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Table 1- Marketing Mix criteria in Saffron export and their related sub-criteria (Mac Carthy, 1964 and research findings)
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Quality of product transfer
01383y 58 b alols 0.047
Distance to importer
Timely delivery
OBAS5,lg delys o 0.041
Importers income

Inventory levels
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Table 7- Results of relative weights for Price criteria

Jre 25 w059
Sub criteria Relative weight
Price compared to competitors
e adplel oS 0.351
Product price
S 0.114
Discounts
i 0.085
Inflation
=ob ol 0.064
Checkout

&y pais Syl 15 o (339 W -5 Jgs
Table 5- Results of relative weights for Promotion criteria

Jre 325 w059
Sub criteria Relative weight
L;)L?d dl:“%;e;‘ 0.408
Advertising
)}“‘5 }‘ C)B 2P hsb L;J*’L“ Owb 0.230
Have the sale agency in abroad
saass sleolRioles d)‘}fﬁ 0.138
Special exhibition
JLQ} )‘)L 5 L‘3) sl 0.089
Number of competitors
s 95 0.064
Direct selling
Sales promotions
Trade regulations
L;l"ﬁ OLTAJJSA@')& S 0.019

Expert providers in the country

Bamka, ) Kb {Feali & Rasoli, 2006) 31 Jgw, g Jsd
N gamo o SigiSI L3k sl 1, il 5l eslizl (2000
Farahmand et ) -,LSen g dian,d g atusls (cygp5 (65y9UsS
Dialidl 5 pe slaas L 5 6 st |, o (al., 2012
il S (B yme o i Slpslo g olSly sadg e gy
shb K0 a3 li 0 Ladle wly copie o Y x50 JUK g9
s a Lo b 0ol eawseds (lhae s ol obyliL o cudldl
Gyad el S Ly olhae; @lplo B9y gadge (pl 5 00l iul38l
5 oslital gt ] )3 S e 1S 5L ol i,
S IS iize pwlio S LI 50 g Cunyd Sluylib slb s
3 S glie i ploe plalo § JEaS lo 4J5
F S olies (93 5 Lk dome > Sr9p8 bS],
Feali et ) ol )Len 5 b olalllas 13 &5 Legidge.Conl jguS
ol)LSen 5 Jg ol (Ghorbani, 2008) L, (al., 2009
ohl—Sen godljpgaxe g (Shahvali et al., 2012)
sl 48,8113 0S5 3,90 55 (Masoomzadeh et al., 2013)
e ol 0 03,91 T Jodo 55 4 yobo o Sl Coles p
5(0/264) Joame oaiplos cangd 0/271) L3, & s Cangd
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25 S 3l 0.007
Sales promotions
26 Sl oy e 0.007
Trade regulations
Product type
28 BB BaSed e Syt 0.005
Expert providers in the country
29 e 0.005
Extensive distribution network
3 Jpaee Jil i 0.004
Quality of product transfer
31 52y )95y dolé 0.003
Distance to importer
32 (St 0.003
Timely delivery
33 OBAS5,lg delys o 0.003
Importers income
34 S Sz 0.001

Inventory levels

o iy sline 29 IS slasline (oo (g e Sl e
15 dmwbre (ob)lib asusl ) She cilises (laadls 5l Sy pn
odddulie ()55l &5 ol osd 035l 8 oo 5 ] ol &5
2 685w il St a8 el cans 4 0007 1y aslio ol (slp
P picr ol 5 ol b el e 5 nesli
oo 3 9 3yl ol il o lde Bl «lads o g)ls
092 2lauadld g Cosal (il (L L3, b dunlie )3 Cuid
5 OBl 2al)> s cBsedy Ly @aiiS)lg 558 | alolé
3 olies bl 2 cusal b Caglgl 1> (B (635290 392
Wl 13 sl

(S 325 A0
2j9> 33 S Cmliw 9 S32)40b 0 )3 oo saylil 5l (Se
o e il adllhas il 55 sl o3 skl ¢ byl

dm slag 50 peiS Glyieg Shslo bl aseal Jae ¢ 5
Syl 5 0a B LSl Caid 5 ad i ajgi LS (Jgmae
S rSope 9 OBy 45 el poolal l 51 S pm (gl e L
33 < i (sLneibly bl o .l 0 (sA45) AHP (SiS
A Jgmma e ) yie ol i ciliee (Lmylone iy

il wel (G lre 0 51 S b (2 0j9 U5 -8 g
Table 8- Results of weights of mix marketing sub criteria

