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Introduction
The agri-food system (also called food system) is “the way in which people organ-
ize themselves, in space and in time, to obtain and consume their food”. According to 
FAO (HLPE, 2014), a food system gathers all the elements (environment, people, inputs, 
processes, infrastructures, institutions, etc.) Today, all the components of the agri-food 
systems are concerned by a huge need for innovation to reach sustainability (Tilman & 
Clark, 2015).

Agro-industry is an activity that uses the product of the primary sector (agriculture, 
plantation and forestry) as raw materials, designing and providing the equipment and 
services for the primary sector itself (Adriadi Ghiffari, 2016).

Given that the food industry in the industrial world is accompanied by intense 
competition and the active presence of large transnational companies, competition 
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in this industry goes beyond national borders and puts a lot of competitive pressure 
on activists in this field. The food industry in Iran is one of the important and influ-
ential industries in the economy, which will undoubtedly face many changes with the 
globalization of the economy and increasing competitiveness. In such a situation, 
to maintain the position and to create the value-added for customers and maintain 
them, food companies are forced to create competitive advantages for themselves 
and they try to maintain and develop these advantages (Food Industry Strategy Plan, 
2016).

The activity of the conversion and complementary industries causes value-added of the 
product, job creation, prevention of waste, improvement of export situation, encourage-
ment and encouragement of producers and direct impact on the economy of horticul-
tural production areas of the country, has a special place and importance. Agricultural 
development is not only limited to increasing yields, but also includes diversification and 
processing, waste reduction and value-added production. Therefore, it is necessary for 
the agricultural sector to prepare beyond its livelihood functions for new roles (Mcleod 
Rivera & Kalim Qamar, 2003).

Complementary industries refer to a set of industries that by performing physical and 
chemical changes on raw materials of plant and animal origin in terms of processing and 
processing, grading, packaging, storage and marketing and distribution of the resulting 
products. Conversion and complementary industries agricultural is transformed into 
another form for better consumption, better supply, and increase of economic value in 
such a way that the nature of the new product is the same as the nature of the raw mate-
rial, but the final product of a new material is the same as the raw material (Qami et al., 
2011).

Establishment of conversion and complementary industries has positive and signifi-
cant effects on strengthening the rural economy, increasing the level and variety of prod-
ucts, as well as preserving agricultural lands and rural landscape. Given the natural and 
social characteristics and talents of the region and the positive effects of agricultural-
related industries, linking the two sectors of agriculture and industry is mandatory to 
achieve sustainable rural development (Poorramezan & Akbari, 2014).

Dates are considered as one of the strategic products among the agricultural products 
for Iran and one of the most important garden products in this country. Iran has around 
17% of the cultivated area and 13% of the world’s date production (Statistics of the Min-
istry of Agriculture, 2017).

Date fruit is an important commercial crop in the Middle East. According to the Food 
and Agriculture Organization (FAO), in 2013, the area under date cultivation in the 
world was 1,112,490 ha and world production was 627,624 tons. Meanwhile, Iran’s share 
is estimated 162,998 tons from cultivated area 1,083,720 ha. However, a large amount of 
dates in different stages of production turns into waste for many reasons. For instance, 
due to the high waste of dates in Iran and the lack of sufficient conversion and comple-
mentary industries, a significant amount of these valuable products is destroyed annu-
ally (Behbahani, 2017).

Recently, Food Loss and Waste (FLW) has been the subject of much discussion. When 
it comes to food security, potential economic benefits, natural resource conservation, 
scientists, politicians, and the general public, agree that FLW needs to be reduced. 
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However, the way the FLW problem is presented and analyzed faces numerous incon-
sistencies (Chaboud & Daviron, 2017).

The privatization of the public infrastructure for agricultural knowledge was the most 
important change in the Agricultural Innovation System. Agricultural knowledge and 
information were regarded as public goods offered by the state through extension ser-
vices and publicly applied agricultural research institutes (Lacy, 2001).

The privatization of public knowledge infrastructures in agriculture was the second 
major change in the Agricultural Innovation System Agricultural knowledge and infor-
mation were viewed as public goods provided by the state through advisory services and 
publicly applied agricultural research institutes (Lacy, 2001; Rivera, 2000). In practice, 
however, these were often not the exclusive source of knowledge and information for 
innovations as private service providers were also active. Privatization has resulted in 
either the acceleration or emergence of a market for agricultural R&D and KIBS for the 
US, depending on the local context, for the support of agricultural innovation (Leeuwis 
& Ban, 2004; Levidow et al., 2002).

