Oy 69ld g cuelyy 4y i
FOO-FFF o VWAV sl ¥ ojles o s

Saffron Agronomy & Technology
Vol. 6, No. 3, Fall 2018, P. 355-366

i3 — sole Al
S P gl Jolgs Judond 8 350995 b g1 385 ) (5 5105 Cuond (SIS pid g (g

Sy oKy 4kl 5 7 5L S desme T b S Lo e O Sl aabls

WAS ST VA 5 g ey G, U WA LYY el &b

S

32y Sl B sl ol355laS (sl pre Jpamo S gt 4y i ol sl o U Jlizdl slog] 5,08 4y a2 b e
CtS oy Jgmamo pl 0238 ol wlpplo 5 ab)lil a0 O olie gg)ibe SUSto 5 Blus 2929 ] 0 Clu &
= P5e Joelos o piore 3l Se plgie 4 Ceadd (L el o W3l )68 5y Slea Sk o el Cmdg gt o
Cod o)l Aol (sloiigd 5 o b s (05 bl (plolid polaiaas sy o 515 & (65950 ailaie )3 (i (Ablil
ol J2oS3 g (559 anbae sk I jlinyge Clellol b oslitnl Sl il Jolge Jolow 3,50, jl adllae cpl 53 e
aglamen WAF JLuo )3 a0 g Spudo (sl o ) ol i 3o g 0uiSalg (clocS b (lslid ) 5 e b (pass
For a9 sgbie g Loialy aibnl by Lavasl G p Ol o § Como g el (dlate (2lg) (oyp St 22,5
sl o ELia)S Ll gy 3,87 g 0 eSS Ayl aol sy (0l 1zl ) .85 )15 zllol 5 )y 3)90 bty S
5 s Jelss eile gl i g 0 Al Sogb s ind bl 4 ol Lt 51 oy s ilo gl 8 Juols +/VA
5 -1V 3Litel Ly glyie s sygl 8 51 (ol 0293815050 (tali8l cd o ol (L (rizeen adlllae glis )10 (65 2085 2 Co b bl
VY el b U3y cand 51 alST pas g o VY jlitel b 550U 5103 ol Cendd g g8 ala oy ke +/OF el b STyl 53]
olyie Jlo U5 ell 1 il clacuisl Jsams Clpilo ppizzen ool Cuad )l 4ol cind bIE oy oo
3 s ols pas g acuo b oy iCacdl b YV liel b (oolaidl g 0B b wlol 3y Cadd puani g +/YY Lol b G sla il
b ol Glyie; od bk astel S8 Glanaes o Fuenll Y jlial b STpslo Sk )5 cuadd g g /e Ll L
(sl penl) ossl sy gl o 1l e (65l 8 59516 slad ) (g (B UL Cmdg o e ilo 5l ol S
aSlhhle 1 3 5 (g)li8 s platey dags Bua b Slidlo laylil 1o cuadd Jocsse JiS o olae) (L3 sladlio yo,g0 pllas b
20,5 oo dlpiiig

SWOT ()i cad 5518 clyie 0yl  glS Lol

A yde Cayd oSl ¢ 65y9liS” dlaidl 09,8 wid)l cwlids)lS (ggomiils —
pudio oawgdyd oSl (g5y5liS dlasBl 05,5 sliwl - ¥
dyde Cay oKy lhae; 0aSiidgly Sl g (6)y9liS dlaidl 09,5 HLobiwl - ¥
(arkarbasi2002@yah00.CoM : Jstus s g —3)
10.22048/jsat.2017.92171.1245


mailto:arkarbasi2002@yahoo.com

IFAY 5l o oyl oF ala olyhe ) 5y9ld g caelyy 4 pii YOF

ol dlwg 4 j Joame )3 by (B9 4 (deid ya
HOSSaiNi & ) 3,5 s & 90 (£355x0 Lo 2L )li (sl
.(Ahoo Ghalandari, 2006