&3, Jre 25 @ (39
Row Sub criteria Relative weight
1 ke pl 0.117
Brand
2 L;)L?d dl:“%;e;‘ 0.115
Advertising
3 U S 0.087
Fraud
4 Sl Lo il 0.076
Having the standard sign '
Price compared to competitors
6 )}“‘5 }‘ C)B 2P b L;J*’L“ Owb 0.065
Have the sale agency in abroad
7 Jpaes o2dples cunt 0.063
Product price
8 SHdle ()9 0.056
Package weight
Beauty of packaging
10 eSSl 0.039
Special exhibition
11 O‘)’S‘c)‘ LS'Lm’Q)ﬁ‘)é 0.026
Saffron products
Number of competitors
13 Py 0.022
Inflation
14 Sl ol 0.018
Ecommerce
15 e (59,5 0.018
Direct selling
16 Y @i S g5 0.018
Type of distribution channels
17 Jpame o9 S5 0.017
Organic product
18 W5 st lly s ek 0.015
Production capacity
19 ligiss 0.014
Discounts
20 (acauly o e 0.013
Intermediaries management
21 N i 0.011
Product Quality
22 <3y clej 0.010
Checkout
23 B dsol> ;0 Jgae caliss 0.009
Knowledge of the applicant
24 038 oo drels Cyuas e 0.008

Exporter consumption



1394 uLo.w.c) 4 o Lol 3 al> ‘ol)_é.c} ‘5)5[_;5 g ccly; Ay i 294

33 ol ) i Jyana () sl o353 5
sl gy 3l eolawl cuows 4y (L3I HBaSu)gr 3sgds oS Jbsyo
3915 S gy 5 il sl Ghisel Bl oo 5l gtrdiun (g
Eel gy (BaiSae 5 (Buis ple 4 Bus gl ylib &
395 a8 b el Sl sloylil ) plyie; (Bey8 g5 cnl 295
Cably daled o g0 1) Wy Al

P olde) andye 5 iy slaJUlS cogdgdan ang b -
Gk Jl Jpame (al (g a8 dnugi (Ol Jlpolo a3l
5 ) sb)lil o e (BuiSas,e o eSS L 6o
el g G sl il o oy ies g sl JUIS ol
oy lp ol @iy 46 JoSuts caa Jlo la S8
5 o L (imen 9 o0 Sl g Al ©9p S
Ol Caws g calisee gla S o (Sales pae lulis)S
ol a8 el L cnlagzge slo Gl Sl S olde; Ay
Ly o s sl i 5 Loy ol o oy
AP e golr o) LB Sy T sl 5 0D Silan K0Sy
Lygl walyd 1y Il elyls

S ol ) e o 53y i slaills S -
515 898 3)ly Jpaze (ol ik b qawlio (g52)a0l 5 b 251 028
31 3L e A5 g0 395 oniin bl s ] ablie (gl Sliuges
5 S gl cews anly ol elpls as slaie Sl b
o9 @8 sleidy Ll (b ablis (sl i e oS 200,
7 9 olie) 2o 390 9 M98 sl aja ial l (slack
ol 1535 ) s 4 Jpaonn ] 26 J 5ol

3kl lis ysls gl pb g g L'j Caglgl hyls sla sl
Cagdsl oYLl ohtes Qblil o ad plulid ganaie b9 5
O 2Ll asusl 3 (cdn e Jhne @by Hlme sl oy
Sailes bl gyb0 Gladd lxe cpl gla 2 ls e > .05
elgs | paass sollislel (55155 5 9 )9S 5l )15 5> gy
Cnle b sl Joeame ol Sl s ol e lil
ol il 4ol polez 5 o Caglyl @ish 5 Ceond sl lne
daa il yolasasg Lash pwlaslsgs ) Jewnme
g o Ayl Jaazo pl oo dauy jolaiods pj (cbadlpiing

