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Investigating the Impact of Product Innovation on Pricing with the Mediating 
Role of Market Intelligence (Study of Small and Medium Companies Acting in 
Arvand Free Zone) 
 
 
Abstract 
 
The purpose of this study is to investigate the effect of product innovation on pricing with the mediating 
role of market intelligence (studied by small and medium companies operating in the Arvand Free 
Zone). The statistical population of this study includes managers and experts of small and medium 
companies in Abadan. There are a total of 59 active companies in Abadan city, so the statistical 
population includes 118 people, due to the limited without a statistical population, the whole population 
was selected as the sample size by available sampling. The descriptive research method is a 
correlational survey with reference to the path analysis method. The research tool is a questionnaire 
taken from Falahat's (2020) research. The evaluation of the proposed model was performed using the 
path analysis method and the bootstrap method was used to test indirect relationships. The results 
showed that all coefficients of direct and indirect paths between variables were significant and product 
innovation affects pricing with the mediating role of market intelligence in small and medium 
companies operating in the Arvand Free Zone. 
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Introduction 
The scope of choosing strategies for organizations is highly 
extensive. Among such strategies, pricing is the most 
significant component of the business model, and decisions 
about it have a great effect on profitability. (Kotler, 2000). 
Pricing plays a key role in the market arena. The reason for the 
significance is that the price status is related to all sectors such 
as production, margin, profits, etc., and finally is the sector 
which generates revenue. Indeed, the company can manage 
other costs including production, sales promotion, and product 
positioning through this sector. Product pricing is an essential 
and complex issue that requires an interaction between supply 
and demand. Furthermore, the real value of the product and the 
value that the buyer considers for the product should be well 
considered in this sector. For example, very high or very low 
pricing for a good product can lead to market failure. Most 
companies merely focus on promotional activities and 
calculate pricing just at the final cost of the product to skip it 
easily. Nevertheless, the appropriate method for this sector can 
have a significant effect on product sales, product 
development, and the overall future of the company. If you 
intend to know why pricing is so significant (Dehban, 2019). 
Nowadays, all organizations including for-profit or non-profit 
organizations aim to bring their performance to the desired 
level. Product innovation is one of the factors affecting this 
issue (Geldes & Felzensztein, 2013). Product innovation is the 
result of searching for technological competitiveness and 
market-oriented innovations. The lack of innovation has 
limited organizations to their previous products, making old 
products unable to gain market share, sales, and more profits 
(Osgoui and Valizadeh, 2017). 

In line with being innovative, market intelligence is of great 
necessity. The creativity of managers and employees is 
significantly reduced without this tool. 
 
 
 
 
 
