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Abstract

This study aims to examine the effect of strategic agility on the relationship between customer knowledge
management and product quality development. To investigate the effect of strategic agility on the
relationship between customer knowledge management and product quality development, descriptive
statistics of the research variables were first reviewed. Then, the hypothesized model was constructed,
and the relationships between variables were analyzed using the structural equation modeling (SEM)
method. The validity and reliability of the model were assessed using the average variance extracted
(AVE), composite reliability (CR), and Cronbach’s alpha indicators. To evaluate the accuracy of the model,
the coefficient of determination (R?) was employed, and the results indicated that a suitable model was
presented. In this research, data related to customer knowledge management, strategic agility, and product
quality development were collected from 127 experts in the Customer Relationship Management (CRM)
department of Snapp Company through a questionnaire. To analyze the collected data, descriptive
statistics were initially used to assess indicators such as mean, standard deviation, and response range.
Furthermore, to test the research hypotheses, the structural equation modeling method with the partial
least squares (PLS) approach was applied using factor loadings, AVE, CR, R?, and t-test to assess the
impact of variables. The analysis was conducted using SmartPLS 3.0 software. The findings of the study
reveal that, given the adequacy of the model fit, the path coefficient analysis demonstrated that all
relationships and influences of corporate governance variables and internal audit performance were
statistically significant.
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Extended Abstract
Introduction
In today's rapidly changing business landscape, the integration of customer insights into strategic
decision-making processes has become a critical factor in achieving competitive advantage. The
role of customer knowledge management (CKM) has grown increasingly prominent in this regard,
enabling organizations to collect, process, and utilize customer-related data to drive product
innovation and enhance performance outcomes (Ahad Motlagh & Ma'soumi Nia, 2019; McHugh,
2019). As organizations strive to differentiate themselves in volatile and competitive markets, the
ability to leverage CKM effectively has been linked to improved organizational agility, customer
responsiveness, and value creation (Haider & Kayani, 2020; Ng, 2024).
Strategic agility, characterized by a firm’s capacity to rapidly sense and respond to external shifts
while reconfiguring internal capabilities, is increasingly recognized as a necessary complement to
CKM. When paired, these two constructs create a dynamic capability that can significantly enhance
product development, innovation cycles, and responsiveness to market turbulence (Shams et al.,
2021; Zhou et al., 2019). Previous research has shown that strategic agility not only facilitates
knowledge transfer across organizational boundaries but also transforms static customer data into
actionable insights aligned with business objectives (Ong & Tan, 2022; Safi et al., 2021).
Furthermore, product quality development has evolved from being a technical attribute to a
multidimensional construct that includes customer satisfaction, experiential value, and product
lifecycle effectiveness. The ability to align customer feedback with strategic agility can significantly
accelerate the pace and relevance of product innovation (Abbas & Kumari, 2023; Vashkai Nejad et al.,
2019). However, the mechanisms linking CKM to product quality development, particularly through
the mediating role of strategic agility, remain insufficiently explored. While some studies have
examined the direct effect of CKM on organizational outcomes (Ahmadi & Saffari, 2024; Chen et al.,
2018), few have addressed how agility reshapes this relationship under conditions of environmental
uncertainty.
This study addresses this gap by proposing and empirically testing a model in which strategic agility
mediates the relationship between CKM and product quality development. The study focuses on the
case of Snapp, Iran’s leading ride-hailing platform, where customer feedback and product
development operate within a highly dynamic service environment. By investigating the interactions
among these constructs, the research aims to enhance theoretical understanding and provide
practical guidance for firms seeking to embed CKM and agility into their product development
strategies (Moradi et al., 2022; Pourshahabi et al., 2022).
Methods and Materials
The present study employed a quantitative, applied research design using a descriptive-survey
methodology. The statistical population included 200 customer relationship management (CRM)
experts from Snapp. A sample of 127 participants was selected using the Morgan table and simple
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random sampling. Data were gathered using a standardized questionnaire encompassing three
constructs: customer knowledge management, strategic agility, and product quality development.
A five-point Likert scale was used to measure responses. The questionnaire’s validity was assessed
through content validation and convergent validity, utilizing metrics such as the average variance
extracted (AVE) and factor loadings. Reliability was confirmed using Cronbach’s alpha and
composite reliability (CR). Data were analyzed using descriptive statistics (mean, standard deviation)
and structural equation modeling (SEM) with the partial least squares (PLS) approach via SmartPLS
3.0. Key indicators such as factor loadings, R? coefficients, t-values, and model fit were used to
evaluate the structural model.

Findings

The descriptive results revealed that 59% of respondents were male and 41% female, with the
majority (37%) aged over 45. Regarding education, 61% held a bachelor’s degree, 28% held a
master’s degree, and 11% held a doctoral degree. In terms of work experience, 40% had more than
20 years of professional background.

The measurement model analysis confirmed strong factor loadings (all above 0.70), indicating good
convergent validity. CR values for CKM (0.955), strategic agility (0.949), and product quality
development (0.929) were above the accepted threshold of 0.7. Similarly, AVE values for the three
constructs were 0.754, 0.700, and 0.724, respectively, validating the constructs’ internal consistency.
Path coefficient analysis supported all three hypotheses. The relationship between CKM and
strategic agility was statistically significant (t = 91.141, p < 0.001), confirming that customer
knowledge influences an organization's agility. The second hypothesis, indicating a positive link
between CKM and product quality development, was also confirmed (t = 4.204, p < 0.001). The third
hypothesis tested the relationship between strategic agility and product quality development, which
was likewise supported (t = 4.843, p < 0.001).

The R2 coefficient for strategic agility was 0.890, and for product quality development it was 0.905,
indicating high explanatory power for the endogenous variables. These results suggest that the
proposed model exhibits excellent predictive and structural validity.

Discussion and Conclusion

The findings of this study provide empirical support for the proposition that customer knowledge
management significantly contributes to the enhancement of strategic agility within organizations.
This alignment is especially pertinent in customer-centric service industries, where rapid adaptation
and customer responsiveness are crucial for maintaining competitiveness. The results corroborate
previous research indicating that CKM enables organizations to develop flexible processes and
responsive strategies, thus improving their agility in complex environments.

Moreover, the study validates the direct effect of CKM on product quality development. Firms that
manage customer knowledge effectively are better positioned to develop products that align with
customer needs and expectations. This contributes not only to functional performance but also to
higher customer satisfaction and brand loyalty. The data suggest that CKM serves as a catalyst for
continuous product refinement and innovation, consistent with earlier studies that emphasize the
value of customer insights in shaping design and delivery.

Perhaps most critically, the research demonstrates that strategic agility plays a mediating role in the
relationship between CKM and product quality development. This insight underscores the idea that
merely having customer knowledge is insufficient; organizations must also possess the agility to
operationalize that knowledge through rapid decision-making, resource reallocation, and strategic
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pivoting. Agility thus acts as an enabler that transforms raw customer data into tangible product
outcomes.

From a managerial perspective, the findings imply that organizations aiming to improve product
quality should focus not only on collecting customer data but also on developing organizational
capabilities that foster agility. Integrating CKM with agile structures and cultures enables firms to
respond swiftly to market signals and incorporate feedback into iterative product development cycles.
In conclusion, this study bridges a critical gap in the literature by empirically illustrating how strategic
agility enhances the value derived from customer knowledge in the context of product quality
development. By demonstrating the interplay between these constructs, the research offers a robust
framework for organizations seeking to navigate uncertainty and innovation-driven growth through
informed and flexible strategic responses.
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