5 Siytaliyp ) ot sbm)ll 5 (S aloylil 4]
2ol asseel ol oLl sje 5> (i S el
L ol o ol 5" BB bl (sl puiie I (las goone
Gun il (555 gl 1555 oo o] el oo o L o
dod 03515 1) oLl sl - Kod o)lue 4 il
15 Lol plool b 05 o Caxioo b 0l 45l placJlud
Low & Tan, ) >)i5 , 5l july ame sLold 5w
(RS Cad Jame Jolid (abylil (slaaal (1995
siiadtiny «8yg] B O3l (S a5 ¢ gy ygel (S
mad dlllae ol 3 A8 WL _e g g Cansbge wlolis
2)5 tlaolil slaaseal o inte Sl (S plgis 4 NS
5yl Gl (Gregson, 2008) cuwl ai8)S )8 awyp
oRhoal an ) 3 1) oS wlg e )15 e s
Sles Coles

» SWlas o3,y puile s olidej o b LU
Oladllas cpl a4y asldl jo oS Cowl o plogl jouilS 18 5 S5
Hossaini & Ah00 (¢,0il8gal g oo .ol 0aid o,Ll
Ol olyae; ¥ obylib awsls s b (Ghalandari, 2006)
ol-iss @llil apdls g g plhde; B L )
ol cesd b glyie byl auls ol lis ol ulassls
Lot glaaija b g puins daly (09,8035 gaw 5
S)Pline 5 maiine dlatly 35 B9 Jos g 3jetwd dipja Aiilo
olrl > ghiss @llil ansls G550l 09 adllas )5 (55 )

a8l 3108 o ol e (g sl 03,5 29l 1 |,

y - Marketing Margin

.

Ao

5 Coad ¢ agh bLod 4y (gjyliS’ wlganme (i3 )3 o]
g J)d (6l )edS e )3 (Silies Cusbge sl CoieS
lgmamo cnS oads el ol len 9 Of Lol b ol
ol adoxl lgase jl (an b g jlas 5 (55)5laS
(551 S99 Jadd 4 %05 (ggw 1Bl ple g OB 35305
o) Caesd (ol (P9 b g (2Ll Cusbge 6oy
i 5 3l e Sllguats 0iud plod Cuod ¢(5j)sliS sla
S ey Slae wle)lil sl a4 il
.(Hekmatpanah et al., 2012)

0395 ClpiSy Jlo Jsb )3 (65ygliS Clganms adie by
SiaguiS Slguame cubldy 1y j cawl Jad @lypuss gl o
lblog 2,5 (o0 Cygo Jo b 3 (ool slaglej ) Ladd
095 93 2y (ke Sl Wlgs oo (65)9liS Clgiazee oS
33)LS Cosd Ollwgs bl aily 0uiiS” (B juao 5 saiS a0y
g JSde |y g el GSiSS 5l pan
P98 Cuad 1 (63,152 0153 )5l azlin il o (Sos
S dless (L8 wsl awsl cuilby floj jd 395 Jawawe
S (35 S Caz )3 g Gd ]y 393 (e > glie
SirlsS sla il (Hatef & Karbasi, 2013) 5,5 K4
S8y (B g 0aiiS adgs obj olaws) ' JolS <) ©jg0y
1] astio (g5)slS L o 3 ol 22y LS s
Sygao i59lidS 1 (0oL slawd diwgy pbB lgae sgs
ol loiis 01 ST, gl it iy o 4y 4 5,5 s
= sl oe Joo Croid (05,5 g0 4 (B g
O IS ayzm g 039 (SaBauld 0ud Ay Jae
s Lol sl (5)lsS” Jlo wlalasl Ly 4 (el 5 cullly

y - Perfect Competition



Yov S Bl Jolge Judoxi' 85509, b oyl yie 5 (65105 Caond (5o judly (wy 0 o)) o g oy

Ol dw o 5l &S caol Jbjd cpl 5yl eage p sSie
Bl S S sz 5 w9os0lel S lapliol dbg e
) 0 I) A>‘9