Information and knowledge become private or chargeable goods. From the perspec-
tive of an innovation system with a strong emphasis on effective linkages between actors, 
the changes discussed above at the interface between producers and users of knowledge 
and information present a number of limitations and challenges for actors in agricul-
tural knowledge infrastructure. In order to meet these new demands, state farmers are 
encouraged to be more market-oriented, to look for new opportunities and to act more 
strategically. This shift from production to business and market orientation has drawn 
attention to the appropriateness and application of general business skills in the agricul-
tural sector compared to technical skills and knowledge in animal and plant production 
(Klerkx & Leeuwis, 2008).

Marketing: It is a technical economic practice that minimizes the cost of goods devel-
opment while increasing sales and thereby maximizing profits (Afrasyaby, 2010).

High demand for the high quality of fresh food has pushed farmers’ interest in mar-
keting, creating social connections and vibrant shopping experiences, and widespread 
health issues, and has always pushed farmers toward marketing (Hamilton, 2005). 
Branding: price, along with "location (or distribution) and promotional activities", is one 
of the four pillars of marketing. Proper pricing, along with its components in the success 
or failure of a business, has a significant impact on income through the mix of marketing 
pricing as a major parameter (Dolgui & Proth, 2010). Marketing relations include vari-
ous components such as sales promotion, public relations, direct marketing and adver-
tising, which is an important part of marketing. Marketers use advertising to raise brand 
awareness, build branding between other brands, and ultimately the name of commer-
cial brand by the customer (Abbasi & Mohammadian, 2007).

The brand name is an important driver of new product success. However, if consum-
ers perceive inconsistency between the existing name and a new product, they may 
react unfavorably toward the new product, as well as the brand and its existing product 
(Truong et al., 2017).

Shafei and Naziripour (2013) considered pricing as a behavior, culture, information 
flow, decision making, and strategic planning and as the least costly way to address 
customer problems and customer management. Since the date industries of Kerman 
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province has not been able to reach the world markets in the field of marketing, packing 
and processed products, this paper examines the development of date processing and 
complementary industries with an emphasis on comprehensive innovation management.

In Iran, most of the dates produced in conversion industries, are consumed as date 
juice, cake, cookies, etc. In addition to job creation, the exports of these types of prod-
ucts can be increased by investing in conversion industries.

Dates in Kerman province are sold in bulk and nonstandard packing to brokers and 
due to the lack of skilled manpower and innovation in processing and complementary 
industries of date. This product could not have a significant share in global markets. 
Also, the participatory method and use of indigenous knowledge are very insignificant in 
the institutional and organizational field.

The agro-processing industry, with creating food security, has an important role in 
improving poor people’s access to food and increasing their purchasing power. Accord-
ing to proper marketing and transportation, processing industries can have an impor-
tant role in rural development.

The agricultural products marketing in Iran has not made much progress. Therefore, 
the marketing of these products should be out of its traditional mode and turn into an 
advanced mode. This issue highlights the importance and necessity of innovation in the 
marketing of agricultural products. In the current situation, traditional marketing meth-
ods have lost their effectiveness because of the increasing consumer awareness of agri-
cultural products. Besides, the need for innovation in conversion and complementary 
industries is more important than ever in business and agricultural production activities.

Literature review
Framework and overview of modeling approaches

Conversion industries guarantee food security and play a vital role in improving the 
accessibility of poor people to food and improving their purchasing power. Cost-effec-
tive conversion and complementary industries, with proper marketing and transporta-
tion, play an important role in rural development (Olamade, 2014).

The establishment of industries increases the interest in agricultural activities. Even-
tually, in the environmental dimension, reducing the waste of agricultural products, 
healthier supply of food products, and considering codified programs to observe the 
health of the rural environment have been the most critical consequences of establish-
ing conversion and complementary industries in the agricultural sector. Transformation 
industries in the agricultural sector can be expected that a high percentage of agricul-
tural products produced due to incomplete marketing and low selling prices in agri-
cultural lands, can be purchased and used in these industries at a reasonable price and 
easily (Karami et al., 2019).

Total innovation management

Total Innovation Management (TIM) discusses the components of strategy, culture, 
organization, and the relationship between them (Xu et al., 2007). It presents a model 
for the relationship between technology and non-technology. This new model integrates 
various characteristics of innovation and traditional innovation. The main emphasis of 
traditional innovation management has been the creation of technology or innovation 
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processes, and the role of management includes processing inventions or innovating the 
product (Zhirong et al., 2003).