NS e 5l e 8y bml (sl p3Y sloly 5l S -
Jib cuas sblage IS coley pae yudai calisee Yoy cul
Q_.{] 502l ead dlsol u.?)l& qubu &l L;.lﬁ; )]94 3929 9
9 Al oy sladol 2leS il & BaiS jolo plill joguas
Ol gl 9 s A8 (35e3 03080 5 dnusgi il o coles
S )3 429 )90 Ml e

P o83 bwy 48 il el egd 3jlulinl cule, -
g 3loul blsyl cpl yo ol o (i)l58 350 Jawmme pl Sbl5L
loygliie 3350 dxwgs ¢ Jguamme S JyiiS slaolKiislojl dxwgs
(sl aligalyS 351 ey Sl plil g 5 e M
5 S e ool g Jpame gnan )3 5 (2liE e 4y bsiye
Dga oo ey cublige cole,

S elael i sy ea b e el oy e a8 wlpl s -

&bo

Aghaii, M., and Rezagholizadeh, M. 2011. Assessment of comparative advantage in the production of saffron.
Economics and Agricultural Development 25 (1): 121-132. (In persian).

Bamka, W.J. 2000. Using the internet as a farm-marketing tool. Journal of Extension 38 (2).

Biria, S., and Jabal Ameli, F. 2006. The effective factors in exporting Pistachio, saffron and dates in Iran’s non-oil
export commaodities basket 1991-2001. Agricultural Economics and Development 54: 197-199. (In persian).

Darijani,A., Shahhossein Dastjerdi, S., and Shahnoushi, N. 2011. Determination of drought risk management priorities
in agricultural sector of Gonbad-e-Kavous district using AHP technique. Agricultural Economics 5 (1): 37-59. (In

Persian with english summary).



205 . jige ol I3l axsiel polis suiscaglgl 5 (lulid

Farahmand, K., Daneshvar Kakhki, M., Shahnoushi, N., Ghasemi, V., and Hemmati Kakhki, A. 2012. Factors affecting
the development of the saffron market using Fuzzy Delphi method. Agricultural Economics 6: 97-119. (In persian).

Feali, S., Pezeshkirad, Gh., Chizari, M., and Yaghoubi, A. 2009. Packaging industry and its role in saffron export.
Journal of Agriculture and Natural Resource Construction Engineering 5 (20): 37-59. (In persian).

Ghodsypour, H. 2000. Analytical Hierarchy process. Amirkabir university press, Tehran. (In Persian).
Ghorbani, M. 2008 .The Efficiency of Saffron’s Marketing Channel in Iran. World Applied Sciences Journal 4 (4): 523-

527.

Hosseini, S., and Ahou Ghalandari, M. 2007. Marketing margin analysis of Iranian saffron. In 06th National Conference
of Agricultural, Mashhad, Iran, November 2007, p: 68-75.

Iran Customs Administration. 2013. Agricultural statistics, Tehran. (In persian).

Karbasi, A., and Akbarzadeh, J. 2008. Estimation of supply and demand of Iranian saffron export using simultaneous
equations. Agricultural Economics and Development 62: 95-106. (In persian).

Karbasi, A., and Rastegaripour, F. 2014. Evaluation of comparative advantage on production and export of saffron.

saffron agronomy and technology 2 (1): 59-74. (In Persian with english summary).

Kotler, P., and Armstrong, G. 1989. Principles of Marketing. Global edition. Germany.

Lopez. A.l., Resano-Ezcaray, H., and Camarena-Goémez, D.M. 2009. Developing marketing strategies for Jiloca
saffron: a price hedonic model. Spanish Journal of Agricultural Research 7 (2): 305-314.

Low, S.P., and Tan, M.C.S. 1995. A convergence of western marketing mix concepts and oriental strategic thinking.
Marketing Intelligence & Planning 13 (2): 36-46.

Mac Carthy, E.J. 1964. Basic marketing, IL: Richard D. Irwin.

Masoomzadeh Zavareh, A., Ebrahimi, A., Shamsi, J., and Dehnavi, K. 2013. Operational plan of Iran saffron’s

branding. Saffron Agronomy& Technology 1 (2): 39-68. (In Persian with english summary).

Moghaddasi, R., and Alishahi, M. 2007. Study on the determinants of Iran's share in world agricultural markets. Journal
of Agricultural Sciences 13 (1): 21-37. (In Persian with english summary).