» (Mahpeykar & daneshvar, 2014) ;5 b § ,Soa s
Ol > Glide; (BgjBe3) S Cund nhn 4 ladllae
Ol 5 Caand clodly pusgi (gl Jdo oy ying a8 ol LS
Olie) (h9,8 033 Cueid miie sy 9 ARIMA Jas
W ul.’xul Lle Lg) JAA dlwd g Jf)m

sleslawl Lo (Borza & Borza, 2014) 15, 415,
oS lalil slasyely Jolos g 420 4 SWOT ey ile
257 ) St (b A0l )b dnwg l Slgi o
s gl lazsls w5l e Sevge (slad uilisl ol
Ly 5l cpy e Jpame 5 Cuaud (sladpualy aS ol ol LmL'j
2585l ol Jpame a5 IS o (2l ] b
(2bolib alelbl &l (g i b byl cu e sl ¢ gy
slaoyly s (b)lol s (gilailely 5 5yl pU gy
sl e anllas (oolgiing

ol L5 (Astuti et al., 2014) -),LSen ¢ Sl
0 ) oSl ST g (Sosd dals oy s
G il clie 2Ll o puly (s )5 GBS e
940350 ledg s oy p (s Pel jd Spall 0aSad gLy
58 5 e Ll pwite o8 3l Lt ot oo
ol 38l el dyly ey Gleisds (6105w 5 Cuwl yuxie
» (Kushwaha & Agrawal, 2015) Jlsl, 514 bals il
= il asel jolie SISl )y Baaly dagl,

Sl 9 il Jlole Jubow 5l oalizul b SSL @loss

25U B Gpan 513 G g9y 2 2b5b slaau o
Dy oo dmals S ol iuliEl el ol ials )35 .

» (Rezvani & Talebnejad, 2010) I35 LJb ¢ Slss,
g g Coldy STl (a5 g p ST L o sadllas
oldy ;i (AT Cad 0, S dw Wds b e
O Gl 03503 1)) Jgazme (gd5 > 0 1) Al e g (6 e
SF ol 03j el poy )3 (6)II5 o o3 a9y (e L
Joae yos g4 il olpe 3 55 ) 6 S Cueid
ol 03,5 slail>

0355l glasllas y> (Lin & Chang, 2010) Sy 4 (]
b 1) Solotns Jilos g 2305 - Jl g)l35 Cad (slos 30l
s lodls Hly 8 awyy D90 4l o g 5l odliiul
Jlasl ccel caeads o Lacllb (gilw Jolas o sl lis
el (odbasdl 3w (g3l yiShas sl 1,55 g 29 o3

;> (Puspitasari et al., 2013) ,LSen 5 (5)lawliwuwls
P e hwgie g Sas8 S )b 59y o sladllas
JloS g dnjo g (2l g (D e oy p b g9
ool odlial L) ool dswsi 5 l)lil oo pnl, o]
99 (=5 Siaelip puyle 9 SWOT Cumig Jobow
u_u}lha Sr= J.Lo )‘ oslawl L O § Slosls )1).9 =
o g a2 5l ols sladaly coyollas it onis
=l b o ledges Al 1) Cundg Sl o yile
addllandyge @l 4 315 3429 LSl oyl sdal sy
Sy )8 Al 3l 53 398 5 Jgae drwgs sladpal,
sladlas ,> (Mahmoodi et al., 2014) ., Sen 5 (5550200
slagliwl 3> glhie; Jpame (55550 )l 4ps)d Lioxiw &
Ulale slaodly jl odliwl b seis 5 (g9 ( Sl Lol 5
aS ol L ol wolasl y YFAY- WAL e Sl L

slaglionl fp 3 1) Cod (pp) HIE og el B Ll



IWAY 50l ¥ o)leds of wls oyl yac ) (5,908 g Csly) @y yid YOA

23S o |y Glojle cand g 058 bl dsgeoe (3 et
O oo o g o5 51 gy 1L (2B e ()
5 S jolpSS (Kb — elar] orladl Jolse Jols)
3y5 b Jolot g 4o 55 5 (Gl g (B> ol
5 H9d S b lil dd) (S as,e ol yide Jald)
(i 5 beo i) ()1 Jelse glyseinl & Cos (08
(IFE) (s Joolge oyl e ile 3pb 5 090 pladl
il b Gy (Cinds 5 b bli) 38l _Ls1s Jelye

g 4S5 Slos dunlie b cind g g8 LB 2535 0o (L))
P9 e (e ) dulilo g Cuatio bawgilo b duslio b 5 Jl>

