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Abstract
The aim of this research is to know the role of competitive intelligent network on business performance with the mediating role 
of marketing capabilities and competitive advantage of home appliance manufacturing companies located in industrial towns 
of Isfahan province. This research is practical in terms of its purpose, and it is descriptive-survey in terms of data collection. Its 
statistical population was 500 people related to the subject, based on Morgan’s table, 217 people were selected as a statistical 
sample. The measuring instrument of this research is a questionnaire that was examined in terms of validity and reliability. After 
collecting the questionnaires, the data were analyzed using the structural equation modeling method with the partial least squares 
approach with the help of SPSS21 and Smart PLS2 statistical software. According to the results of the research, it is suggested to 
use advanced and up-to-date systems, timely services, provide innovation in order to identify the needs of customers and discover 
creative opportunities in the importance market and obtain new information from customers and suppliers in the market and 
its effect on the performance of the companies. be evaluated. It is also suggested to use intelligence strategies and competitive 
intelligence networks more.
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1. Introduction
In recent years, competitive intelligence has become one of the 
important concepts of management and has been associated with 
large companies. A smart company understands the competitors’ 
strategy better and faster and learns from their failure and success, 
making it possible for managers to have a competitive company 
with high competitive power. The competitive intelligent network 
is a commercial tool that helps the strategic management process 
in organizations and increases business performance through 
increasing knowledge, internal communication and the quality of 
strategic plans. In this era, it is necessary to create a competitive 
environment and empower manufacturing companies to participate 
in a competitive environment. And in this situation, companies 
and enterprises have the ability to achieve high competitive 
power that benefit from intellectual capital and intelligence, 
especially competitive intelligence. The Professional Association 
of Competitive Intelligence states that competitive intelligence 

is a systematic process of collecting, analyzing, and managing 
external information that affects a company’s plans, decisions, and 
performance. Companies with high competitive intelligence extract 
and analyze the information of competing companies and use the 
results for strategic decisions. Today, the desire for competitive 
intelligence and its actions is growing day by day according to 
the competitive conditions of the market and rapid environmental 
changes, and the strategic entrepreneurship paradigm is one of 
the main solutions for improving the performance and growth of 
organizations.

The more information an organization can obtain from competing 
organizations, the more likely it is to formulate and implement 
effective and successful strategies. Therefore, tracking, 
understanding and reacting to competitors is considered as a special 
aspect of marketing activity and it is necessary for organizations 
to implement an effective program called competitive intelligence. 
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In this way, the success of organizations depends on competitive 
intelligence. The versatility of this type of intelligence has drawn 
the attention of many organizations and companies to this issue. 
Now organizations are focused on new challenges and risks 
(new strategic mechanisms and techniques to predict and plan 
for emerging competitive information networks before they 
occur) and the growth of information needs and their potential. 
Strategic intelligence was first used in military operations in the 
fourth century BC, when it was employed by one of the world’s 
most prominent military strategists, “so that a wise commander of 
military mastery can do things to be beyond the skill of ordinary 
leaders of the past [1]. This form of intelligence has a long history, 
but lacks consistent meaning and agreement. And this situation 
indicates that according to the duration and scope of historical 
experience, there is much more work in the field of discovering 
the limits and possibilities of this form of intelligence [2]. See to 
the Central Intelligence Agency (CIA), as the first organization 
that used this style of information in the implementation of arms 
control agreements and in providing strategic information to 
political decision makers and policy formulation. As organizations 
realized the importance of this type of intelligence and provided 
many metrics on the evolution of this intelligence, several 
institutions in Europe and North America began to create strategic 
intelligence units within organizations to provide insight to 
policy makers and academic programs. Present about smart style. 
Intelligence [3]. Many businesses are also developing strategic 
intelligence, which is created by a group of experts who provide 
basic recommendations that serve as the basis for top management 
decisions on issues such as mergers with other organizations and 
new product development [4]. The decision-making process will 
be more difficult in situations where the markets pay attention to 
different ways of development [5]. There are new products and 
other exiting and emerging products as well as an increase in the 
number of sellers or suppliers and other factors that affect the 
decision about products. This is a complex description of time 
marketing decisions, as they are more complex than any other 
decision made by the government [6]. The investigation between 
competitive intelligence and organizational performance of the 
country’s industries will show that the dimensions of competitive 
intelligence and organizational performance in this industry have a 
deep relationship. Executive managers with a better understanding 
of competitors and the challenging environment of competition 
can, by relying on special tools and techniques of information 
related to capabilities, examine the strengths and weaknesses and 
intentions of competitors and choose the appropriate strategy and 
always be one step ahead of competitors. Thus, considering the 
importance of competitive intelligence network, this research tries 
to identify the role of these factors on organizational performance.

2. Theoretical Foundations and Research Background
2.1 Commercial Performance
The definition of performance has been introduced with wide 
applications in the theoretical foundations of business strategy. 
Ford and Eschenberg have identified three views of organizational 

performance: 1) the goal approach, in which performance is 
defined by achieving the goal. 2) Systems resource approach so 
that performance is defined through the organization’s ability to 
preserve scarce and valuable resources. 3) The process approach 
so that the performance is defined according to the behavior of the 
participants of the organization [7].

The most famous definition of performance is provided by Neely 
et al. the process of explaining the quality of effectiveness and 
efficiency of past actions [8]. According to this definition, 
performance is divided into two components: 1) efficiency, which 
describes how the organization uses resources in the production 
of services or products, that is, the relationship between the actual 
and desired combination of inputs to produce certain outputs; 
and 2) effectiveness, which describes the degree of achievement 
of organizational goals. Venkatraman and Ramanjam look at 
performance as a subset of the organization’s overall effectiveness, 
which includes financial and operational performance factors. In 
studies related to performance, researchers have used various 
components to measure it. A few researchers have placed the 
components of performance that are more related to each other in 
groups and named them. For example, Pelham placed performance 
components in three categories: organizational effectiveness, 
growth/share, and profitability. Also, the performance components 
have been placed in two categories of market performance, 
which includes the components of customer retention and new 
customer attraction, and financial performance, which includes the 
components of asset return rate, market share, and sales growth 
[8].

 There are two major approaches in measuring performance: 
objective and subjective, and both approaches have their own 
merits and demerits. Objective scales are more realistic, but they 
are limited in scope to financial data and do not explain other 
organizational dimensions. On the other hand, subjective scales 
are less realistic, but provide a rich description of organizational 
effectiveness. These scales allow a wide range of organizations in 
different industries to be compared. Therefore, the generalizability 
of findings based on subjective scales is higher. Also, subjective 
scales cover elements of perception-based analysis, which has 
found a special place in social science research. The question of 
which of these approaches should be considered in measuring 
performance depends on the organizational orientation and the 
type of attitude of managers [9].

