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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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Digital marketing has a significant impact on CRM and a
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Table 2- Descriptive statistics
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Variable Component Abundance Relative abundance
< 39 7358
. Female
Gender R
4 14 26.42
Man
J Tl s 12 22.64
Less than 30 years
o T o 14 26.42
(s 055 Between 30-39 Years
Age category
Juo TR 10 18.87
Between 40-49 Years
Juo 0 Sl e 17 328
More than 50 years
o 3 5.66
Associate degree
e 32 60.8
M B.Sc.
Education 500
= 16 30.19
M.Sc.
5> 2 3.77
Ph.D.
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Table 3- Kolmogorov-Smirnov test
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23, . 7 e il S pis & ygu0 ’ : o Innovation
SleMbl Customer ! V) organization s fen
Row : Long-term Joint problem 829 capability
Information sharing  involvement . ; Technoloay- performance
partnership solving gy
based CRM
N 53 53 53 53 53 53 53
< Sileo
o 3.613 3.701 3423 3421 3.669 3.518 3.670
Average
Jeme Bl
Standard 0.707 0.718 0.697 0.696 0.848 0.776 0.847
deviation
KS oLl
L. 1.400 1.678 1.685 2.057 3.971 3.268 3.719
Statistics
l .
o blins 0.004 0.009 0.000 0.002 0.000 0.000 0.000

Sig




VYA bl (Sais fhass Jid 4 4295 b < b 0, es o yideo b bLS o g 50 (K02 9 9,5 oble
doludw 3 (oS 55 (2L 9 1,502 2y, —€ Jga
Table 4- Convergent validity and composite reliability of the questionnaire
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Number of questions  Cronbach's alpha
SleMb g i8S s
S ‘5_)1"\551)“_”‘ “ 3 0.849 0.894 0.593
Information sharing
e 65 5 3 0.842 0912 0.634
Customer involvement
Ode Al S5
s . 3 0.855 0.872 0.755
Long-term partnership
Sy & dlue
se g & dlus Jo 3 0.782 0.916 0.743
Joint problem solving
gl &y g snie b L e 3 0.815 0872 0618
Technology-based CRM
) ",L‘ij 25les 12 0.769 0.781 0.863
organization s performance
1o oL
ol el 15 0.783 0.820 0.594
Innovation capability
SR algy JoS sl S N-J e padli i -0 Jgso
Table 5- Results of Fornell-Larker index for differential validity analysis
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Syl el 59U organization s capability
. Customer Long-term Joint performance
Information involvement partnership Technology-
sharing problem based CRM
solving
&5l oy
el 0.770
Information
sharing
Sbo (5355 35
Customer 0.543 0.796
involvement
el eyl
Long-term 0.478 0.639 0.868
partnership
g 4 dlae o
S yudo 0.631 0.568 0.712 0.861
Joint problem
solving
L bl e e
al p e
L 0.529 0.662 0.325 0.351 0.786
&9
Technology-
based CRM
le)'lm b)fxla.c
performance
gl Colls
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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Copde 3 Sysls Cubl (65550 & dad o (L5 @bs oy
2 Sobliae g Cute jolay de ot €85 (gyuie b bl

Sy by bl o e gl 039,135 151 S genS o) 5,8 0es
Gl (sydo b Coto dlayly baas gl Sl 3)SKs, S

S 5 4o g oy
YU ol il g cuwl 033bag; )6 cuiS 4SSl 4 dn g
590 oyl Bblie yiin ;0 2B adgi g0l o cel s Jlisay
L)l Bussaly Lol gracsss jl (S cwl ad)S )8 as g
5 598 olyiie s Cou woye pl o colsy Lildl & ds g
o e ailhe 0 555yl gl )3 bl e b b Dl

ol 025 15 Jgan > Jho 258 sladnd ) 0] @l

VA 5l 5855 Lalsy (oales (sl Toylal laide 4l & g b
20> A0 (bl gaw j3 Jae ()8 sladns)d alS sl o
Olsie b b5 Copte (slodille oy | cnizren Nigd oo Aol
o pd b S gt Ao Jo jasito clojlu 3 Slas 1) 13U (g ik
Wb oyito b b)) o pie qgdm slaasy )b +/5A0 L5t
WU cups b oresly eSls OV 15U coys b ygld
Gy Ve b cope b giie (5 W5 ¥
o9eil @b 2yl A LSl cops b cledbl (6 ISl
ol 0dd &)1 A S5 0 il Lol 4us )8