5 425k olpae) LS8 5 5l e le ol s sl

i)l omile Gosb ol oad odlatul (03,5 Juass
JAS,86 (25 Jslse usle (EFEP (2)5 Jelye

2335 o 2l plesls Ly camio s (s 5 s )
(g gladly ( Jlo sladauly L3, jl (2)L5 Jslse
b e (IS e oy lsleas (6 )L slmayalos]
Ol ad sl aiload Sl 08 5 ()l slaayalos]
(03,5 Jemazs g ol (lpas) (LS 38 S5 5l 3  yile
(2)13) B3I olse byl e 4 - canl ososlisl

(Erabi, 2006) 3,4 o0 bl ;5 als o gy 5>

oo Cinds 5 g bl (513 Jolge lolids ) uy —)
g5 bl consd (Jole Vo U) e o) 2900 pasude |
Ot 2 7Y 298 00 wllSS (Rg8)cinsd b g 9 (Cuo d)
G Jolge 51 Sy 4 (B35 Sl bl il
(e St ) S B ((Camtlin ) ho G (S)g 0505 ot
Oj9 St 055 )bl I plgs oo 298 00 031 oLt
oeladl U colpd zen Gy cpl 43 0g0d edlatul a3

L1y Jolo jo 09390 mdg =Y . 25 S (golune 1l 00 00l

4-External Factor Evaluation
5-External Factor Evaluation

st S 1ol gy Jbos g 28 4 ()l L dhalas
YOVl abgel SO (g9 y dalllas ol ilazdly g, ondadl)]

T Gy ©ygots i > (Sib )l 51 e
aS ol oyl Jdodsason il Jols bt ccwl oad JuoSS
g Csto 31 Ghls p3ye g (S0 (D)1 (b SalyS
g Cesd o Jgmazo LaygiSh g a5l b yide p ()3 sne
olie; Oldlas ;505 551,55 52 (65508 Coonl 5l g
(Kavosi Klashmi, 2015) oilS" wgglS 4 a5 o0
s (Kohansal & Tohidi, 2015) s _og 9 JwigS
a5 0Ll (Poursaelehi et al., 2015) I, Ken ¢ pdlo s
5 @98 bli) (J31 bz (g5 o0 008 )] lllas 4 4255 L
"Cesd Sg)0te (g g s B) ()b Laee g (cin
Ol 9% e cpdr S 8 )y 3550 |y e IS
bl = o 5 590 MU elge o otes BeiS
S ol an 5 48,5 118 dalllas 3590 ol lyde cnd
g g Coy iand (g B LLE (p ke 45 0 sl

AelaS e cod 0bylL g9yt

595 9 319
s g 51 Lae 53 st 13 lojle (slacled de gasxa
090 4t bgyyo a8 0l else O 1> Jelge 295 0 plosl
2 @3l 293t ()l Jalse SLS g sin olojl
oleslw (S50 Jelse (opp aidlse lojl e J 58
anp byyo lellbl byl 5 (sanaiusd (691, p ks
gy 5, o, 3 oobial b ab bl cpl 3 o] Sliles
Slesln cobye 5 Gl i85 85 31> Julye il
aS laseSa ol coglyl Loyl 4 g odges (gloliss 1) 55l

y- Internal Factors

2- External Factors
3-Functional strategies



voa S Bl Jolge Judoxi' 85509, b oyl yie 5 (65105 Caond (5o judly (wy 0 o)) o g oy

53 4l ye 32 )3 e le cl 305105 352y duoliio LB Jalgs
Oy 45 S (ol B g Wi oo dulie o L Jole
U elms penly e G a8y dga st |y 3 yenl,
«lhodd Guwyile aS ol yal) den plpls wwl |yl
Lol 5 bl i3 oo &) i blis 5 b Ll dacas
A Jlezs

9 1B Gmyle) Ladpaly ooy sbo)lpl (655,84 525k
Gkl oo L plojlw (2)L5 5 (3D Jslee (SWOT
Jolgs onl b cuslie 3,53 50 Cu (o slo3 el g ouidosls
il ol doed 1 8lg)d 5 et Ao Kgd e (plulid
L Iyal flojlw 1o Wb a8 sl Sl paly s yd Ol
Sl colilsygb p 93l 03l l398 Cgonrl Sl ads o ]
salgs W3yl el 1555 1) slojles gbio 1 solis] Cuond
oo 51 dpaly (00 Bl Jos & 30 €85 Wl g 2909
Puspitasari et al., ) 3o Glowl oo plulis slbas ;S
(2013