Market intelligence means awareness of the performance of 
competitors and is an essential part of managing a successful 
business. In addition, it explains a set of activities and presents 
a view of the market using the existing information resources 
by which the company can understand the things happening in 
the market, the existing problems, the activities of competitors, 
the activities of customers or consumers (e.g. social media), 
and the probable potential of the market for new goods or 
services according to the past activities and response. In 
general, market intelligence improves performance by using 
competitive advantage in market information management, 
organizational learning, and intellectual capital. Part of the 
special privileges that market intelligence provides to the 
managers is that they can identify and enhance the exploitation 
of external opportunities and also strengthen nationalization 
(Falahat et al, 2020). It was decided to conduct this study due 
to the research gap in the field of these three factors, as well as 
their special significance in the field of market, and the survival 
of entrepreneurs in this field. 
Razavi (2018) believed that innovation provides the possibility 
of increasing profits and market share of companies and also 
leads to higher economic growth. The concept of innovation 
has recently evolved to a large extent the recent years. The 
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result of changes in the concept of innovation is the 
internationalization of companies as one of the major factors 
which explain innovation. After the changes based on 
innovation, the experts found that innovation is not merely a 
function of tangible forms, but is one of the main factors 
determining the realization of innovation for the 
internationalization of companies. In this study, different 
theories and opinions of experts were used to realize that 
innovation is one of the most significant aspects of a company 
and is also complemented by the internationalization of small 
and medium companies to obtain an appropriate market for 
innovation (Razavi, 2019). 
Hejazi (2018) conducted a study entitled "The relationship 
between customer orientation and competitive intelligence." 
Customers are certainly one of the most significant assets of 
most organizations. In order to grow and survive in the field of 
economic competition, companies and organizations should 
pay special attention to customer orientation and enhance their 
relationship with the buyers of their goods more than ever. In 
new business and marketing processes, obtaining customer 
satisfaction plays an important role in the goals of companies, 
and senior managers know well that their success in achieving 
the goals of the organization is dependent on customer 
satisfaction. Moreover, focusing on all customers can increase 
the costs of the organization. Increasing competitive 
intelligence, customer satisfaction, increasing sales potential, 
and maintaining customer loyalty have been all regarded as 
important in terms of strategy for business success. In order to 
improve and exploit customer relationships, competitive 
intelligence system tools are applied for helping customer 
relationship management systems to focus on decision support, 
market research, target marketing, customer service, and 
customer development in terms of goods and services.  
Competitive intelligence leads to an increase in customer 
orientation and customer relationships with the company and 
organization (Hejazi, 2018). According to Bagheri (2016), the 
emerging business environment is highly dynamic and only the 
competitively superior companies are successful in achieving 
a sustainable market. Companies and their strategic system 
environment should be constantly monitored by the 
environment, which requires a great deal of information. Such 
information can be processed intelligently and automatically 
with the help of business intelligence systems and be turned 
into valuable knowledge for effective decision-making. 
Product pricing decisions are regarded as the main core of any 
business and can have a direct effect on a company's marketing 
strategy (Bagheri, 2016). 
Wahabzadeh Monshi et al. (2017) argued the unstable and 
complex environment, increasing competition, rapid changes, 
technological advances, increasing communication, and rapid 
information exchanges can distinguish today's world of 