Performance in traditional innovation is related to R&D. A key factor in traditional 
innovation is competitive advantage. Also, in total innovation management, the function 
of cultural elements, organizations, innovators, place and time are important (Xu et al., 
2007).

Important components of Total innovation management are Innovation strategy, 
Innovation culture, the organizational structure, technology management, and innova-
tors. In this respect, innovation synergy is among the innovative elements.

The notable difference between total innovation and traditional innovation manage-
ment is that it breaks through the previous innovation framework, which is only limited 
in the research and development department. The employment of TIM goes through 
three transformations ranging from individual innovation to overall innovation, from 
separate innovation to integrated innovation, and from a focus only on the company’s 
internal resources to an emphasis on the integration of internal and external resources.

Innovation is therefore not only the responsibility of a few people or functions, but 
also in an integrated strategic process for value creation and creation. TIM demands that 
all functions and all employees are involved in the overall innovation—the resources for 
innovation will be much higher and the costs of applying TIM will grow consequently. If 
TIM is not linked to the innovation strategy to create more value in the market than it 
costs, TIM is therefore not supported and subsequently not carried out.

In a dynamic and complex market, only continuous innovation can drive a company’s 
sustainable growth and profits. In the innovation process, however, companies often 
get caught up in the “war of innovative wear and tear” (Braun, 1997) and lead to what 
is known as the innovator’s dilemma (Christensen, 1997). Much research and practice 
has shown that innovation must be brought into the framework of corporate strategy 
in order to overcome this dilemma and serve the process of changing business strategy 
(Janszen, 2000; Xu et al., 2007).

The implementation of TIM undergoes three transformations. They range from indi-
vidual innovation to total innovation, from separate innovation to integrated innovation, 
and from a focus only on the company’s internal resources to a focus on the incorpora-
tion of internal and external resources. Innovation is therefore not only the responsi-
bility of a few people or functions, but also in an integrated strategic process for value 
creation. TIM should be integrated into corporate innovation strategy such as R&D 
(Roussel et al., 1991).

Strategy implementation should be supported by organizational and institutional 
innovations (Janszen, 2000). According to institutional economics, the establishment of 
an institutional innovation entails two prerequisites: on the one hand, the innovation 
changes the latent profits and, on the other hand, the innovation costs must be lower 
than the added profits (Davis & North, 1970).

TIM demands that all functions and all employees to take part in total innovation—
the resources for innovation will be much higher and the costs of implementing TIM 
will increase consequently. If TIM is not linked to the innovation strategy to create more 
value in the market than it costs, TIM is therefore not supported and subsequently not 
carried out.
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Innovation dimensions

First, product and/or service innovation implies changes in a product or service pro-
vided by the organization by using new or existing technologies. It refers to the devel-
opment and marketing of new products and services, related to customer satisfaction. 
Second, process innovation, which includes changes in the way in which new or signifi-
cantly improved products or services are created and delivered. It is the development 
of different ways of manufacturing and providing services. Third, marketing innovation 
(competitive position), which refers to changes in the context in which goods or services 
are introduced to the market by focusing on the consumers’ needs. It is the development 
of new power and leadership structures. Lastly, organizational innovation (management 
or mental process), which comprised changes in the underlying mental models which 
shape what the organization does, therefore, it is the result of strategic decisions taken 
by the company through a newly developed business in order to provide a sustainable 
competitive advantage (Ganzer et al., 2018).

Marketing innovation

Marketing innovation addresses the implementation of new methods, with significant 
changes in product development, packaging, promotion, positioning, and even in pric-
ing. Therefore, marketing innovation seeks to address the consumers ‘needs, by the way 
new markets are opening, the product repositioning of a company within the market, 
aiming to increase sales (OECD, 2005).

Development indicators of a local foods supply were positively related to the choice to 
engage in marketing. Factors affecting farm financial performance varied significantly 
between a short-term and a long-term measure. The results emphasize the importance 
of considering multiple outcome measures, developing local supply chains and provide 
implications about beginning farms (Clare Ahearn, et al., 2018).

Ali Abadi et al. (2009), in a study entitled "Smart Packing in the Food Industry", factors 
for smart packaging such as temperature and time indicators, gas concentration con-
troller, increased ease in the production and distribution of anti-counterfeiting and theft 
systems and increase the safety and quality of food products.