045 5 Cao b e g8 bl ol (s anllas oyl o
olaastie Sl il lhde s Jpams 3 whe Jolgs Sl plaS 0
ol sadodlaiwl VWAY Jlo o glailbols” Gldlas g by ye
solatedy comdyge sl )eSl (so)l)> dnlidunyy bl (ul
A ()90 Egmdee W > laasie OLa () p
Sl lS 5 ylaasio a5 YOy baslidusyy ol 03
s > abgye plydej Slplo g (b9 clacs s
i bl o lp )5 JeeSS ey g e
ElsisyS Uil gy 5l adsse ol )3 ondisgleen (slaasl
Cowdds + VAL ply dolidiny S obL co s b ool
29y oop St Amd o Lt ]y gllae LL &5
Lol iy Ul s § s g sl sy oo
3y9-0 Olwlid)l5 5l (5 sz g gldie 9 Lodaly sl lawgs

el 48)5 )18 pllol g )y

b (apg) chnd bl 980 pasuie ¥ UV (g sl
38 5 (Cuoyd) wod blas . ailad o 8l 1) Y LY 5Ll
Oygo pl didd plaid] des & Wl o ) F o ¥ lyes
ol Voignds b g Yoins F = os8 F =ogb LLs oS
el yghaie (s 395 g0 dwlne Jole o )l (g el =¥
ol a3l jg o 1) Glojls g3 Jelss 5l sy 5o
Ohiltel gor =033, 5 00 )3 D> (gt G 2 9 0 pd
oSlee o ¥ pSlas o) JBlis oS 3980 dulne b
o 3L Y/ ) i8S ol g el ST .ol Y/
i )lad ggemeyd ((2)l8) (B Jelos il olejls
Sl ol 0l € A3L V1D I il (2les 0ye5 ST 9 (305)
S35 s Eyanars (s i Jelye 5 1 glosles o8

- Gl (G y8)
pladly cbge (oluj)l G ile diile (ola)lpl 229 Ly
GE, o) gy oo 5 2059 (cba et e S5 2
doupe S50ydoby Jao 5 Slo cllsw b (IE, BCG
sobdy g 039 Iay55 5 (AL g &S ()l o Ses
Dl o e ple o)1 35)LS sl dan 3 0308
wllas oyl )5 (Erabi, 2006) cusl (SWOT)' Cinds wsgd
Lasyaly oLl g () cter IET 5 SWOT py ile
ot o)1) 5 So SWOT s sle s oo 033 s
5 A3 Jolge 4y bayye clelbl by ol ol e a8 sl
g9 5k o 5l ool b alg o 9 A o dlio |y )15
WO sLnsyenly SO (slmd pal, :ales asl)l 5, al,
ol else 3,5 dumlic WT (sl yunly ST (glas punl,
ol dd slaisn o pdS—ie jl (2)L5 9 (3D
A g Gl Ge 8 bla g caxs bla dacisyd clasigs

dcgoome cpyiae U i 30 9 )b W s slagliad

1- Strength, Weakness, Opportunity and Threat Matrix
2- Internal-External Matrix



IFAY 5l o oyl F al ol phe ) 6y9ld g caelyy 4 pii Y

0¥ 3Lzl Ly lalo oyl 90 10V jlizel b olyie 651,

Cawl lyhe; SeiS gd dbli oy Singe

3 mb 039381 455 Lilidl clacad b ) Jgis illas

Cuond — 2 ,15b aue] J&15 Jolge Uyl i pile gl —Y Jgu
Table 1- Results of IFE Matrix-Price

4, bawgio  omud (339 09590 jue!