2.2 Competitive Smart Network
Competitive intelligence is a tool that includes the process of: 
gathering information, analyzing and applying competitive 
information to improve the organization’s performance against 
competitors. Competitive intelligence (CI) is one of the most 
important pieces of data you can use to inform your strategy. 
Closely monitoring your competitors’ messages, offers, and 
tactics will keep you one step ahead, no matter what’s happening 
in the market. CI is an essential component of business strategy 
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development. Competitive intelligence is the process of showing 
and clarifying the competitive environment. With more emphasis, 
competitive intelligence is a systematic and ethical program 
to collect, analyze and manage information that can influence 
the company’s plans, decisions and operations. Competitive 
intelligence helps the company’s chief executive at all levels to 
make unstructured decisions about everything from marketing 
to research and development to long-term investment tactics in 
business strategy. Mogo et al. (2020) state that product intelligence, 
market intelligence, technological intelligence, and strategic 
alliance are among the dimensions of the competitive intelligence 
network that lead to profitability and reducing organization costs. 
Nabati and Motoufi  have mentioned the four dimensions of market 
intelligence, competitors’ intelligence, competitive intelligent 
network and strategic intelligence as components of competitive 
intelligent network dimensions. Finally, in this research, all four 
components (market intelligence, competitors’ intelligence, 
competitive intelligence network, strategic and social intelligence) 
have been used to investigate the effect of competitive intelligence 
on the company’s business performance. Many studies have defined 
and investigated competitive intelligence. Gibbons and Prescott 
define it as competitor information as well as information gathered 
on the history of customers, suppliers, technologies, environment 
or potential business relationships. While some others consider 
competitive intelligence to be gathering information about the 
environment and competitors in order to create and maintain a 
competitive advantage. Competitive intelligence is a systematic 
process to ensure having up-to-date and accurate information 
about competitors [10].

2.3  Marketing Capability
Marketing capability is an integrated process in which companies 
use tangible and intangible resources to understand the complexity 
of specific customer needs, achieve a relative differentiation 
of products for competitive advantage, and finally achieve an 
appropriate brand quality. A company’s capabilities It can develop 
its marketing when it has the ability to combine the individual 
skills and knowledge of its employees with the resources available 
to it. A company that spends most of its resources on interacting 
with customers can increase its ability to sense market needs. 
Song suggests that marketing capabilities help a company to 
build and maintain its relationship with customers and members 
of distribution channels. Marketing capabilities create a strong 
brand image that allows the company to have an excellent financial 
performance. Marketing capability can be considered as the 
process of sharing intangible (i.e. knowledge-based) and tangible 
resources with each other to create valuable outcomes. And their 
skills are combined through past experiences such as sales, new 
product development, and distribution [11]. 

This variable is measured by the following indicators:
New product development, advertising, public relations, sales 
promotion, environmental survey, development of marketing 
plans, implementation of marketing plans.

In recent studies, marketing capabilities have been defined as the 
process of applying knowledge, skills, and organization resources 
to create added value for goods and services, meet competitive 
demands, and respond to market-related needs. The importance of 
learning processes in the development of marketing capabilities 
has been emphasized, especially when employees can quickly 
use their knowledge and skills to solve the company’s marketing 
problems [10,11].

2.4  Competitive Advantage
Competitive advantage is one of the basic concepts in international 
business that determines the competitive position of the organization 
and gives the organization the ability to create a defensive position 
against its competitors. Pitroff  defines competitive advantage 
as maintaining income above normal. According to Barney, the 
company experiences a competitive advantage when its activities 
in the industry or market create economic value and a small number 
of companies are engaged in similar activities. Barney relates 
the competitive advantage to the company’s performance and 
suggests that the company observes above-normal performance 
when it creates more value than the expected value of the available 
resources. The strategy literature on competitive advantage is 
dominated by the following two theories: industrial organization 
theory and resource-oriented theory. Now we will examine each 
of these theories [12].

1) Industrial organization theory: According to this theory, 
the external structure of the industry determines the economic 
performance of the company. The theory of industrial organization 
or the attitude of industrial organization, first emphasizes the 
external analysis of competition, which is best expressed by the 
framework of Porter’s five competitive forces in the industry. In the 
models that are based on the attitude of the industrial organization, 
competitive advantage is a situation to achieve a superior 
performance that a business can do by offering undifferentiated 
products at a low price or by offering differentiated products that 
the customer is willing to pay the difference in price. , he achieves 
it. In this model, strategy is considered as a company’s deliberate 
response to industry/market requirements.

2) Resource oriented theory: Empirical evidence consistently 
states that industry structure cannot be the only determining factor 
of competitive strategy and competitive performance. For this 
reason, a group of resource-oriented theorists emerged to prove 
that the possession of distinctive gifts of strategic resources is the 
ultimate determinant of strategy and performance. This attitude 
is exactly consistent with the phenomenon of competition based 
on knowledge. This kind of competition states that the long-
term success of an organization depends on what it knows and 
understands, that’s why competitors look at abilities and skills as 
the key to success against their competitors.

5.2 Research Background
In reviewing the background of the research, the researcher has 
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not been able to find a research in Iran that uses the promotion 
of business performance with an emphasis on market intelligence 
capabilities and the mediating role of marketing capabilities and 
competitive advantage. But in the review of foreign research, 
similar studies were found. Each of these studies, based on a specific 
index of the above model, investigated the promotion of business 
performance with an emphasis on market intelligence capabilities 

and the mediating role of marketing capabilities and competitive 
advantage. The indices of the variables of this research have been 
examined in other studies, some indices have been given more 
attention than others. But researchers have less investigated some 
other indicators. Table 1 summarizes the research results related to 
the research variables.
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Table 1-Summary of internal and external research results 

  

resea
rcher 

Yea
r 

Title The most important results 

Hend
er  1 et 
al 

202
0 

Market intelligence 
on business 
performance : the 
mediating role of 
specialized market 
capabilities  .  

The purpose of this study is to investigate and investigate the 
mediating role of the capabilities of the specialty water market   (
SMC . ) In the relationship between market intelligence   ( MI ) 
and business performance   ( BP ) In small and medium fashion 
companies Indonesian retail . This study of 330 small and 
medium companies Maximum Assets of 10 billion Indonesian 
Rupiah  ( IDR ) and a maximum turnover of 50 million IDR 
used in the year. We examined the relationship between MI 
dimensions   : market intelligence generation ( MIG ) , market 
intelligence dissemination   ( MID  , )and responsiveness to 
market intelligence   ( RMI . ) with SMC and BP using SPSS 
and SEM with AMOS 22.0 . From the Sobel test for Testing the 
role of mediators SMC was used in the relationship between MI 
and BP dimensions  .The results of analysis and data analysis 
show that SMC plays an important role as a partial mediator in 
the relationship between It has MIG  ,MID and RMI with BP  .
This study shows that the owners and managers SME increase 
the important factors of market intelligence SMC and BP give a 
diagnosis . This helps them to make better investment decisions 
in developing the right SMC composition for growth  .  Adopt 
BP . This is the research of the dimensions of MI and K after 
the capabilities of the blue market . that 's mean It integrates 
SMC into an empirical model to gain a deeper understanding of 
the relationship between MI and SMC and how BP factors are 
formed  .   

