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Introduction

Agriculture, as one of the most important economic sectors in Iran, has many capabilities and capacities for
creating many jobs with minimal investment (Sifelahi, 2021). One of the active fields in agriculture is growing edible
mushrooms. Nowadays, edible mushrooms are very popular in most countries of the world as a food rich in minerals,
vitamins and proteins, and its industrial production can be a source of employment and a good income (Mehboubi,
2015). Understanding customer behavior is a key requirement for the success of any company's marketing and
development activities (Etale & Uranta, 2022). In recent years, with the increase in competition between companies
active in the field of agriculture, innovation in effective communication with customers has become one of the
requirements for the success of these companies. Therefore, the current research aims to study the effect of customer
relationship management methods on the organization's performance with regard to the moderating role of innovation
capability; which has been done by collecting empirical evidence from a company active in the field of agriculture,
the white mushroom production and packaging company in Kashmer city.

Materials and Methods

In terms of the purpose, the current research is considered as applied research and in terms of methodology, it is
considered as a survey research. In this research, a questionnaire was used as the main tool for data collection. This
questionnaire contains 42 questions with a 5-point Likert scale. To measure the organization's performance, Mann et
al. balanced scorecard questionnaire (Mann et al., 1999) including four dimensions of growth and learning, internal
process, customer and financial was used. To measure customer relationship management methods, the standard
customer relationship management questionnaire of Alem et al. (Alem et al., 2013) and Gabe (2005) including five
dimensions was used. The modulating variable of innovation capability has also been measured using Etlai and Akif's
organizational innovation questionnaire (Azizi, 2013). The convergent validity of the questionnaire was verified by
using the extracted mean criterion, and its differential validity was verified by the Fornell and Locker methods, and
Cronbach's alpha coefficient and composite reliability were also used to verify its reliability. The statistical population
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of this research included the employees of the button mushroom production company in Kashmir city. The
questionnaire was distributed to all employees of the company by census method, and 53 usable questionnaires were
collected. SPSS version 19 software was used for data analysis and structural equation modeling based on SmartPLS
version 3 software was used for path analysis.

Results and Discussion

In order to determine the appropriate type of analysis, the normality of the research variables was examined using
the Kolmogorov-Smirnov test, and based on the test results, the significance value was lower than the error level
(0.05) in all cases. As a result, the data distribution is not normal. Therefore, structural equation modeling based on
covariance (LIRREL software) cannot be used, therefore PLS structural equations are used for model testing.
According to the results of this study, sharing information with customers has a significant positive effect on the
performance of the organization with a coefficient of 0.318. Also, this relationship is positively adjusted by the
innovation capability variable with a coefficient of 0.622. Based on the results of the research, involving the customer
with a coefficient of 0.410 has a significant positive effect on the performance of the organization. The innovation
capability variable also moderates this relationship with a coefficient of 0.538. Long-term partnership with customers
also has a significant positive effect on the performance of the organization with a coefficient of 0.430. The innovation
capability variable moderates this relationship with a coefficient of 0.426. Based on the findings of the research,
problem solving jointly with customers has a significant positive effect on the performance of the organization. The
coefficient of influence of this relationship is 0.685, which is greater than the coefficient of influence of other
components of relationship management with customers and the organization's performance, which shows that it has
the greatest impact on the organization's performance. The innovation capability variable moderates the relationship
between joint problem solving and organizational performance with a coefficient of 0.541. Customer relationship
management based on technology has a significant positive effect on the organization's performance with a coefficient
of 0.577, and this relationship is positively and significantly moderated by the innovation capability variable.

Conclusion

Due to the fact that mushroom cultivation is quick-yielding and leads to high job creation, it has caused mushroom
production to be attractive in most regions of Iran today. One of the main concerns of mushroom producers, due to
the increase in competition in this field, is the issue of maintaining current customers and attracting new customers,
and as a result, improving organizational performance. Therefore, it is suggested that companies increase the positive
effect of information sharing on performance by developing and strengthening innovation capabilities. Planning and
implementing strategies to train and encourage employees to innovate and create a culture of innovation in the
organization can be effective measures. Also, creating an environment where employees can easily share information
with each other and with customers can significantly improve the organization's performance. This includes improving
information technology and communication within the organization with customers, encouraging cooperation and
exchanging information between different units of the organization with the main customers. It is also suggested to
use the ideas and suggestions of the customers by involving the customer in the process of production, distribution
and development of the new product. When the customer is involved in the joint creation of value, during the
interaction process, he will become part of the company, and due to these relationships and interactions, value beyond
the consumption of goods and services will be created for the customer, and these customers will be more satisfied.
With the increase in competition and customers' awareness of different products and brands in the market, attention
to customer's wishes and needs is expanding day by day in organizations. For this reason, it is necessary for the
opinions of customers to be effective in the development of the company's future products or services. Considering
that for many companies, conducting market research is not very cost-effective and the cost of re-design and
production is very high for the company, it is recommended to create two-way relationships between customers and
manufacturers and use this relationship to solve problems and improve Take maximum advantage of organizational
performance. You can also track the behavior and performance of your customers online and use the Internet

technology to customize prices, communications, services and products and attract new customer.
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The effect of electronic customer
relationship management on

marketing performance by analyzing
the mediating role of product
innovation.
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The effect of electronic customer
relationship management on
improving company performance and
developing product innovation.
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Investigating the impact of electronic
customer relationship management on
innovation with regard to the
mediating role of customer knowledge
management.
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Investigating the effect of customer
satisfaction on customer loyalty
through the mediating role of customer
relationship management quality.
38ae p il STyl g alygly spum, st
p) Sl (Sales davly & olojl
().uly dAcgome pj g anl 5&&5,&3 raalllao
The effect of innovative leadership and
knowledge sharing on the
organization's performance through
strategic coordination (case study:
subsidiaries and sub-companies of
Tawanir).
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A model for evaluating the success of