Cwlle 3945 Jo! 3Lsko! ad
. ) * ! Average Relative Weighted ’
Sign Internal factors Score - . Rank
rank weight rating
Cgd bl
Strengths
s1 Ol 220pleS Caid 36 3.27 0.16 0.51 3
Low cost
s2 238 51 o3 025321085 I 38 3.45 0.16 0.57 1
Increase in value added of processing
o 55 Lol
s3 babe Uiyl G52 37 3.36 0.16 0.54 2
Increase in value of exports
s blis
Weaknesses
JB g Jeo csil 5 3 Ul slodizjo 392
W1 K9S @)l g Slils
Existence the high costs of brand development, transport 13 118 0.06 0.07 5
, advertising and e-commerce
W2 B 2 G luy 12 1.09 0.05 0.06 6
Fluctuations in the domestic market
w3 O bosg? sl 3 slacioss ol 14 1.27 0.06 0.08 4
Make false and inappropriate prices by speculators
IS Caa cawlio (6185 Cuand > ualy D4
W N Pl e g 15 1.36 0.06 0.09 3
No pricing strategy for control and market management
W5 o Bl dpeeallcad 17 1.54 0.07 0.11 2
High price of the product in the domestic market
W6 Slisshis o ool 18 1.64 0.08 0.13 1
Low purchase price from farmers
W7 (e Ceos? 390 14 1.27 0.06 0.08 4
No price guarantee
ws ) b Sl b1 pae _ 17 1.54 0.07 0.11 2
Lack of knowledge of the price of competitors.
55
Total 231 1 2.34

ool g iz lacaasSh Jaasw alpls F Jods aub
O VY el L e sl glyite o s
g +I¥Y sl U (oolasl g ul8) b e wlwl p cucid

L e /7Y 5l L olwsiy ly— Slals slaciiss

el b5l g5 s pas cosl (G938 slacun ) (o picueal

Cosd ol yom ay /WY Lol b 4550l 53 nly oo
L L3, consd jl (alST pas o (J3h (sla)lil 5o 55 (UL
5 S e conlio ()5 Cad 3yl 395 5 <MY Ll
ol Jls Gns LB o ieten /0 el b ik co e

ol Canid o5k awsee]



YPV S5l il Jolge o 55K, b o e 5 (65108 Ceond 6los il y oy 2 ooy 5o 9 oy

Olie; Cead oo lil asuel S slaaigs oy yaenl

Cal

o g oIV Ll L Slpls 5Ly cad plugs o /F-

Lo /Y% 5Ll L Slae balil o olisej UL b

Cuond — (2, 5b aBuel (2 ) Jolge (5,1 omyile gl -2 Jgsa
Table 2- Results of EFE Matrix-Price

s - T e RS .L;‘o,
Colle F9p Jolgs sl Syl emeod o 0d%e S Ty
. Average Relative Weighted
Sign Internal factors Score . . Rank
rank weight rating
Cuoyd blis
Opportunities
Jyaze (sl (sneuds Cuad )l 5 Bl 5 5
Ol  Purchase agreements and provide guaranteed prices 23 2.09 0.08 0.16 4
for the product
02 silesiy sly S slocsSs 28 255 0.10 0.24 3
Promotional discounts for branding
obyrde (Jlo Ul olul e oSl Jpame Clplo
03 el 0.11 0.32
Export products with different qualities based on 32 291 1
the financial ability of customers target markets
L;)Lalﬁ]g a8, mwuﬁij
04 Set prices based on the competitive environment 30 2.73 0.10 0.28 2
and economic
R
threats
T1 o i o2 25 2.27 0.09 0.19 5
Despite the high cost of export
$1slo 53l ) Caosd los
T2 T2 IR 3 S Sy 34 3.09 0.12 0.36 2
Fluctuations in the export market.
Ceord 4y (21 ke Colus 4 2 g pac
T3 Lack of attention to foreign customers sensitive to 29 2.64 0.10 0.26 4
price
s celolib 5 e Ul s Cansd
T4 e stasl 2 0S5 st e S8 31 2.82 0.11 0.30 3
Saffron very high price on world markets
ke Caasd e 50 el (635,50
TS5 e asd o 2 Ol )95 poe _ 24 2.18 0.08 0.18 4
Iran's lack of influence in determining global prices
5y & ols
T6 DT 36 3.27 0.12 0.40 1
Currency instability
K
Total 292 2.09 1.00 2.71