Eskandarpour et al. (2014) carried out a study entitled "The Uniform Price Law and 
Integration in Global Date Markets". The results of the study indicated that the con-
vergence of prices in global markets and among major exporters such as Iran, Tunisia, 
Emirate, Iraq and Saudi Arabia could make it possible to access markets. It should be 
noted that there is price convergence and the unit price law in the long run between 
global prices and export prices in Iran’s export markets.

Tsai et al. (2017), in an article entitled "Experiential value in branding food tourism", 
achieved the results that branding could significantly increase the return on investment. 
Illustration in branding, such as local food image has a significant relationship with an 
increase in tourism.

Rapp et al. (2010) postulates that customer-orientation is the collection, sharing, and 
use of information with customers at the organization level and coordinated actions 
based on this information. Customer orientation, as a dimension of market orientation, 
emphasizes the importance of identifying and addressing the needs and preferences of 
buyers and customers (regardless of other dimensions of market orientation).
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Market innovation is orientation. Market innovation means the innovation of market-
ing channel, the operational ways et  al., by which to create new market, new channel 
and new ways. Innovation synergy is approach. Due to the inherent limitation of isolated 
innovation, it is necessary to integrate all the innovative elements systemically. Synergy 
of all the innovation agents has becoming the dominant paradigm of innovation man-
agement both native and abroad since 1980s, and it is the basic approach to realize TIM 
(Zhirong et al., 2003).

Previous studies on the marketing process in the field of agriculture considered effec-
tive factors such as the role of marketing, the role of consumers, the role of product 
design and startups on this process but in various fields, however, this study seeks to find 
research weaknesses in this field so that it has been conducted with the aim of studying 
the TIM in the marketing process of date processing industries.

Although processing industry is not the only solution to increase the rate of employ-
ment and the incomes of rural people, it is definitely the best and most productive way, 
as many economists and politicians consider the employment as a way to prevent migra-
tion of villagers, besides, rural chaos. Employment can improve the income of villagers, 
especially rural women, who can work near the residence to become self-sufficient and 
reduce their needs (Imani Jajrami, 2009).

Modeling approaches
Materials and methods

TIM includes components such as innovation culture, innovators, innovation strategy, 
organizational structure and technology management (Omani & Salmanzadeh, 2015). 
The findings also showed that marketing of processing industries consists of compo-
nents such as packaging, marketing and processing diversity (Dey et al., 2018).

Omani et  al. (2015) found that innovation can improve the processing industries, 
moreover. In this section, the conceptual model of research is drawn according to the 
previous sections of the study and in the form of the central research hypothesis (i.e., 
comprehensive innovation management on the marketing of conversion and comple-
mentary industries of dates) and based on the review of theoretical texts and related 
empirical studies. As shown in Fig. 1, comprehensive innovation management consists 
of five components (namely, innovation culture, organizational structure, technology 
management, strategic innovation, and innovators). These components affect the mar-
keting of date conversion and complementary industries, including three parts (cus-
tomer orientation, packaging, and pricing). According to these points, the hypothesis of 
this research is as follows.

What are the components of comprehensive innovation management in the marketing 
of date conversion and complementary industries? Is there a significant positive rela-
tionship between the elements of comprehensive innovation management and market-
ing of date conversion and complementary industries?

This research is applied in terms of purpose, quantitative in terms of data collection 
method, and survey in terms of implementation method. The present study consists of 
two phases: (1) reviewing theoretical and experimental foundations and (2) field study. 
In the first phase, the theoretical and experimental foundations related to the research 
subject area were studied. Based on the purpose of the research and literature review, 
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research backgrounds, and hypotheses, the conceptual model of the research is pre-
sented in Fig. 1. In the second phase, the indicators for measuring comprehensive inno-
vation management in date conversion and complementary industries were designed 
using a quantitative approach and field study.

The statistical population of this research includes 200 persons who work in the field 
of marketing, packaging and processing of date products in the processing industries 
in Kerman province. The sample size was determined to 155 persons by Cochran for-
mula and simple sampling method. The data were collected through researcher-made 
questionnaire which has 58 items according to Table 2; moreover, it has been scored by 
5-point Likert scale (completely agree = 5, agree = 4, no opinion = 3, disagree = 2, and 
completely disagree = 1). The viewpoints of experts and Cronbach’s alpha were used, 
respectively, to determine the validity and reliability of the questionnaire, finally, the 
obtained values were higher than 0.70 so that reliability was also confirmed.

