to enhance
CRM effectiveness should invest in relationship marketing and customer
experience, including service process improvements, employee training,
personalized interactions, and a participatory, customer-oriented environment.
These initiatives strengthen the organizational value chain and promote
customer loyalty, trust, and satisfaction.
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Investigating the Relationship between Relationship
Marketing and Customer Relationship Management with the
Mediating Role of Customer Experience

Navid Nikkhooy*

Abstract:

Relationship marketing, as an approach focusing on establishing and
maintaining long-term connections with customers, can influence consumer
attitudes, behaviors, and experiences, thereby enhancing Customer
Relationship Management (CRM). This study aimed to investigate the
relationship between relationship marketing and CRM, with customer
experience as a mediating variable. The research is applied in purpose,
descriptive in nature, and survey-based in data collection. The statistical
population comprised SnappFood service customers in Mashhad, totaling 450
individuals, from which 287 participants who had used the service at least
once were selected through purposive sampling. Standardized questionnaires
were employed to measure relationship marketing (Ndubisi, 2007), CRM
(Morgan & Hunt, 1994), and customer experience (Brakus, Schmitt, &
Zarantonello, 2009). Both face and construct validity of the instruments were
confirmed, and reliability was verified using Cronbach’s alpha. Data were
analyzed using Structural Equation Modeling (SEM) via SPSS and Smart-PLS
software. The results indicated that relationship marketing has a significant
direct effect on both CRM and customer experience. Furthermore, customer
experience significantly affects CRM. The indirect effect of relationship
marketing on CRM through customer experience was also significant,
indicating that customer experience mediates the relationship between
relationship marketing and CRM. These findings underscore the critical role
of customer experience in leveraging relationship marketing strategies to
enhance CRM outcomes.

Keywords: Relationship Marketing, Customer Relationship Management,
Customer Experiences, Customer Loyalty, Snapp Food.
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