SUL S «5)5iS 5l )3 Gl Candd g e el
- Caaud Dbl ¢ aoudd Cuoud 355 ¢ 31 a5l > o
55 515 i 53 s oo o> Ly 3 sla
-oke 5 Shle slajlil ) cwd jhbose JpuS LY g6

2 Ceasd lawg g Jgmame (UL cood jl corily g oo

sbodyly ((2)5 5 (b Jelos sl @l 4 @25 L
ol 0 o ¥ Jgdn 50 csd — ol asuel (odlpiin
mda 4SS Cowl lble )5 g (8w pllasay as g5 CBun
L =) sl oad Dl dply 90 Bun opl 3850 jslaio
9 Oasylae jd olyae; B dladlhio oo pllas sl



IFAY 5l oF oyl F ol ylyhe 559Ld g celyy 4 pis YAY

Cuond — U154 Aol (WT) aupd g hnd b o ino gl gy —F Joun
Table 3- Strategies based on weaknesses and threats (WT)- Price

R dpaly 9 dan

Planning (g3, b »

O oo O e Ol
Target Target and strategy Short Midterm Long
term run
ol Gus albble b 3 5 ()l b pllaiey do g8 # #*
Target macro Focous on justice pricing and
purchasing
V2l olyas; 30 (cladlaio e pllas sl % #
Strategy 1 Creation of regional exchange of saffron
Yl Shdle slaylib ) cuwdd jbais s # #
Strategy 2 Term control prices in export markets

6 5 4o

B 9 B Jslos g ple I Job s 4 a2 L
62138 31 (=0 03958155 il8l cd o us asede
Lol ol glhie (oblil (598 o8 aball (p Fares olyés
s gl cusl ol b ol o oliss sl
sl oLz (Pezeshkirad & Feli, 2009) L o 3, S,
)las 3 s lpl lhdss ey o SOl (n Fere
(cse 9552) )l i 958 «Sg sl 2)l3L 9 Sig sl
5 oL yomas 5 Sl slalil o ol =l olie sl
b 13k 530k sealaly

ol Cad allil aisel o8 (g2 yaaliy el @l
w09 Pl dbml 3ply oadin g ladpaly o 5l e e
2y 9 Jol caghgl 12 YINE Szl b gy (B> (sladaie
PYAY Ll b Slplo slaylib o cwd jbase Jus
M 53 Cosd 0ad plod Cunid slajuaie 315 515 po> Cuolyl
395 U gy cwliol § LA slacosd sbgl ( J5b
Cosd ik Copde 5 S Cap cuwlieo (6)135Cad 30,
WiaghiS b oml Ced (B L o Jgame UL
5 Bles b dd) Cud I T pas (e Cd 20
5 o8 brome el 1 Cuad (e g (e CaaS )
2 B U ol Jlse glag culis sl L oLl
Cosd o Jpbo )il o cad luwg il o Sl 250,
) S8 pae ¢Sl slalil ) ol (UL sl
ol Slael b 3 )l 25 Ol pas g Gl Cuasd e
syl) Sl limn 3 1) ()AL e Sl 9 4w