Falah
at  2 et 
al 

202
0 

Internationalization  
SMEs : The role of 
product innovation , 
market intelligence , 
pricing and market 
communication 
capabilities as drivers 
of international 
performance  . SMEs 

The competitive advantage of small and medium enterprises   (
SME ) As an important issue for researchers who deal with 
internationalization SME deal, is known. Previous studies have 
long discussed the role of the company's competitive advantage 
as a determinant of international performance , but there are 
few studies that determine the factors of the company 's 
competitive advantage and the role of its potential in the 
relationship between organizational capabilities and 
international performance Analyze SMEs . In this paper , we 
identify four essential export capabilities ( market intelligence , 
product innovation , pricing , and market communication ) as 
determinants of competitive advantage for We assume 
exporting SMEs .Based on a sample of 119 small and medium 
exporting companies active Malaysia and using Partial Least 
Squares   ( PLS  )Structural Equation Modeling , the results 
showed that three of the mentioned capabilities lead to 

                                                            
1 Hendar 
2 Falahat 
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competitive advantage  . In addition , the results showed that 
competitive advantage is the only mediator between 
evaluability and international performance  . SMEs operate . 
The main results of this research can be useful for small and 
medium  - sized companies  . Startups that intend to exploit 
From Opportunities in foreign markets are valuable  .  

Tah
masa
bi 
Fred3 

202
8 

of competitive 
intelligence and its 
subtypes in achieving 
market performance 

 During the recent fluctuating and competitive environment , 
competitive intelligence   ( CI  )has emerged and turned into a 
discipline to help organizations adapt to environmental changes 
. Although the existing literature does not provide adequate 
insight into the drivers of the activities CI provides 
organization , use and dissemination in companies   , research on 
the results of activities   . CI is rare in that these aspects of the 
patterns have a relationship with overall performance   . In 
addition , no research on the effect of subgroup There is no CI 
on performance that can provide useful insight for managers to 
select areas of focus in their activities  . CI and as a result 
provide Abi with effectiveness and efficiency in Abi 's 
marketing efforts . Especially, in today 's tough economic 
conditions , when companies are involved in cost- cutting and 
layoff programs , it can be even more important   . Therefore , 
this article is influenced by R CI and its subtypes analyze 
market performance . The results show that CI has a positive 
effect on market performance . Among the types in the sub - set 
CI  ,competitive intelligence , market intelligence , and 
technological intelligence , respectively , leave the most impact 
. 

Theo
do 
4et al 

202
2 

Strategic orientations 
, market capabilities 
and company 
performance 

An empirical study of frontline managers in service 
organizations ; They stated : This study develops and 
empirically tests a model that replaces strategic orientations 
with company performance through the mediation effect . The 
capabilities of the water market give a link . We also examine 
the influence of environmental factors and organizational 
characteristics on the decision to pursue profitable strategic 
directions .to be Using data collected from 316 bank branch 
managers , Noisandag found out that market turbulence , 
competition intensity , and decentralization in decision - 
making play a central role in determining priority . It has 
strategic management .In addition , competitive orientation and 
innovation significantly contribute to the development of water 

                                                            
3 Tahmasebifard 
4 Theodosiou 

market capabilities .In turn , market capabilities have a positive 
effect on company performance . New concepts of management 
They discuss the implications of the study and provide 
guidelines for future research  .  

Kosg
low 
5et al 

202
2 

Title: Obtaining 
market information: a 
requirement for the 
success of the 
company's business 
performance 

 This research was conducted in Greece. In this research, a 
questionnaire was used to collect information. The research 
questionnaire was compiled after interviewing 10 managers, 
and then 165 questionnaires were distributed, of which 158 
questionnaires could be examined. The collected data have 
been analyzed using regression test. The findings of the 
research showed that companies that seek to obtain market 
information will have a more successful performance in the 
company's business performance. 

direc
tion6 

202
2 

The need for 
sophisticated 
competitive 
intelligence 

In this article, the importance of competitive intelligence has 
been discussed and it has been shown that competitive 
intelligence in companies Widely accepted by Rash has been 
placed and the use of this tool has become a necessity  .  

Holt 
7et al 

202
0 

Examining the 
organizational 
performance and 
using the individual 
evaluation of the 
respondents to check 
the level of progress 
of the processes of 
the dimensions of 
technological 
intelligence in the 
organization 

 In order to classify the companies based on the advanced level 
of technological intelligence dimensions in them , three 
questions were asked about the processes of technological 
intelligence dimensions. The result of this research showed the 
existence of a positive relationship between the advanced level 
of the processes of technological intelligence dimensions and 
the rate of return on assets  .  

Liu 
8et al 

202
0 

Entrepreneurial 
culture in small 
companies and 
Intermediate: Konya 
city case study 

The research findings showed that the higher the level of 
business performance culture in a company, the more 
successful that company will be in business performance. 

Cont202Firm's business 
performance: 

The findings of the research showed that the business 
performance of the company has a positive effect on the 

                                                            
5 Köseoğlu 
6 Direction 
7 Htet 
8 Liu 
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our 6 mediation between 
business performance 
orientation and 
performance 

relationship between the business performance of the company 
and the performance of organizations. Also, the findings have 
shown that the business performance of the company has a 
positive and significant effect on the financial and non-financial 
performance of the company. 

Gray 
et al 

202
2 

Remembering the 
dimensions of 
technological 
intelligence in hotels 
they have payed . 
This research is in 
North Dakota and in 
the hotel industry 

In order to collect necessary information, researchers have 
interviewed  27 hotel managers . The results also showed that 
they are involved with issues related to the dimensions of 
technological intelligence, but instead of thinking about its 
strategic goals, they are more concerned with the tactics of its 
implementation  .  

Stefa
niko
va et 
al9 

202
2 

The effect of 
technological 
intelligence 
dimensions on the 
sustainable 
development and 
growth of the 
company 

The research showed that the dimensions of technological 
intelligence have a positive effect on sustainable growth and 
increase the market share  .  

 
Mog
hada
m et 
al 

202
2 

The effect of 
organizational 
business performance 
on the performance 
of government 
organizations 

 In this research, business performance management and 
business performance orientation are expressed as independent 
variables and organization performance as a dependent 
variable .The results of this research showed that among these 
organizations, there is no such organization as an 
entrepreneurial organization. 

Shirk
ova 
et al 

202
2 

"Performance of 
small and medium-
sized enterprises in 
Russia: exploring and 
using the business 
performance of the 
firm". 

The results of the research showed that there was a positive and 
significant relationship between these departments and the 
performance of the companies. 

Duga
n 

202
2 

The intersection of 
business performance 
and strategic 
management: 
corporate business 

In this article, it is stated that the business performance of the 
company is a new word in management and business, and the 
use of the business performance of the company is necessary 
for companies to achieve maximum profit. In this research, the 
theoretical foundations related to the research subject have been 

                                                            
9 Stefanikova et al 
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performance discussed. 

McL
ane 

202
7 

The effect of 
orientation towards 
innovative business 
practice and product 
innovation on market 
performance 

 .This research was conducted in handicraft companies in 
Indonesia. The research findings showed that the trend towards 
innovative business performance and product innovation has a 
positive and significant effect on market performance. 