companies and organizations from the world of decades ago. 
Competitiveness is one of the characteristics of today’s 
successful companies today and also the lack of this feature is 
the obvious feature of unsuccessful companies. In this study, 
the researchers investigated the effect of marketing capability, 
innovation, and learning on the competitive advantage and 
pricing of Iran Khodro Company products in Tehran. The 
results indicated that marketing, innovation, and learning 
capabilities have a significant positive effect on competitive 
advantage and price. Heydari (2016) carried out a study on the 
relationship between market intelligence and product 
innovation in small and medium companies in Sanandaj. The 
results of structural equation modeling revealed a significant 
relationship between the dimensions of marketing intelligence 
and product innovation in small and medium companies. 
Song et al. (2021) performed a study entitled “Dynamic 
innovation and pricing decisions in a supply chain”. This study 
evaluated dynamic innovation and pricing decisions in a two-
tier supply chain and modeled a distribution channel where the 
seller sells a product to an independent buyer who finally sells 
it to customers. He refers to innovation as the efforts made for 
improving product quality or process and both actors can make 
their efforts on innovation over time and increase product 
goodwill in the market. Product demand increases with 
goodwill but decreases with the retail price. In addition, 
innovation efforts can leave a positive or negative effect on the 
cost per unit of product processing at the end of the upstream 
company. 
Bucarey et al. (2021) conducted a study on product pricing 
models and algorithms with the customers requesting various 
opinions. If the total price is lower than or equal to the budget, 
we can analyze a product pricing problem with customers 
having a single mentality and are each interested in purchasing 
a package of products. The seller aims to maximize the total 
revenue and we assume that supply is unlimited for all 
products. They help the lost literature by providing some 
mathematical formulas for this price problem of the software 
package (Booker et al., 2021). Yu et al. (2021) investigated the 
pricing strategy in the innovative market of products and 
services. The available studies mainly focused on pricing in 
major markets or after-sales markets. However, the prices in 
major markets and after-sales markets are closely interrelated. 
This study evaluated a common pricing strategy in main 
markets and after-sales markets based on customer 
profitability and created a pricing model for companies to 
maximize profits. The obtained results indicated that the 
excessive prices in the market are the customer's myopia, while 
the company's incentive to avoid customer myopia is 
dependent on the pricing strategy. A quantity and price 
contract in the after-sales market was designed for increasing 
the company's profit. 
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Falahat et al. (2020) conducted a study entitled “Product 
innovation, market intelligence, pricing, and marketing 
communication capabilities as the driver of international SME 
performance. The competitive advantage of small and 
medium-sized companies (SMEs) is known as a significant 
issue for researchers dealing with SME internationalization. 
Previous studies have discussed the role of corporate 
competitive advantage as a determining factor of international 
performance, but few studies have analyzed the factors 
determining the corporate competitive advantage and its 
potential mediating role in the relationship between 
organizational capabilities and SME international 
performance. In this study, four basic export capabilities 
including market intelligence, product innovation, pricing, and 
marketing communications were assumed as the determining 
factors of competitive advantage for exporting SMEs. Based 
on a sample of 119 Malaysian SME exporters and the use of 
the partial least squares structural equation model (PLS), it was 
indicated that the above-mentioned three capabilities lead to a 
competitive advantage. 
Furthermore, the results revealed that competitive advantage 
only acts as a mediator between pricing capability and 
international SME performance. The main conclusion of this 
study can be valuable for SMEs and startups which aim to 
discover opportunities in foreign markets. 
 Soni et al. (2020) studied artificial intelligence in business 
from product innovation to market deployment. In recent 
years, the emergence of many smart products and services, 
their commercial availability, and socio-economic effect can 
be observed. The question now is whether the current 
emergence of artificial intelligence is merely a drug addiction 
or changes the world's ability. This study evaluated a wide 
range of artificial intelligence (AI) consequences and deeply 
deals with the positive and negative effects on governments, 
communities, companies, and individuals. In addition, this 
study investigated the general effect of artificial intelligence 
from research and innovation to deployment. This study 
evaluated the scientific achievements and innovative 
innovations in the field of artificial intelligence, as well as their 
effect on entrepreneurial activities and consequently on the 
global market. Moreover, this study examined the factors 
playing a role in AI progress. To explore entrepreneurial 
activities in the field of artificial intelligence, there are two lists 
of the top 100 AI companies. The obtained inferences 
generally provided a better understanding of innovations and 
the effect of artificial intelligence on jobs and society. In 
addition, it provided a better understanding of how artificial 
intelligence changes business operations and the global 
economy. 