In this research, to analyze the data and hypotheses of the study, descriptive statis-
tics (e.g., mean, median, and variance) and inferential statistics (structural equations) are 
used. In addition, structural equation model (SEM) is used to confirm or not confirm 
using AMOS structural equation software and SPSS software.

Results
The results of the present study showed that there is an obvious weakness in the mar-
keting of date processing-complementary industries throughout the study area, there-
fore, using new methods can address these shortcomings. In the present study, the TIM 
approach and its components make the marketing process of this strategic and impor-
tant product more effective. Since marketing is one of the most important factors to 
increase incomes of the farmers in this region, it can be said that improving marketing 
leads to better condition in terms of welfare of the owners of these industries. Moreover, 
it can help in the globalization of these industries.

Comments of palm industry owners are given in Table 1. In order to determine their 
importance, the items in the components of marketing were ranked based on their cor-
responding factor loadings in the final structural equation model. The results of Table 1 
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Fig. 1 Research model
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indicate that “Local culture in packing” is ranked highest among the items of packing in 
processing industries and the item “using skilled force in packing" has the lowest priority.

Designing a development model for palm processing industries with emphasis on total 
innovation management has been demonstrated with emphasis on comprehensive man-
agement of innovation using the Structural Equation Model. Structural equation mod-
eling was performed using the AMOS software. The model illustrates a special causal 
structure between a set of latent constructs. Measurement and structural models were 
constructed; the structural model was derived from the measurement model after items 
with weak loadings were trimmed. A structural equation model is composed of two 
components: a structural model that specifies the causal structure between the latent 
variables and a measurement model that represents the relationships between latent var-
iables and observed variables. Figure 1 shows the structural model of this research.

Using general value indicators, the question can be answered that regardless of the 
specific values reported for the parameters, is the model generally supported by the 

Table 1 Descriptive statistics for marketing in processing industries

Item Mean rand SD Coefficient of 
variation

Rank

Local culture in packing 3.70 1.00 0.270 1

Using communication tools in marketing 4.14 1.26 0.305 2

impact of customer-orientation approach 3.62 1.11 0.306 3

Packing methods according to international standards 3.20 1.00 0.312 4

Modern transportation methods 3.67 1.15 0.313 5

Proper warehousing 3.65 1.15 0.315 6

Preserving quality by type of packing 3.11 0.99 0.318 7

International brand in date packing 3.77 1.21 0.320 8

Appropriate pricing in marketing 3.53 1.14 0.322 9

Internal branding in date marketing development 3.57 1.16 0.324 10

Date brand advertisement 1.32 1.23 0.336 11

Using advanced technology of date packing 2.93 1.10 0.375 12

Seller information about the brand for the customer 3.12 1.21 0.387 13

Date packing in terms of appearance and adequate infor-
mation in international markets

3.28 1.27 0.387 13

Using skilled force in packing 3.94 1.18 0.932 14

Table 2 Overall fit indicators for the conceptual model

Index Normal limit Observed value

DF Larger than zero 261

Ratio of x2 to df Between 2 and 5 3.153

Goodness of fit (GFI) 0.9 and larger 0.941

Normed Fitness Index (NFI) 0.9 and larger 0.925

Non-Normed Fitness Index (NNFI) 0.9 and larger 0.950

Incremental Fit Index (IFI) 0.9 and larger 0.963

Root mean square error of approximation (RMSEA) Below 0.05 0.027

p-value Below 0.05 0.124

PNFI Below 0.05 0.580
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collected experimental data or not? If the answer is yes, the model is acceptable. Oth-
erwise, efforts should be made to correct it. To interpret the values in Table 2, we must 
say: the second root index of the average of the remaining squares, or RMSEA, indicates 
whether the developed model can be considered acceptable. This index is known as one 
of the bad indicators of value. Its value varies between zero and one, and the smaller the 
value obtained, the more acceptable the developed model is considered. For the devel-
oped factor model, it indicates that the model is acceptable. Comparative indicators have 
also been developed to evaluate the acceptability of the model based on its compari-
son with the independence model. These indicators take values between zero and one, 
and values above 0.90 have been interpreted as acceptable values in most sources. In the 
table (5), the Luke Toker Value Index (TLI), which is the same as (NNFI), is 0.950, and 
the Comparative Value Index (IFI) is 0.960, and their values are more than 0.90. There-
fore, based on these indicators, the developed model is considered acceptable.