Mousavi, N., Yazdani, S., and Rezaei, M.R. 2009. Effects of globalization on agricultural exports: a case of Saffron.
Agricultural Econoimcs Research 1 (2): 43-60. (In persian).

Paseban, F. 2006. Investigate factors affecting the export of Iranian saffron. Iranian Journal of Economic Research 6
(2): 56-64. (In Persian).

Pezeshkirad, Gh., and Feali, S. 2010. Challenges and solutions for the processing, marketing and export of saffron:
application of delphi method. Agricultural Economics 4 (1): 137-157. (In Persian with english summary).

Rezaie Gashti, S., Heidary Rad, M., and Sohrabi Fard, S. 2013. Study of factors affecting the export and its legal

barriers. International Research Journal of Applied and Basic Sciences 4 (7): 1872-1875.

Saaty, T., and Peniwati, K. 2008. Group decision making: drawing out and reconciling differences. Pittsburgh,
Pennsylvania: RWS Publications.

Sadeghi, S., Khodaverdizadeh, S., and Khodaverdizadeh, M. 2011. Determination of comparative advantage and
market structure of global import and export of saffron. Research in agricultural economics 3 (3): 88-94. (In
persian).

Shahroudi, A., firouzaie, A., and chizari, M. 2007. Structures that affect performance and quality of saffron: case study
of Torbat-e Heydarieh. Iranian Agricultural Extension and Education Journal 3 (1): 143-157. (In persian).

Shahvali, M., Fatemi, M., and Malekian, A. 2012. Design optimization of communication and information for saffron
farmers marketing of Estahban city, Fars province. Spatial Planning 17 (1).

Toledo, R., Engler, A., and Ahumada,V. 2011.Evaluationof risk factors in agriculture: Anapplication of the analytical



1394 QLHM) 4 o Lol 3 al> ‘Ol)j.c} ‘5)5[_;5 g ccly; Ay i 296

hierarchical process (AHP) methodology. Chilean journal of Agricultural research 71 (1): 114-121.
Torkamani, J. 2000. Economic analysis of production and marketing of Iranian saffron. Soil and Water Science

(Science and Technology of agriculture and natural resource). 4 (3): 29-44. (In persian).

Vignali, C., and Davies, B.J. 1994. The marketing mix redefined and mapped - Introducing the MIXMAP model.
Management Decision 32 (8): 11-16.



Abstracts, Vol. 3, No. 4, Winter 2016 6

Identification and Prioritization of Marketing Mix Elements Affecting
the Export of Saffron from the Perspective of Experts

Mohammad Ghodoosit, Toktam Mohtashami*?, Mahnaz Motavalli Habibi® and Shakiba Sheddati®

1,2 and 3. Instructor of Industrial Engineering, Assistance professor of Institute of Saffron and Graduate student of Industrial
Engineering. University of Torbat Heydarieh
(*-Corresponding author E-mail: t. mohtashami@gmail.com)

Received: 18 August, 2015 Accepted: 21 November, 2015

Abstract

The importance of saffron in the growth of non-oil exports makes it necessary to explain proper
marketing systems based on expert priorities. The aim of this study is to identify and prioritize
marketing mix elements influencing the increase in export of this product. In this regard, based on
McCarthy's 4P model, different criteria for export marketing of this product were determined and
prioritized using Analytical Hierarchy Process and interviews with 63 experts in the export of saffron.
Based on the findings, product criteria with important sub criteria such as brands, the standard sign
and packaging weighting 0.485, have the highest priority in saffron marketing. Promotion criteria
(weight 0.281) are the next important in determining the marketing mix. Among the indicators of this
criterion, advertisements (0.408), overseas sales (0.23) and specialized exhibitions (0.138) were the
determining factors in maintaining Iran’s share of this market. Finally, the criteria of price (weight
0.183) and distribution (0.068) have third and fourth priority in saffron marketing mix. Accordingly,
identifying distribution channels in target markets, funding the establishment of an international
distribution network for Iranian brands, supporting mechanized production process of saffron, and
encouraging and requiring manufacturers to food-grade and health license are required and
recommended.

Keywords: Analytical hierarchy process, Saffron, Marketing, 4P Model.