KaterinaBožič (2019) conducted a study entitled "The use of 
business intelligence and analytics, innovation duality and 
corporate performance: An outlook of dynamic capabilities." 
In order to survive in a dynamic and highly competitive 
business environment, companies have to simultaneously 
introduce growing and fundamental innovations. It has been 
recognized that business intelligence and analytics (BI&A) can 
support innovation and provide organizational value, the 
literature provides a limited understanding of its effect on 
balancing various innovation activities and ensuring the 
achievements of performance. In this study, he evaluated the 
relationship between the use of BI&A, innovation duality, and 
corporate performance by relying on the theory of the IS value 
creation process and the dynamic capabilities. He tested this 
model using the data collected from medium and large 
companies in Slovenia by using partial least squares modeling. 
The results indicated that the use of BI&A is positively related 
to a successful balance between exploratory and exploitative 
innovation activities which increase corporate performance. 
The results indicated to show that innovation duality of 
increases in two ways: indirectly by interacting with the 
corporate absorptive capacity and directly by increasing the 
possibility of faster testing while offering products or services 
and increasing the value prediction of new goods or services. 
Madan Dhanora et al. (2017) conducted a study entitled 
"Nonlinear effect of product and process innovations on 
market power: A theoretical and experimental study". An 
innovative company obtains market power either by creating 
distinctive products through product innovation or by 
increasing productivity through process innovation. Based on 
the theoretical model, the researchers assumed an inverse U-
shaped relationship between technological innovation and 
corporate market power. Due to the product innovation of 
companies, creative destruction reduces the market power after 
an optimum point of development and the high cost of 
implementing new processes can reduce the benefits of 
companies beyond a certain level. Experimental findings based 
on Indian pharmaceutical companies approve the inverse U-
shaped relationship between technological innovation and 
market power operated with the Lerner index. The results are 
stronger than the measurement of market power alternative, i.e. 
profitability. Identifying such a non-linear relationship 
between technological innovation and market power can help 
managers in reviving the structure of innovation investments 
to avoid the reduction of benefits. Based on the literature 
reviewed in this study and the research background, a detailed 
model based on three variables is presented and a conceptual 
model in Fig. 1 is presented to study the research hypotheses. 
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Fig. 1: Conceptual model of the study (Falahat, 2020) 
The present study aimed to investigate the effect of product 
innovation on pricing with the mediating role of market 
intelligence (a case study of small and medium-sized 
companies in the Arvand Free Zone). In this study, product 
innovation was an independent variable and pricing was a 
dependent variable while market intelligence was the 
mediating variable. 
Research hypotheses 
Main hypothesis 
The product innovation process has a significant positive effect 
on pricing with the mediating role of market intelligence. 
Sub-hypotheses 
Product innovation has a significant positive effect on pricing 
in small and medium companies in Arvand Free Zone. 
Product innovation has a significant positive effect on market 
intelligence in small and medium companies in Arvand Free 
Zone. 
Product innovation has a significant positive effect on pricing 
with the role of market intelligence in small and medium 
companies in the Arvand Free Zone. 

Method  
This study was descriptive in terms of the data collection 
method because its objective was to describe the studied 
conditions or phenomena. In addition, since this study 
evaluated the relationship between variables, it was also 
considered a correlational study. The present study was applied 
in terms of objective because its results could be used for all 
small and medium-sized companies. The population of this 
study included the managers and experts of small and medium 
companies in Abadan. In general, there were a total of 59 active 
companies in Abadan, Thus, the population included 118 
subjects and the whole population was selected as the sample 
size by convenience sampling due to the limited population. 
The research tool was a questionnaire taken from Falahat’s 
study (2020). The structural equations technique was used to 
test the hypotheses and the overall fit of the model was 
conducted using AMOS software. 
Findings  
Descriptive statistics of variables 
 

 
Table 1. Descriptive statistics of variables 

Maximum score Minimum score Standard deviation Mean  Variables  

115.00 77.00 7.49966 92.5847 Product innovation 

156.00 99.00 12.64391 1.2530E2 Pricing 

173.00 108.00 15.23782 1.3475E2 Market intelligence 

 
The table above presents the descriptive statistics of the 
research variables, indicating the descriptive parameters for 
each variable separately. These parameters mainly involve the 
information related to the measures of central tendency such as 
maximum, minimum, mean, and information related to 
dispersion indicators like standard deviation. Mean is the most 
significant measure of central tendency which shows the 
equilibrium point and center of gravity in distribution and is an 
appropriate index for showing the centrality of data. For 
instance, the average product innovation is 92.5847, indicating 
that most of the data related to this variable are focused around 
this point. In general, dispersion parameters aim to determine 

the dispersion of data with each other or their dispersion rate 
relative to the mean. Standard deviation is one of the most 
important dispersion parameters. The value of this parameter 
for the pricing creation variable is equal to 12.64391. 
 