electronic  customer  relationship
management systems in industrial
marketing: the mediating role of

customer feedback management.
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Customer knowledge has also had a positive and significant
impact on marketing performance and product innovation
development, and electronic customer relationship
management and customer knowledge through product
innovation development have had a positive and significant
impact on marketing performance.
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The quality of electronic customer relationship
management significantly affects the development of
product innovation and marketing performance, and the
capacity of customer knowledge sharing also affects the
development of product innovation.
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Electronic customer relationship management has a
positive and significant effect on customer loyalty,
customer knowledge management and organizational
innovation. Also, customer knowledge management and
customer loyalty have a positive and significant effect on
organizational innovation. In particular, the important role
of customer knowledge management as a mediating
variable in the effect of electronic customer relationship
management and customer loyalty on organizational
innovation has been emphasized.
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Customer satisfaction has a positive and significant effect
on the quality of customer relationship management and
customer loyalty. Also, the mediating role of customer
relationship management was confirmed.
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Sharing knowledge among managers helps the organization
in coordination between the strategies of different levels
and the power of change and adaptation.

Sbe 3)5 3l Gt oIS pan p ke 5ysles 5 B sbo)ls,
)38 o cuto il CRM cuidge 4
Buyer behaviors and consumer-driven innovation

positively affect customer feedback management and CRM
SUCCeSS.
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The effect of digital marketing on
customer behavioral intentions
through the mediation of customer
relationship management.
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Digital marketing has a significant impact on CRM and a
significant impact on customer behavioral intentions. CRM
mediates the effect of digital marketing on customer
behavioral intentions.
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Collaborative problem solving has a positive relationship
with quality and performance. Coordinating the
implementation of the interaction strategy between the
intensity of joint problem solving and the level of
interdependence reduces the positive effect.
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Innovation has a positive and meaningful relationship with
customers and can lead to the improvement of the
organization's performance.
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Figure 1- Conceptual model of the research
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Table 2- Descriptive statistics

i adlge lolesd i Slglyd
Variable Component Abundance Relative abundance
o) 39 73.58
s Female
Gender s
> 14 26.42
Man
o Ve 8 12 22.64
Less than 30 years
Jlo ¥ A o 14 26.42
s 095 Between 30-39 Years
Age category
JLo ¥ ¥R g 10 18.87
Between 40-49 Years
Jlooe o 17 32.8
More than 50 years
2 3 5.66
Associate degree
el 32 60.8
s B.Sc.
Education
) 16 30.19
M.Sc.
e 2 377
Ph.D.
o yroul-B9,5 90055 (39031 - Jgaar
Table 3- Kolmogorov-Smirnov test
St 5 . @ e -blﬁﬂc;.lﬂ.\a )
SIS e ° ;.’.'.fs) el S - b cidals il s Sl S0l Sl
Gy, . 6 o Sl e Sape & o ORI Innovation
Row Sledb! Customer Long term. Joint problem &y9kd orgifnlzatlon S capability
. . ] - ; erformance
Information sharing  involvement partnership solving Technology- p
based CRM
N 53 53 53 53 53 53 53
oSl 3.613 3.701 3.423 3421 3.669 3.518 3.670
Average
Jliro Slyc
Standard 0.707 0.718 0.697 0.696 0.848 0.776 0.847
deviation
KS oLl
e 1.400 1.678 1.685 2.057 3.971 3.268 3.719
Statistics
(_;)lbbm
0.004 0.009 0.000 0.002 0.000 0.000 0.000

Sig
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Table 4- Convergent validity and composite reliability of the questionnaire

o5 NNV KPS) EligyS Wi CR AVE
Number of questions  Cronbach's alpha
SleMbl g )li5S 1,5
kb ‘5_)]"\551)“_“‘ “ 3 0.849 0.894 0.593
Information sharing
S (2 5 3 0.842 0912 0.634
Customer involvement
& . - l X
se ik 51,3 . 3 0.855 0.872 0.755
Long-term partnership
S e 90 4 Al o 3 0.782 0916 0.743
Joint problem solving
gk &l snle L L3 e 3 0.815 0872 0618
Technology-based CRM
ol oSles 12 0.769 0781 0863
organization “s performance
gl ol 15 0.783 0.820 0.594

Innovation capability
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Table 5- Results of Fornell-Larker index for differential validity analysis
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s O > Sy Ml g e lojlwaSles ST
(& o Saesidy o i ¥ g N Innovation
Sl c e &obd organization s ¢apability
inf . _Customer Long-term Joint Technol performance
nformation involvement partnership problem echnology-
sharing solving based CRM
Szl 4
SleMb! 0.770
Information
sharing
Sydie (35 55
Customer 0.543 0.796
involvement
el ¢Sl
Long_term 0.478 0.639 0.868
partnership
g 4 dlae o
Sy 0.631 0.568 0.712 0.861
Joint problem
solving
L bl oo
al pgyde
s 0.529 0.662 0.325 0.351 0.786
S09
Technology-
based CRM
olojlw 3 Sles
performance
Soly bl
Innovation 0.702 0.310 0.441 0.648 0.559 0.678 0.770
capability
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Figure 2- Measurement Model
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Figure 3- Partial least squares technique of the overall research model
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performance of the organization.
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engagement and organizational performance.
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