i ol dns b sl VRS 3l 3550t o lel 4l 4 dsgs |
29850 b



V¥ 5l o oyl KA slo (6 559LiS dnwgi g obadl s s VY'Y

5 Cogly 4 QU Bagds 5 Ghoel sl wlasliul ol
Qb Phe bl I Wlg e plesle 3 (gyely Kimys sl
5 500K by Ml zslyay (SIS a8 lagme sl ppiman
0,8loe > aze B dgups Slg¥ o )lIS STyzblay by b
byl 5 cleMbl (6ysls 55, ol oyl sl sl lojls
O Ml Pl g ()len 4 329405 <0l yidie b Glojlo (493
ey (ot 9o (sl by b plojl calisie (slasaly
Sodin )l STilay s b g (BuSAy 358
Cogl Jpame drwgs Jolpe 3 1) ol o8)lie il
Obpude Gl oMbl cdlbyy L wilg e (BuSly ke
Sinlan (gmio o b caslize bl b bl 5 1y 568 slageyslss

ot T L e A A i P E
Infomnation Sharing

i Moderating Effect
1

oS s peite 4 d2gi b lojle 3Sles  (gyie b bLS)
b bl )3 opgly oo G5 s b U sl 00l (s o9l
sl 5 @B (B Ag JLd] )3 (Lo g pel> o805 S g ke
o 4y colal )3 23 )18 (65y5liS 0j5> )5 Al sl g
o pcse e laan )bl plaS a

b olysie b leMol ()5 ST il (Siagh guls polol
D) o)l gime e Ll lojle 5,8des g9y g VA Cyps
)91944 PYY ayd b gyl B puine st aaly o) Cppiman
e S b (6ol cubls 31 g 0 bas Cute
5 Sl SIS sl g datly il GBI jlee Bl
b ansyd cpl doess b o (I8l /EVY im0 4y <8 0 5 Shas
Spiiny .l oswed (Rahim Nia et al., 2014) claass
o 586 ()l SBCULE Coghs 5 dnog L S b 05 0
5 Siydely iy Gwliel ) 5 Slee p cleMbl (6,385 ilay

ML PR RPTPL NP |—‘CI\\

Jaint problem solving _,,--""f

e b L B )y e
SofB g
Tachnology-based CRL

a1z |"M3-
""'_:L?E —"'--,,HA 1-1.2
| '4—3.565 5.40
42259 ""'-—- :
a1s
l_-— 0
e

O haoderating Effect
]

hoderating Effect
4

EFEnISNT
Innowation capzahility

Syl g9 SWST b dg3s IS Jo t-value o,lo] —€ JSG
Figure 4- t-value statistics of the research model with bootstrapping technique



VY el (Soiss Jrass (i & 495 b &8 2 0 ,50es 1 o3 yideo b bLS,5f e 13T oy 1000 998 (ol

Jo (£ 8 GLrans 8 (ig03l gl -1 Jgur
Table 6- Test results of sub-hypotheses of the model

56 WiT e

.o -~ e ] "

g e o963l

Hypothesis Impact T

factor statistic Test

result
) lojlo 3,Skas s (6l ine g o il leMbl ¢ i8Szl 0,518 4470 FUESERW
Information sharing has a positive and significant effect on the performance of the organization. ' ' Confirmed
)1 lajles 3,80as 5 (6l ne g o Wb (cymte (13,5 15 0410 5514 FUESERW
Involving the customer has a positive and meaningful effect on the performance of the organization. Confirmed
3y lojlo 3,Shas s (6l xe g Cute 5l Carerily ST 0.430 6.632 asy Aol
Long-term partnership has a positive and significant effect on the performance of the organization. ' ' Confirmed
231 lojlo 3,Shas (6l ixe g Cute 3l S ytie &)yg0t dlus o 0.658 8816 FIESERW o
Solving problems jointly has a positive and meaningful effect on the performance of the organization. ' ' Confirmed
) lojl 3,Shas (6 sine g Cute 5l ()old 4l p (sytie b bli)l cypte o

Customer relationship management based on technology has a positive and significant effect on the 0.577 7.092 S
o Confirmed

performance of the organization.
S o b ()b me g St joboas |y lojle 3,Slas g cleMbl (6 IS jmildy o dasl,y (5y9l95 bl i i
Innovation capability positively and significantly moderates the relationship between information 0.622 8.442 Confirmed
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