Tetsing the normality of data 
 
 
The skewness coefficient and kurtosis coefficient are used for 
evaluating the normality. The absolute value of the skewness 
coefficient of more than 3 shows the violation of the normality 
of data. The absolute kurtosis of more than 10 is problematic 
in data analysis and the absolute kurtosis of more than 20 

Product innovation 

Market intelligence  

Pricing  
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causes serious problems. In the present study, the skewness and 
kurtosis of the variables were used for the variables to be 

normal. Table 4-5 presents the results of testing the normality 
of variables. 
 

Table 2. Normality of data 

 
 
 
 
 
 
 
 
 
 
 
 
 
As the table shows, the skewness and kurtosis of all the 
variables are between +2 and -2, confirming the hypothesis on 
the normality of data. 
 
Lack of multicollinearity 
If the two predictor variables have a high correlation with each 
other, for instance, 0.90, they can explain the equal variance of 
the criterion variable. This condition is known as 
multicollinearity. This is a significant phenomenon that should 
be avoided in multivariate analysis tests. The tolerance 
statistics and variance inflation factor can be used to 

investigate multicollinearity. Tolerance statistic is a ratio of 
total variance which cannot be explained by other variables but 
is calculated using the formula 1- R2. The tolerance values 
range from 0 to 1 and the lower values of the tolerance 
parameter show stronger relationships between the 
predictor variables. If the size of tolerance is in the range 
of 0.4, there should be no concern, but if it is in the range 
of 0.1, it can be problematic. As the tolerance is closer to 1, 
it shows less probability of multicollinearity. 
 
Independence of errors 
Durbin-Watson test was used for the independence of errors. 
 

 
Table 3. Independence of errors 

Model R R Square Adjusted R 
Square 

Std. Error of the 
Estimate 

Durbin-Watson 

1 .993a .966 .966 3.02705 1.982 

Based on Table 4-6, the value obtained by Durbin-Watson in 
this study is 1.982 and because this value is in the range of 1.5 
- 2.5, it shows the assumption of the independence of errors. 
 
Construct validity 
In the methodology of structural equation modeling, it is first 
required to study construct validity to determine that the 
selected items have the essential accuracy for measuring their 

desired variables. For this purpose, confirmatory factor 
analysis (CFA) is used. The factor loading of each item with 
its variable has a t value of more than 1.96 In this case, this 
item has the required accuracy for measuring the construct or 
latent variable. The tables below show the factor loading 
values for the items of each latent variable. 
 
 

 
Table 4. Confirmatory factor analysis (factor loading values and t value) for product innovation  

Variable  Item  
Factor 
loading   

Standard error T statistics 

Product innovation 

8Q 0.606927 0.055711 10.894103 

9Q 0.567940 0.077526 7.325828 

10Q 0.711512 0.051662 13.772454 

Descriptive index 
variable 

 
Skewness  

 
Kurtosis  

Product innovation .830 .352 

Pricing -.740 -.231 

Market intelligence -1.152 -.363 
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Table 5. Confirmatory factor analysis (factor load values and t value) for pricing  

Variable  Item  Factor loading   Standard error T statistics 

Pricing  
 

Q16 0.730282 0.037891 19.273087 

Q17 0.508156 0.062392 8.144583 

Q18 0.542952 0.059260 9.162197 

Q19 0.720025 0.039456 18.248990 

 
 
 
 
Table 6. Confirmatory factor analysis (factor loading values and t value ) for market intelligence 

 
All of the items have a t-statistic of more than 1.96, thus none 
of the items are removed from the model. Thus, we continue 
with all of the items (questions) and evaluate the model. Based 
on factor loading, the index with the most factor loading has a 
higher share in measuring the relevant variable and the index 

with smaller coefficients has a smaller share in the 
measurement of the relevant construct. 
 