Structural equation model was used for testing the research hypotheses (investigat-
ing for a significant positive relationship between development of date processing indus-
tries and organizational, technological, strategic, cultural, and underlying individual 
variables).

Factor loadings in Fig.  2 indicate positive significant relationship between develop-
ment of date processing industries variable and each of elements of strategic innovation, 
technology management, innovation culture, and organizational structure. Factor load-
ings for strategic innovation, innovation culture, technology management, and organi-
zational structure are 0.65, 0.82, 0.56 and 0.79, respectively. According to the results of 
this analysis, the research hypotheses are supported. Each of the elements in the com-
ponents of the model is ranked based on the factor loadings represented in the path dia-
gram (Fig. 2). In the culture of innovation, the item "vast database of information and 
resources related to marketing" is ranked highest with a standardized regression weigh 
of 0.79. Then “the attempt of date industries for Global trade" with a factor loading of 
0.60 is ranked second. In strategic innovation, the element "long-term investment in the 
transformation and complementary industries" with a factor loading of 0.76 is of highest 
rank, and "the presence of palm growers and owners of palm industries at the univer-
sity’s dissertations" with a regression weight of 0.69 is ranked second. According to these 
results, the field of investment in machinery will improve the productivity and safety of 
workers in palm trees, which is in line with the research results of Gagliardi et al. (2014).

In technology management, "the use of new technology" with a factor loading of 0.73 
is the major component and "management of technology with business strategy" with a 
factor loading of 0.52 is ranked after that. This finding is consistent with the results of Ali 
Abadi et al., Troott (2017). In organizational structure, "corporate governance with open 
and honest communication" with a factor loading of 0.79 is ranked highest and “finan-
cial incentives” with a factor loading of 0.72 is ranked second. In psychological charac-
teristics, "risk" with a factor loading of 0.81, the "internal control" with a factor loading 
of 0.72, are ranked first and second, respectively, which is consistent with the results 
of Efrat et al. (2017). According to Table 2, of the indices of model fit (x2 to df = 3.153, 
GFI = 0.941, RMSEA = 0.027, p-value = 0.124), all reasonably well indicate the model fits 
the research data. These fit indices are in the acceptable criteria and justify the credibil-
ity of the structural equation model.
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Conclusions
The date processing industry has several potential benefits. These industries must con-
sider the upcoming challenges to be successful in the marketing development of process-
ing industries. This study shows that the marketing complexities of the date processing 
industry can be significantly influenced by organizational structure, technology manage-
ment, strategic innovation, innovation culture and individual tendencies. However, the 
results showed that there is not a positive, significant relationship between individual 
tendencies and marketing of date processing industries.

Challenges related to the development of date processing industries should be cate-
gorized. This research provides these effective factors by examining theoretical sources 
along with a conceptual model. Local culture in packaging is the most important factor 
in the development of processing industries.

Fig. 2 Path diagram of the research model
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The application of communicational tools for marketing and introducing a prod-
uct is the second priority, i.e., communicational tools such as media environmental 
advertisements and personal contacts can be effective for marketing the date process-
ing industry.

In the structural model of TIM in the development of date technology indus-
tries, the first priority of "extensive database of marketing-based information and 
resources" shows that the owners of industry believe that governments should make 
long-term investments on the advanced packaging machines". Technology manage-
ment with respect to business and globalization strategy is one of the priorities of the 
owners of this industry, in which creating social media so that farmers and industry 
owners easily have an access to this information. Furthermore, extensive cooperation 
between "the presence of industry owners, farmers and university professors who can 
be experts in this field" can be significantly effective in marketing development.

Managers of date processing industries must improve the organizational structure 
to promote the date processing industries, the most important factor for which is an 
open-minded and honest management that brings new ideas leading to increased 
globalization and development of processing industries. Globalization increases 
competitiveness. The use of new technology is one of the important factors in the 
development of processing industries, but it should be in line with localization lead-
ing to higher rate of employment. Marketing skills, including advertising is one of 
the most important variables in the development of processing industries are very 
important in the development of this industry. To achieve international markets and 
develop these industries, all aspects of innovation should be utilized, in this respect. 
Due to the high capabilities and capacities of the province, the level of innovation and 
creativity in the agro-processing industries of date production needs to be reviewed 
so that appropriate policies will be applied to eliminate restrictions, also, utilize exist-
ing rural and agricultural capabilities.

Abbreviation
TIM: Total innovation management.
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