Adid
am et 
al10 

202
0 

competitive 
intelligence, Can To 
performance financial 

Research self sign They gave That Organization With 
Presentation Levels high from competitive intelligence, Can To 
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Table 1: Summary of Internal and External Research Results

Figure 1: Proposed Conceptual Model

source taken from the studies of [13-15].

In related studies, despite the great importance of its indicators, 
it has rarely been paid attention to. Therefore, considering 
the existence of a deep gap in the domestic literature and the 
deficiencies in the foreign studies, the researcher aims to present a 

model that, while being extensive, is void by using the indicators 
that have been studied the most and the least. eliminate existing in 
internal and external research.

3. Research method
This research is practical in terms of purpose. If it is used by 
managers, it can also have a practical aspect. Due to the fact 
that in this research the description and study of what exists has 
been discussed, therefore it is a descriptive research and since in 
descriptive research the characteristics of the studied society can 
be evaluated through a survey, the present research is a descriptive 
research of a survey type. Is. “Survey” refers to the collection 
of information that is done with a plan and map as a guide for 
description or prediction, or for the purpose of analyzing the 
relationships of some variables.

The statistical population in this research is about 600 managers 
and senior experts of home appliance manufacturing companies 
located in the industrial towns of Isfahan province. The sample size 
was determined through Morgan’s table with an error rate of 5%, 
217. The sampling method is the random sample method available. 
Given that the research method in this study is descriptive-survey, 
therefore, the best tool for data collection in this type of research is 
a questionnaire. The scale type of the present questions is based on 
the Likert scale. The Likert scale includes 5 options, from strongly 
agree to strongly disagree, as shown below, which is used in this 
research. In this questionnaire, the questions in the following table 
cover the variables:
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intelligence network 

Production of market 
intelligence 

2-2  6 Hendar  11 et al. 
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 Dissemination of market 
information 

4-6  
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Marketing ability - 7-22  6 Tuisilo  12 et al. 
(2012) 

Competitive Advantage - 21-22  20 Lee  13 et al. 
(2020) 

Business performance - 21-27  5 Hendar  14 et al. 
(2020) 

In this research, Cronbach's alpha method was used to determine the end of the questionnaire. 

Table (3) Cronbach's alpha 

changeable Cronbach's alpha 
Competitive intelligence network 148.0 
Marketing ability 14810 
Competitive Advantage 148.0 
Business performance 14... 

 

In this research, in order to be sure of the type of distribution of research variables in terms of 
normality or non-normality, we use Smirnov's Kolmograph test. In the analytical statistics of this 
research, single-variable linear regression test (t-test) was used to determine the effect of each of the 
identified factors on loyalty and word-of-mouth advertising. Data analysis was done using descriptive 
statistics and inferential statistics with the help of SPS and SmartPLS software. 
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4. Results and Findings
To analyze the collected data, first, descriptive statistics that 
examine the demographic variables of the research such as age, 
gender, education and service history; was investigated. Then 
inferential statistics were presented. In inferential statistics, the 

Kolmogorov Smirnov test was used to check the normality of the 
data. In order to know the current state of the research variables, 
the independent one-sample t-test was used.

4.1 Analysis of Demographic Characteristics of the Respondents
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Figure 1: Demographic characteristics of respondents 

As can be seen in the graphs of Figure 1, 39.15% of the respondents are in the age group of less than 30 
years, 38.46% in the age group of 31-40 years, 30.77% in the age group of 41-50 years, and 15.38% in the 
age group of more than 51 years. . 

84.61% of respondents are men and 15.39% are women. 30.77% of the educational qualifications are 
master's degrees and 69.23% are doctorates. 23.08% of the sample have between 5 and 8 years of work 
experience and 76.92% have more than 8 years of work experience. 
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4-2-1. Normality test (measurement of the normality of the distribution of variables) 

To show the normality or non-normality of the distributions (variables), the Kolmogorov-Smirnov (K-S) 
test was used, which is given in Table 4. 
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Figure 1: Demographic Characteristics of Respondents

Table 4: Kolmogorov Smirnov Test (K-S)

As can be seen in the graphs of Figure 1, 39.15% of the respondents 
are in the age group of less than 30 years, 38.46% in the age group 
of 31-40 years, 30.77% in the age group of 41-50 years, and 
15.38% in the age group of more than 51 years [16].
84.61% of respondents are men and 15.39% are women. 30.77% 
of the educational qualifications are master’s degrees and 69.23% 
are doctorates. 23.08% of the sample have between 5 and 8 years 
of work experience and 76.92% have more than 8 years of work 

experience.

4.2 Inferential Statistics
4.2.1 Normality Test (Measurement of the Normality of the 
Distribution of Variables)
To show the normality or non-normality of the distributions 
(variables), the Kolmogorov-Smirnov (K-S) test was used, which 
is given in Table 4.Table (4); Kolmogorov Smirnov test (K-S) 

Test result Meaningful amount Kolmogorov Smirnov Components 

normal 0.289 2.22 Competitive intelligence network 

normal 0.22 2.06 Competitive Advantage 

normal 0.225 2.279 Marketing capabilities 

normal 0.279 2.08 Business performance 

 

statistical inference; 

The results of Table (4) show that the variables of competitive intelligence network, competitive 
advantage, strategic marketing capabilities and business performance have a normal distribution. 
According to the results obtained in this part, we will use the t-test of an independent sample to determine 
the status of the research variables. 

4-2-2. A population mean test (T-test) 

The independent one-sample T-test is used to compare the mean of a variable with a hypothetical or 
expected number. In fact, by using this test, we will examine whether the condition of the research 
variables is suitable or not. The hypotheses presented in this section are designed as follows: 

Table (5); Sample t-test results 

Variable Average value equal to 3 

The 
value of 
t 

Degrees of 
freedom 

significant 
number 

difference in 
averages 

95 % confidence interval 
for the difference 

lower limit upper line 

Competitive 
intelligence 
network 

27.02 226 0.000 2.221 2.0299 2.221 

Competitive 
Advantage 26.205 226 0.000 2.224 2.0581 2.242 

Marketing 
capabilities 

22.02 226 0.000 0.9967 0.9046 2.092 

Business 
performance 

24.024 226 0.000 2.224 2.0289 2.201 
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 Statistical Inference:
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the status of the research variables. 
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The 
value of 
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Degrees of 
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significant 
number 

difference in 
averages 

95 % confidence interval 
for the difference 

lower limit upper line 

Competitive 
intelligence 
network 

27.02 226 0.000 2.221 2.0299 2.221 

Competitive 
Advantage 26.205 226 0.000 2.224 2.0581 2.242 

Marketing 
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22.02 226 0.000 0.9967 0.9046 2.092 

Business 
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24.024 226 0.000 2.224 2.0289 2.201 

Table 5: Sample T-test Results
 Statistical Inference:
According to tables (4-6), the value of sig, which means the 
significant number for the variables, is less than 0.05, and therefore, 
at the 5% error level, the null hypothesis is rejected and the one 
hypothesis, which includes the researcher’s claim, is confirmed. 
As a result, the average value of this variable has a significant 
difference with the number 3.
Also, since the values of the upper limit and the lower limit (both 
of which are positive) and considering that the value of t>1.96, 
we conclude that the average of these variables is greater than 3 
and this means that the variables are from the situation They are 
favorable.