 
Convergent reliability and validity 

 
Table 7.  AVE values and reliability indicators 

Variable  
AVE 
(>0.5) 

Composite 
reliability 
(>0.6) 

Cronbach's 
alpha (>0.7) 

Coefficient of 
determination 

Product innovation 0.696506 0.873146 0.782740 0.112286 

Pricing  0.680502 0.913993 0.882619 0.609084 

Market intelligence 0.772521 0.944357 0.926458 0.598525 

 
The reliability coefficients are indicated in the table below. In 
the model, all of the model constructs have high composite 
reliability and are higher than the standard index of 0.6 
introduced by Bagozi and Yai (1988).   .Composite reliability 
shows the high internal reliability of research data. In addition, 

a value of Cronbach's alpha higher than 0.7 (Cronbach, 1951) 
reveals acceptable reliability. 
 
 
Divergent validity 

 
Table 8. Divergent validity 

Innovation 
capabilities 

Marketing 
capabilities 

Market orientation - 

  0.751 Product innovation 

 0.834 0.453 Pricing  

0.789 0.449 0.515 Market intelligence 

 
The table shows that the square root of the latent variables 
located in the cells of the main diameter related to the matrix 
is more than the correlation between them which are arranged 

in the lower and left cells of the main diameter. Thus, this 
criterion can be regarded as acceptable and the appropriate 
divergence validity of the model can be confirmed. 

Variable  Item  Factor loading   Standard error T statistics 

Market 
intelligence 

20 Q 0.545877 0.050708 10.765105 

21Q 0.683144 0.075039 9.103835 

22Q 0.804007 0.028436 28.274262 

23Q 0.852844 0.027048 31.530501 

24Q 0.819683 0.023985 34.174118 
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Findings of hypotheses 

In order to evaluate the proposed model of this study, the path 
analysis method was used in AMOS software. 

 
 
Fig. 2: Path of the fitted model 
 
First hypothesis 

- -  Product innovation has a significant positive effect on 
pricing in small and medium companies in Arvand Free 
Zone. 

Table 9.  Inferential statistics of relationships between variables 

Variables Standard coefficient 
)Beta ( 

Standard 
deviation 

Critical 
ratio 

Significance 
level 

Product Innovation  
Pricing 

0.060 0.063 3.949 0.043 

 
Based on the table above, product innovation has a significant 
positive effect on pricing (P <0.05, β = 0.060). As a result, the 
first hypothesis of this study is confirmed. 
Second hypothesis 

Product innovation has a significant positive effect on market 
intelligence in small and medium companies in Arvand Free 
Zone. 
Table. Inferential statistics of relationships between variables 

Variables Standard coefficient 
)Beta ( 

Standard 
deviation 

Critical 
ratio 

Significance 
level 

Product innovation  Market 
intelligence 

0.533 0.123 12.428 0.043 

 
 
Based on the table above, product innovation has a significant 
positive effect on market intelligence (P <0.05, β = 0.533). 
Therefore, the second hypothesis of this study is confirmed. 

 
Third hypothesis 
Product innovation has a significant positive effect on pricing 
with the mediating role of market intelligence in small and 
medium companies in the Arvand Free Zone. 

 
Table 11. Inferential statistics of relationships between variables 
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Variables Standard coefficient 
)Beta ( 

Standard 
deviation 

Critical 
ratio 

Significance 
level 

Product innovation  Market 
intelligence 

0.533 0.123 12.428 0.043 

 
The table above shows that product innovation has a significant 
positive effect on market intelligence (P <0.05, β = 0.533). 
Therefore, the second hypothesis of this study is confirmed. 
 
Hypotheses related to the indirect relationship between 
research variables 
 
There is an indirect path in the present study. Here is the 
evaluation of the indirect hypothesis by considering the path 
coefficients obtained in the model. The findings related to the 

estimation of path coefficients are shown in Table 12. Based 
on the findings, we evaluate the research hypotheses. 
 
In order to test the intermediary relationships, the bootstrap test 
was used in the Macro, Preacher, and Hayes test (2008), the 
results of which are presented in the table below. This table 
indicates that the results of the bootstrap test are significant for 
all intermediary paths at the P <0.05 level. In addition, the 
confidence interval is 0.95. Since zero is out of the safe 
distance on all of the paths, all assumed the intermediary 
relationships are significant. 

 
Table 12.  Bootstrap results in Macro, Preacher, and Hayes test for all intermediary paths 

Indirect relationships 

Independent 
variable 

Intermediary 
variable 

Depended  variable Bootstrap P 

Product innovation Market intelligence Pricing  0.146 0.009 

 
Third hypothesis: Product innovation affects pricing with the 
mediating role of market intelligence in small and medium 
companies in the Arvand Free Zone. 
Based on Table 12, the path coefficient between product 
innovation and pricing mediated by market intelligence is β = 
0.146, which is significant at the P <0.009 level. As a result, 
the research hypothesis is confirmed. 
 
 
 
Conclusion  
Based on the analysis of hypotheses in this study, product 
innovation has an effect on pricing with the mediating role of 
market intelligence in small and medium companies in the 
Arvand Free Zone. Innovation is regarded as one of the best 
tools for business reform. Companies should study the market 
structure of the intended country and improve their business 
through innovation according to its coordinates. Undoubtedly, 
non-targeted innovation will not help them. In recent years, the 
companies that have been interested in developing their market 
have paid excessive attention to emerging countries. These 
companies should pay close attention to one significant issue 
and should change their approach to innovation. For most 
companies acting in Western markets, innovation means 
offering new products with more advanced capabilities and 
higher prices. However, products should be appealing to 

millions of underprivileged customers in emerging countries. 
Such an appeal can be either the application of new technology 
or the possibility of applying the existing technology which 
had not been already available. In these markets, another kind 
of innovation is required. Companies should take advantage of 
"affordable innovation". It is an approach that is not easy to 
implement. Remember that reasonable prices play an axial role 
if you aim to innovate for customers at the bottom of the 
"purchasing power pyramid". Companies should the right price 
for purchases according to their customers. Sometimes, 
companies get surprised when they find the right answer to this 
question because pricing based on "price point" includes a 
small percentage of prices in Western markets. The price point 
refers to the price at which the demand for that product is 
predicted to be at its maximum point. In Western countries, 
customers follow a purchase pattern with more volume to use 
the volume discount. A method that has no place in emerging 
countries. Market intelligence explains a set of activities which 
use the available information resources to provide a view of 
the market to help the company understand what is happening 
in the market, what competitors do, what customers or 
consumers do (e.g. social media), and what are the probable 
market potentials for new products or services according to the 
past activities and responses? Generally, market intelligence 
can be divided into two areas according to the data source: 
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 Market intelligence based on external data 

 Review of social networks 

 Market intelligence based on internal data 
 
The last two groups are redefined as big data. However, market 
intelligence is used for referring to the collection and analysis 
of external information such as analysis of reports, 
competitors' financial data, as well as the review of 
publications or social networks. In marketing intelligence, no 
attention is paid to internal information which provides 
outlooks into the market and customer behavior and is more 
focused on the resources such as databases, lists of potential 
customers, website activities, transaction history, loyalty cards, 
etc. This study is consistent with the results of the study by 
Bagheri (2016) and Falahat et al., (2020), thus it is explicitly 
confirmed. 
Acknowledgments 
None. 
Conflict of interest 
None. 
Financial Support 
None. 
Ethics Statement 
All Permissions to conducting this research has been 
approved 
.. 
 