4.3 Structural Equation Modeling
Structural equation modeling is one of the types of statistical 
methods that provide examination of the relationships between 
several variables in a model. The first generation of this technique 
has been introduced with software such as Lisrel, Amose and EQS. 
The weaknesses of these softwares include the need for a large 
number of samples, the normality of data distribution, and the 
existence of at least three questions for each structure, which led 
to the introduction of the second generation of structural equation 

modeling methods. The smart pls software is one of the second 
generation software for structural equation modeling using the pls 
method, which has been chosen in the data analysis of this research 
due to its advantages over the first generation.

The steps of Analysis by pls Method are as Follows:

Fitting the measurement model, examining the relationships 
between the questions and the related latent variables.
Fitting the structural model, examining the relationships between 
the underlying variables.
Overall model fit
And finally, after confirming all 3 steps, we test the proposed 
hypotheses.

4.3.1 Checking the Measurement Model
In the current research, as seen in Tables (6) and (7), the results of 
Cronbach’s alpha coefficient, composite reliability and convergent 
validity are given, and according to the mentioned limits for all 
3 criteria in the tables, we conclude that the value Cronbach’s 
alpha and composite reliability coefficients for all variables in the 
research are greater than 0.7 and AVE values are greater than 0.5.
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Title in the model AVE>0.05 

Cronbach's alpha 
coefficients 

 (Alpha>0.7 ) 

Composite reliability 
coefficient 

 (Alpha>0.7 ) 

Competitive intelligence 
network 0.51 0.82 0.94 

Competitive Advantage 0.77 0.92 0.92 

Marketing capabilities 0.68 0.82 0.85 

Business performance 0.51 0.82 0.85 

 

Table (7); The results of Cronbach's alpha coefficient, composite reliability and convergent validity 
related to independent and dependent variables 

Title in the model AVE>0.05 
Cronbach's alpha coefficients 

 (Alpha>0.7 ) 

Composite reliability coefficient 

 (Alpha>0.7 ) 

Competitive smart grid 0.66 0.95 0.96 

Business performance 0.57 0.96 0.96 

 

Divergent validity is the third criterion for examining the fit of measurement models, which examines the 
comparison of the correlation between the questions of a construct with that construct versus the 
correlation of those questions with other constructs. Table (8) shows the different validity of the research 
model. As it is clear in the table taken from the method of Fornell and Larker (1981), the root value of the 
AVE of the variables in the present study, which are located in the houses in the main diameter of the 
matrix, is from the correlation value between them, which is in the lower and left houses of the main 
diameter of the order. are given, it is more. Therefore, it can be stated that in the above model, the 
constructs (substantive variables) in the model interact more with their questions than with other 
constructs. In other words, the validity of model divergence is at a reasonable level. 

Table (8); Divergent validity results 
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performance 
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Table 6: The Results of Cronbach’s Alpha Coefficient, Composite Reliability and Convergent Validity

Table 7: The Results of Cronbach’s Alpha Coefficient, Composite Reliability and Convergent Validity Related to Independent 
and Dependent Variables

Divergent validity is the third criterion for examining the fit of 
measurement models, which examines the comparison of the 
correlation between the questions of a construct with that construct 
versus the correlation of those questions with other constructs. 
Table (8) shows the different validity of the research model. As it 
is clear in the table taken from the method of Fornell and Larker, 
the root value of the AVE of the variables in the present study, 

which are located in the houses in the main diameter of the matrix, 
is from the correlation value between them, which is in the lower 
and left houses of the main diameter of the order [17]. are given, 
it is more. Therefore, it can be stated that in the above model, the 
constructs (substantive variables) in the model interact more with 
their questions than with other constructs. In other words, the 
validity of model divergence is at a reasonable level.
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Business 
performance 

Marketing 
capabilities 

Competitive 
Advantage 

Competitive 
smart grid Structures 

   0.81 Competitive 
smart grid 

  0.72 0.69 
Competitive 
Advantage 

 0.75 0.72 0.61 Marketing 
capabilities 

0.80 0.72 0.72 0.57 Business 
performance 

 

Another test to evaluate the measurement model is its quality check test. The quality of the measurement 
model is calculated by the index of commonality with cross-validity (Cv Com). This index actually 
measures the path model's ability to predict observable variables through their corresponding latent 
variable values. If this index shows a positive number, the measurement model has the required quality. 
To check the entire measurement model, the average of this index is taken and if it is positive, the entire 
measurement model is of good quality. The results of this test are given in table (9) and as you can see, 
this index is positive for all the variables in the research and the total average of this index is 0.63, which 
shows the good quality of the measurement models. 

Table (9); The results of the measurement model quality test 

Title in the model CV Com 

Competitive smart grid 0.79 

Competitive Advantage 0.68 

Marketing capabilities 0.51 

Business performance 0.56 

 

According to the values obtained and presented in the above tables, all the criteria we have used to check 
the measurement model show the appropriateness of the measurement part of the model. 

4-3-2. Review of the structural model 

Unlike measurement models, the structural model has nothing to do with the questions (manifest 
variables) and only the hidden variables are examined along with the relationships between them. In the 
review of the structural model, the significance coefficients of z (t-values), the criterion and the criterion 
of the structural model are examined. The results of these criteria are mentioned in the form of tables in 
the analysis. 

The first criterion of examining the fit of the structural model is the significant coefficients z. If the value 
obtained above the minimum statistic is considered at the reliable level, that relationship or hypothesis is 

Table 7:  Divergent Validity Results
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Another test to evaluate the measurement model is its quality check 
test. The quality of the measurement model is calculated by the 
index of commonality with cross-validity (Cv Com). This index 
actually measures the path model’s ability to predict observable 
variables through their corresponding latent variable values. If 
this index shows a positive number, the measurement model has 

the required quality. To check the entire measurement model, 
the average of this index is taken and if it is positive, the entire 
measurement model is of good quality [18]. The results of this test 
are given in table (9) and as you can see, this index is positive for 
all the variables in the research and the total average of this index 
is 0.63, which shows the good quality of the measurement models.

  0.72 0.69 
Competitive 
Advantage 

 0.75 0.72 0.61 Marketing 
capabilities 

0.80 0.72 0.72 0.57 Business 
performance 

 

Another test to evaluate the measurement model is its quality check test. The quality of the measurement 
model is calculated by the index of commonality with cross-validity (Cv Com). This index actually 
measures the path model's ability to predict observable variables through their corresponding latent 
variable values. If this index shows a positive number, the measurement model has the required quality. 
To check the entire measurement model, the average of this index is taken and if it is positive, the entire 
measurement model is of good quality. The results of this test are given in table (9) and as you can see, 
this index is positive for all the variables in the research and the total average of this index is 0.63, which 
shows the good quality of the measurement models. 

Table (9); The results of the measurement model quality test 

Title in the model CV Com 

Competitive smart grid 0.79 

Competitive Advantage 0.68 

Marketing capabilities 0.51 

Business performance 0.56 

 

According to the values obtained and presented in the above tables, all the criteria we have used to check 
the measurement model show the appropriateness of the measurement part of the model. 