References  
 
Bagheri, Seyedeh Elham, Fazlollah Tabar, Hamed, 2016, Product Pricing 
with the Help of Business Intelligence, International Conference on 
Management and Accounting, Tehran. [persian] 
 
Barghi Osgooi, Mohammad Mehdi, Valizadeh, Somayeh, 2017, The Impact 
of Improving the Business Environment on Foreign Trade: A Case Study of 
Iran's Major Business Partners, International Business Management 
Quarterly, pp. 25-44. [persian] 
 
 Heidari, Hassan Ali, Bigleri, Heshmatollah, 2016, The relationship between 
marketing intelligence and product innovation in small and medium 
enterprises in Sanandaj, the first international conference on 
entrepreneurship, creativity and innovation, Shiraz. [persian] 
 
Dehban, Mehdi, 1398, Pricing in 4P marketing mix. [persian] 
 
Shafei, Reza, Kafcheh, Parviz, Darvand, Fateh, 2014, Study of pricing 
strategies and its relationship with marketing capabilities in manufacturing 
companies, Business Strategies, Volume 21, Number 4, from page 47 to page 
62. [persian] 
 
Shabanian Dehkordi, Nahid, Nozari, Iraj, 2014, The Impact of Pricing 
Strategy in Competitive and Exclusive Markets, The First National 
Conference on Futurology, Management and Development, Shiraz. [persian] 
 

Gholipour, Samaneh, Masoumzadeh Zavareh, Abolfazl, 1396, Identification 
and evaluation of factors affecting the choice of pricing strategy in food 
industry, agricultural economics and development, 25, No. 99. [persian] 
 
Meuse, Marius, 2010, translated by Masoumeh Pourjafari Moghadam, 
Economic Journal - Monthly Review of Economic Issues and Policies, Nos. 
7 and 8, pp. 87-106. [persian] 
 
Vahabzadeh Monshi, Shadan, Shah Mansouri, Ashraf, Mazidabadi Farahani, 
Nooshin, 2017, The Impact of Marketing Capability, Innovation and 
Learning on Competitive Advantage and Pricing of Iran Khodro Company 
Products, 2nd International Conference on Management Cohesion and 
Development Economics, Tehran. [persian] 
 
Bucarey, Víctor, Elloumi, Sourour,  Labbé, Martine, Plein, Fränk, 2021, 
Models and algorithms for the product pricing with single-minded customers 
requesting bundles, Computers & Operations Research. 
Falahat, Mohammad, T.Ramayah, Soto-Acosta, Pedro, Yan-YinLee, 2020, 
SMEs internationalization: The role of product innovation, market 
intelligence, pricing and marketing communication capabilities as drivers of 
SMEs’ international performance, Technological Forecasting and Social 
Change. 
Geldes, C. & Felzensztein, C. (2013). Marketing innovation in the 
agribusiness, sector: Academia Revista Latinoamericana de Administracion, 
26(1): 108–138 . 
Kotler, P. (2000). Marketing management: analysis, planning, 
implementation & control. New Jersey: Englewood Cliffs, Prentice-Hall Inc. 
10th ed. 
McDowell, W. C. Peake, W. O. Coder, L. & Harris, M. L. (2018). Building 
small firm performance through intellectual capital development: Exploring 
innovation as the “black box”. Journal of Business, 142(2): 325-343. 
Priporas, V . Vassilis, Z & Lampros, G , 2005,  Competitive Intelligence 
activity: Evidence from Greece Constantinos”, Journal of Marketing 
Intelligence & Planning, Vol. 23 No. 7. pp. 659-669 . 
Song, Jian, Chutani, Anshuman, Dolgui, Alexandre, Liang, Liang, 2021, 
Dynamic Innovation and Pricing Decisions in a Supply-Chain, Omega. 
Soni, Neha, KhularSharma, Enakshi, Singh, Narotam, Kapoor, Amita, 2020, 
Artificial Intelligence in Business: From Research and Innovation to Market 
Deployment, Procedia Computer Science, Pages 2200-2210. 
Stefanikova,lubica,masarova,gabriela, 2014, the need of complex competitive 
intelligence,procedia-social and behavioral sciences,vol 110,669-677 
XiaYu, XieJi ping, ZhuWeijun, LiangLing, 2021, Pricing strategy in the 
product and service market, Journal of Management Science and 
Engineering. 

  
 