4-3-2. Review of the structural model 

Unlike measurement models, the structural model has nothing to do with the questions (manifest 
variables) and only the hidden variables are examined along with the relationships between them. In the 
review of the structural model, the significance coefficients of z (t-values), the criterion and the criterion 
of the structural model are examined. The results of these criteria are mentioned in the form of tables in 
the analysis. 

The first criterion of examining the fit of the structural model is the significant coefficients z. If the value 
obtained above the minimum statistic is considered at the reliable level, that relationship or hypothesis is 

Table 9: The Results of the Measurement Model Quality Test

According to the values obtained and presented in the above tables, all the criteria we have used to check the measurement model show 
the appropriateness of the measurement part of the model.

4.3.2 Review of the Structural Model
Unlike measurement models, the structural model has nothing to 
do with the questions (manifest variables) and only the hidden 
variables are examined along with the relationships between them. 
In the review of the structural model, the significance coefficients 
of z (t-values), the criterion and the criterion of the structural 
model are examined. The results of these criteria are mentioned in 
the form of tables in the analysis.

The first criterion of examining the fit of the structural model is the 
significant coefficients z. If the value obtained above the minimum 
statistic is considered at the reliable level, that relationship or 
hypothesis is confirmed. At the significance level of 90%, 95%, 
and 99%, this value is compared with the minimum t statistic of 
1.64, 1.96, and 2.58, respectively.

The second criterion for examining the structural model is the 
coefficients related to the endogenous (dependent) hidden variables 
of the model. and it indicates the influence of an exogenous 
variable on an endogenous variable, and three values of 0.19, 0.33 
and 0.67 are considered as the criterion values for weak, medium 
and strong values. The more related to the endogenous structures 
of a model, the better the fit of the model.

The third criterion is structural model review. This criterion, which 
was introduced by Stone and Geiser, specifies the predictive power 
of the model in the dependent variables. According to them, the 
models that have an acceptable structural fit should be able to 

predict the indicators related to the endogenous structures of the 
model. This means that if in a model, the relationships between the 
structures are defined correctly, the structures will be able to have 
a sufficient impact on each other’s indicators, and in this way, the 
hypotheses will be checked correctly. The value should be 0.02, 
0.15, and 0.35 for all endogenous structures as low, medium, and 
strong predictive power [18,19].

The t values for all questions are greater than 1.96 and are 
significant at the 95% confidence level. Also, Figure (2) which is 
related to the main model of the research, the t values for most 
paths are 1.96 and even 2.58, which shows the correctness of the 
structural relationships between the variables of the model. The 
results of this criterion are shown in figure (3) and table (10) for 
secondary hypotheses and figure (2) and table (11) for the main 
research hypothesis.

According to table number (10) and figure (number 2-4, numbers 
in circles), the value for the main endogenous variables is more 
than 0.67, which is acceptable and desirable.

According to table (11), since the amount of endogenous structures 
of the model is more than 0.33, it shows the strong predictive power 
of the model regarding this structure and once again confirms the 
fit of the structural model of the research.

Therefore, all the criteria we used to measure the structural model 
show the optimal fit of the structural model.
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confirmed. At the significance level of 90%, 95%, and 99%, this value is compared with the minimum t 
statistic of 1.64, 1.96, and 2.58, respectively. 

The second criterion for examining the structural model is the coefficients related to the endogenous 
(dependent) hidden variables of the model. and it indicates the influence of an exogenous variable on an 
endogenous variable, and three values of 0.19, 0.33 and 0.67 are considered as the criterion values for 
weak, medium and strong values. The more related to the endogenous structures of a model, the better the 
fit of the model. 

The third criterion is structural model review. This criterion, which was introduced by Stone and Geiser 
(1975) (Goetz et al.; 2010; 12), specifies the predictive power of the model in the dependent variables. 
According to them, the models that have an acceptable structural fit should be able to predict the 
indicators related to the endogenous structures of the model. This means that if in a model, the 
relationships between the structures are defined correctly, the structures will be able to have a sufficient 
impact on each other's indicators, and in this way, the hypotheses will be checked correctly. The value 
should be 0.02, 0.15, and 0.35 for all endogenous structures as low, medium, and strong predictive power 
(Goetz et al., 2010: 12). 

The t values for all questions are greater than 1.96 and are significant at the 95% confidence level. Also, 
Figure (2) which is related to the main model of the research, the t values for most paths are 1.96 and 
even 2.58, which shows the correctness of the structural relationships between the variables of the model. 
The results of this criterion are shown in figure (3) and table (10) for secondary hypotheses and figure (2) 
and table (11) for the main research hypothesis. 

According to table number (10) and figure (number 2-4, numbers in circles), the value for the main 
endogenous variables is more than 0.67, which is acceptable and desirable. 

According to table (11), since the amount of endogenous structures of the model is more than 0.33, it 
shows the strong predictive power of the model regarding this structure and once again confirms the fit of 
the structural model of the research. 

Therefore, all the criteria we used to measure the structural model show the optimal fit of the structural 
model. 

Table (10); Coefficients of research variables 

Structures    Description 

Competitive smart grid 0.879 
Three values of 0.19  ,0.11 
and 0.67 respectively as 
the criterion value for 
weak, medium and strong 
values  .  

Competitive Advantage 0.720 

Marketing capabilities 0.789 

Business performance 0.721 

 
Table 10: Coefficients of Research Variables

Table 11: Coefficients of Research Variables

Table 12: The Results of the General Fit of the Model with the GOF Criterion

Table (11); Coefficients of research variables 

Pre - built structures    Description 

Competitive smart grid 0.422  

Three values of 0.02  ,0.25 ,
and 0.35 are low , medium , 
and strong predictive power 
, respectively  .  

Competitive Advantage 0.154 

Marketing capabilities 0.421 

Business performance 0.122 

 

4-3-3. Review of the general model 

The general model includes both parts of the measurement model and the structural model, and with the 
confirmation of its fit, the examination of the fit in a model is complete. There is only one criterion called 
GOF to examine the fit of the general model. The GOF criterion was invented by Tenenhaus and 
colleagues (2004) and is calculated according to the following formula. Three values of 0.01, 0.25 and 
0.36 have been introduced as weak, medium and strong values for GOF. 

* In the calculation, it is only related to the first order structures, and the second and third order structures 
do not have a role in the calculation of the average shared values. But in calculating the value of all the 
structures, including the first and second order, it is taken into account. 

The mean value of shared values  is 0.63 and the mean value is 0.76. According to the following formula, 
the standard value of GOF equal to 0.69 was obtained, which shows the strong fit of the overall research 
model according to the above classification. 

Table (22); The results of the general fit of the model with the GOF criterion 

GOF Description 

 

 

Three values of 0.01  ,0.25 and 0.36 are 
respectively weak, medium and strong 
fit. 

 

After confirming the fit of the general model that was introduced as the conceptual model of the research, 
we will examine the research hypotheses. It should be noted that in order to investigate the sub-
hypotheses of the research, we have done modeling using smart pls software using the variables examined 
in the main research model, which is shown in figure (2) of the model related to the sub-hypotheses of the 
research. In this model, Cronbach's alpha coefficient, AVE and composite reliability coefficient are all 
higher than the standard value. Also, the value of the GOF criterion for the model related to the sub-
hypotheses of the research in Figure (2) was equal to 0.66, which shows the high fit of the model. 

4.3.3 Review of the General Model
The general model includes both parts of the measurement model 
and the structural model, and with the confirmation of its fit, the 
examination of the fit in a model is complete. There is only one 
criterion called GOF to examine the fit of the general model. The 
GOF criterion was invented by Tenenhaus and colleagues  and is 
calculated according to the following formula. Three values of 
0.01, 0.25 and 0.36 have been introduced as weak, medium and 
strong values for GOF.
* In the calculation, it is only related to the first order structures, 

and the second and third order structures do not have a role in 
the calculation of the average shared values. But in calculating the 
value of all the structures, including the first and second order, it is 
taken into account.

The mean value of shared values  is 0.63 and the mean value is 
0.76. According to the following formula, the standard value of 
GOF equal to 0.69 was obtained, which shows the strong fit of the 
overall research model according to the above classification [20].

Table (11); Coefficients of research variables 

Pre - built structures    Description 

Competitive smart grid 0.422  

Three values of 0.02  ,0.25 ,
and 0.35 are low , medium , 
and strong predictive power 
, respectively  .  

Competitive Advantage 0.154 

Marketing capabilities 0.421 

Business performance 0.122 

 

4-3-3. Review of the general model 

The general model includes both parts of the measurement model and the structural model, and with the 
confirmation of its fit, the examination of the fit in a model is complete. There is only one criterion called 
GOF to examine the fit of the general model. The GOF criterion was invented by Tenenhaus and 
colleagues (2004) and is calculated according to the following formula. Three values of 0.01, 0.25 and 
0.36 have been introduced as weak, medium and strong values for GOF. 

* In the calculation, it is only related to the first order structures, and the second and third order structures 
do not have a role in the calculation of the average shared values. But in calculating the value of all the 
structures, including the first and second order, it is taken into account. 

The mean value of shared values  is 0.63 and the mean value is 0.76. According to the following formula, 
the standard value of GOF equal to 0.69 was obtained, which shows the strong fit of the overall research 
model according to the above classification. 

Table (22); The results of the general fit of the model with the GOF criterion 

GOF Description 

 

 

Three values of 0.01  ,0.25 and 0.36 are 
respectively weak, medium and strong 
fit. 

 

After confirming the fit of the general model that was introduced as the conceptual model of the research, 
we will examine the research hypotheses. It should be noted that in order to investigate the sub-
hypotheses of the research, we have done modeling using smart pls software using the variables examined 
in the main research model, which is shown in figure (2) of the model related to the sub-hypotheses of the 
research. In this model, Cronbach's alpha coefficient, AVE and composite reliability coefficient are all 
higher than the standard value. Also, the value of the GOF criterion for the model related to the sub-
hypotheses of the research in Figure (2) was equal to 0.66, which shows the high fit of the model. 

After confirming the fit of the general model that was introduced as 
the conceptual model of the research, we will examine the research 
hypotheses. It should be noted that in order to investigate the sub-
hypotheses of the research, we have done modeling using smart 
pls software using the variables examined in the main research 
model, which is shown in figure (2) of the model related to the 

sub-hypotheses of the research. In this model, Cronbach’s alpha 
coefficient, AVE and composite reliability coefficient are all higher 
than the standard value. Also, the value of the GOF criterion for 
the model related to the sub-hypotheses of the research in Figure 
(2) was equal to 0.66, which shows the high fit of the model [21-
28].
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figure 2); Standardized factor loading coefficients and t-values coefficients of the research structural 
model (sub-hypotheses) 

4-4. Testing hypotheses 

After confirming the model in the structural, measurement and general sections, we will examine the 
proposed hypotheses. We use the t statistic and the regression beta coefficient (path coefficient) to check 
the hypotheses. In fact, by using the t statistic, we find out whether one structure has an effect on another 
structure or not. The next step is to determine the intensity of the influence of the variables on each other 
using the standardized path coefficients. After determining the t coefficients and the factor loadings 
extracted from Figure (2), we present the values in the table below and state the results of the sub-
hypotheses test of the research. 

Table (21); Investigating the path of research 

Direction Path coefficient t statistic Test result 

Competitive intelligence network Business performance 0.212 4.602 Confirmed 

Competitive intelligence network Competitive Advantage 0.756 1.556 Confirmed 

Competitive intelligence network Marketing capabilities 0.116 7.286 Confirmed 

Marketing capabilities Business performance 0.457 8.985 Confirmed 

Figure 2: Standardized factor loading coefficients and t-values coefficients of the research structural model (sub-hypotheses)

Table 13: Investigating the path of research

4.4 Testing Hypotheses
After confirming the model in the structural, measurement and 
general sections, we will examine the proposed hypotheses. We use 
the t statistic and the regression beta coefficient (path coefficient) 
to check the hypotheses. In fact, by using the t statistic, we find 
out whether one structure has an effect on another structure or not. 

The next step is to determine the intensity of the influence of the 
variables on each other using the standardized path coefficients. 
After determining the t coefficients and the factor loadings 
extracted from Figure (2), we present the values in the table below 
and state the results of the sub-hypotheses test of the research.

 

 

 
 

 

figure 2); Standardized factor loading coefficients and t-values coefficients of the research structural 
model (sub-hypotheses) 

4-4. Testing hypotheses 

After confirming the model in the structural, measurement and general sections, we will examine the 
proposed hypotheses. We use the t statistic and the regression beta coefficient (path coefficient) to check 
the hypotheses. In fact, by using the t statistic, we find out whether one structure has an effect on another 
structure or not. The next step is to determine the intensity of the influence of the variables on each other 
using the standardized path coefficients. After determining the t coefficients and the factor loadings 
extracted from Figure (2), we present the values in the table below and state the results of the sub-
hypotheses test of the research. 

Table (21); Investigating the path of research 

Direction Path coefficient t statistic Test result 

Competitive intelligence network Business performance 0.212 4.602 Confirmed 

Competitive intelligence network Competitive Advantage 0.756 1.556 Confirmed 

Competitive intelligence network Marketing capabilities 0.116 7.286 Confirmed 

Marketing capabilities Business performance 0.457 8.985 Confirmed 

Competitive Advantage Business performance 0.652 5.949 Confirmed 

 

5-2. Findings, discussion and conclusion 

 One-sample T-test has been used to check the state of the competitive intelligence network. The 
significance level of 0.000 indicates that this variable has a favorable situation. In this section, to confirm 
or reject this hypothesis, we use the coefficients obtained after running the model, which after running the 
model with the method of modeling structural equations with the partial least squares approach Smart 
pls2 statistical software was obtained and shown in table (12). The results of Table (12) and Figure 2 
show that the coefficient of significance between the two variables of competitive intelligence network 
and business performance is equal to 4.601, which is greater than 2.58. The higher value of the t statistic 
than the boundary limit of 2.58 shows that according to the collected data and with a probability of 99, we 
conclude that the hypothesis proposed in this section that the competitive intelligence network affects 
business performance is confirmed. Also, the beta coefficient (effect coefficient) between these two 
variables in this model is equal to 0.231, which shows the good effect of the competitive intelligence 
network on business performance. 

Stefanikova et al. (2021) in their research have shown the relationship between the competitive 
intelligence network and the sustainable growth of the company at the 95% level using the regression test. 
Nabati and Matofi (2021) have confirmed the relationship between the competitive intelligence network 
and organizational learning using the Pearson test with an impact factor of 0.559. Allameh et al. (2021) 
also investigated the effect of competitive intelligence network on organizational innovation in a research. 
In this research, researchers have used structural equation modeling, which has been confirmed with a 
significant number of 2.827 and an influence coefficient of 0.306. 

To check the state of competitive advantage, the sample t-test has been used. A significance level of 0.000 
indicates that this variable has a favorable situation. In this section, in order to confirm or reject this 
hypothesis, we use the coefficients obtained after running the model, which were obtained after running 
the model with the method of structural equation modeling with the partial least squares approach, using 
the Smart pls2 statistical software, and are shown in table (16-4) ) it has been shown. The results of table 
(12) and figure (2) show that the coefficient of significance between the two variables of competitive 
advantage and business performance is calculated equal to 1.556, which is less than 1.96. The fact that the 
value of the t statistic is less than the boundary limit of 1.96 shows that according to the collected data 
and with a probability of 99, we conclude that the hypothesis proposed in this section that the competitive 
intelligence network influences business performance with the mediating role of marketing capabilities is 
rejected. Also, the beta coefficient (effect coefficient) between these two variables in this model is equal 
to 0.056. 

Stefanikova et al. (2021) in their research have shown the relationship between competitive advantage 
and sustainable growth of the company at the 95% level using the regression test. Nabati and Matofi 
(2021) have confirmed the relationship between competitive advantage and organizational learning using 
Pearson's test with an impact factor of 0.736. Allameh et al. (2021) have also investigated the effect of 
competitive advantage on organizational innovation in a research. In this research, researchers have used 

5.2 Findings, Discussion and Conclusion
One-sample T-test has been used to check the state of the 
competitive intelligence network. The significance level of 
0.000 indicates that this variable has a favorable situation. 
In this section, to confirm or reject this hypothesis, we use the 
coefficients obtained after running the model, which after running 
the model with the method of modeling structural equations with 
the partial least squares approach Smart pls2 statistical software 
was obtained and shown in table (12). The results of Table (12) 

and Figure 2 show that the coefficient of significance between the 
two variables of competitive intelligence network and business 
performance is equal to 4.601, which is greater than 2.58. The 
higher value of the t statistic than the boundary limit of 2.58 shows 
that according to the collected data and with a probability of 99, 
we conclude that the hypothesis proposed in this section that the 
competitive intelligence network affects business performance is 
confirmed. Also, the beta coefficient (effect coefficient) between 
these two variables in this model is equal to 0.231, which shows 
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the good effect of the competitive intelligence network on business 
performance.

Stefanikova et al. in their research have shown the relationship 
between the competitive intelligence network and the sustainable 
growth of the company at the 95% level using the regression test. 
Nabati and Matofi have confirmed the relationship between the 
competitive intelligence network and organizational learning using 
the Pearson test with an impact factor of 0.559. also investigated 
the effect of competitive intelligence network on organizational 
innovation in a research. In this research, researchers have used 
structural equation modeling, which has been confirmed with a 
significant number of 2.827 and an influence coefficient of 0.306 
[21-25].

To check the state of competitive advantage, the sample t-test has 
been used. A significance level of 0.000 indicates that this variable 
has a favorable situation. In this section, in order to confirm or 
reject this hypothesis, we use the coefficients obtained after running 
the model, which were obtained after running the model with 
the method of structural equation modeling with the partial least 
squares approach, using the Smart pls2 statistical software, and are 
shown in table (16-4) it has been shown. The results of table (12) 
and figure (2) show that the coefficient of significance between the 
two variables of competitive advantage and business performance 
is calculated equal to 1.556, which is less than 1.96. The fact that 
the value of the t statistic is less than the boundary limit of 1.96 
shows that according to the collected data and with a probability of 
99, we conclude that the hypothesis proposed in this section that the 
competitive intelligence network influences business performance 
with the mediating role of marketing capabilities is rejected. Also, 
the beta coefficient (effect coefficient) between these two variables 
in this model is equal to 0.056.

Stefanikova et al. in their research have shown the relationship 
between competitive advantage and sustainable growth of the 
company at the 95% level using the regression test. Nabati and 
Matofi  have confirmed the relationship between competitive 
advantage and organizational learning using Pearson’s test with 
an impact factor of 0.736. have also investigated the effect of 
competitive advantage on organizational innovation in a research. 
In this research, researchers have used structural equation 
modeling, which has been confirmed with a significant number of 
6.28 and an influence coefficient of 0.775 [26-31].

To check the status of marketing capabilities, a sample T-Tech 
test has been used. The significance level of 0.000 indicates that 
this variable has a favorable situation. In this section, to confirm 
or reject this hypothesis, we use the coefficients obtained after 
running the model, which after running the model with the 
method of modeling structural equations with the partial least 
squares approach Smart pls2 statistical software was obtained 
and shown in table (12). The results of Table (12) and Figure (2) 
show that the coefficient of significance between the two variables 

of marketing capabilities and business performance is equal to 
7.186, which is greater than 2.58. The fact that the value of the 
t statistic is greater than the limit of 2.58 shows that according 
to the collected data and with a probability of 99, we conclude 
that the hypothesis proposed in this section that the competitive 
intelligence network influences business performance with the 
mediating role of marketing capabilities is confirmed. Also, the 
value of the beta coefficient (effect coefficient) between these two 
variables in this model is equal to 0.336, which shows the good 
effect of the competitive intelligence network variable on business 
performance with the mediating role of marketing capabilities. 
Stefanikova et al. in their research have shown the relationship 
between marketing capabilities and sustainable growth of the 
company at the 95% level using the regression test. Nabati and 
Matofi  have confirmed the relationship between the organization’s 
marketing and learning capabilities using the Pearson test with 
an impact factor of 0.736. Allameh et al. also investigated the 
effect of marketing capabilities on organizational innovation in a 
research. In this research, researchers have used structural equation 
modeling, which has been confirmed with a significant number of 
5.731 and an influence coefficient of 0.266 [32-36].

Based on the findings of the present research and comparing 
these results with similar researches, as a general conclusion, it 
can be said that the role of competitive smart network has a very 
high impact on business performance with the mediating role 
of marketing capabilities and competitive advantage of home 
appliance manufacturing companies located in the industrial towns 
of Isfahan province. The obtained correlation coefficient shows that 
the intensity of this effect is also very high. After that, competitive 
intelligence network, competitive advantage and marketing 
capabilities respectively have the greatest effect on business 
performance in home appliance manufacturing companies located 
in industrial towns of Isfahan province [36-48].
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