Sldsly pgd



FPY o5l Jalge el 509, b (ke 5 515 Cogd (5100 5001 (o35t oS00 3 Sho ey

Crond — (05 (50311 (u yilo gl -F Jgaa
Table 4- Results of QSPM matrix
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Ggd blis ( Strategy 1) (Strategy 2)
Strengths orgw Caylda pdly Calis Cuwlis 3yl Culis
Relative weight AS TAS AS TAS
Ol obplel Cuoid 0.16 4 0.64 0 0
Low cost
o9l 3l (53 03938105 alél 0.16 0 0 1 0.16
Increase in added value of processing
©lslo (5} Gl 0.16 0 0 2 0.32
Increase in value of exports
cind LS 0.06 0 0 1 0.06
Weaknesses
Sig s Sl g Slils J& g Joo cgilo 2y 0 UL gladsy s 2524 0.05 4 0.2 0 0
Despite the high costs of brand development, transport, Advertising and e-commerce
GBI ik 2 b plug 0.06 4 0.24 0 0
Fluctuations in the domestic market
O basgi csliol § 3" (sloia ol 0.06 4 0.24 3 0.18
Make false and inappropriate prices by speculators
J5S Ca calio (6l Cwd dyml) 340
il oo s 0.07 4 0.28 0 0
Not pricing strategy for control and market management
BB S5k > Jgare sl cad 0.08 4 0.32 0 0
The high price of the product in the domestic market
OliaskiS S el S 0.06 4 0.24 0 0
Low purchase price from farmers
(AT Cogd D95 0.07 4 0.28 3 0.21
Not price guarantee
L3, cosd 5l Uml?‘ pis . 2.44 0.93
Lack of knowledge of the price of competitors.
5
Total
Cuoyd blis
Opportunities 0.08 4 0.32 0 0
Jyame (lp (uodd Cuoid &)l g 88155 3 5 0.1 0 0 0 0
Purchase agreements and provide guaranteed prices for the product
Silobiy lp Slls slaciiss 0.11 0 0 0 0
Promotional discounts for branding
Gan gyl b i Jbo oblg wlol iz bbewasSl Jaame wlypplo 01 4 04 3 03
Export products with different qualities based on the financial ability of customers target markets
@laidl g ) bz (bl y Cuod o
Set prices based on the competitive environment and economic
e 0.09 0 0 0 0
Threats
©llo U auie 92 012 0 0 4 0.48
Despite the high cost of export
Lol 2 Cuosd plog 0.1 0 0 1 0.1
Fluctuations in the export market.
Ceod 4y (21 (b e Conlus & a2 g5 pae 0.11 0 0 4 0.44
Lack of attention to foreign customers sensitive to price
@LP db")‘)'l’. » u‘)"-‘) LSUlf )L‘“" Caosd 0.08 0 0 3 0.24
Saffron very high price on world markets
o Cosd 0 3 ol )II5,30 pae 0.12 0 0 4 0.48
Iran’'s lack of influence in determining global prices
By els pe 0.06 0 0 1 0.06
Currency instability
5 0.72 2.04
Total
Sum total 3.16 2.97
Priority strategy 1 2

e slaaidly 1zl
Source: results of study.
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~Cogsl 5 oy sladdllae 4> (Kavosi Kelashemi, 2015)
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¢y blog il slasdllas > (Kohansal & Tohidi, 2015)
ol slog 39y b olnl pliej lple (Lol )
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o 33l OaeolieS 1D (o) dme jebay )l &5 Sllws &S
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ol s JS i 3 (Hoseini & Ghalandari, 2007)
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Abstract

Saffron is considered as an important crop for farmers of the Khorasan Razavi province due to the
ability to create high employment and generate appropriate income. Problems of saffron producers in
marketing and export has caused this product not to be in a good position in the world market despite its
high quality. Therefore, the study of marketing mix as one of the most important factors affecting
marketing of saffron in the region seems to be necessary. In order to identify the strengths, weaknesses,
opportunities and threats of marketing mix of saffron, a strategic factor analysis approach was used in this
study. The required information was collected through face-to-face interviews and completing a
questionnaire with managers and experts of saffron producing and exporting companies in Mashhad and
Torbat Heydarieh cities in 2015. To investigate the validity of the questionnaire, the questionnaires were
reviewed by supervisors and consultants and several experts. At first, some initial questions were
completed and using the Cronbach's alpha method, the reliability coefficient was 0.79. The results of the
internal factor matrix showed that the weaknesses overcome the strength and, according to the results of
external factors matrix, the points of opportunity are superior to the threat. The results of the study
showed that the increase in the value added due to saffron processing with a score of 0.57 and export
value with a score of 0.54 are the most important strength and low purchase price of farmers with a score
of 0.13 and a lack of knowledge of the price of competitors with a score of 0.11 are the most important
weaknesses in marketing mix price. Also, the export of the product with different qualities based on the
financial ability of target customers with a score of 0.32 and price determination based on the competitive
and economic environment with 0.23 are most significant opportunities, and the volatility of the exchange
rate with a score of 0.4 and a price fluctuation in the export market with a score of 0.36 are the most
important current threats of saffron marketing. The general results obtained from the status analysis
matrix indicate that the saffron processing factor strategies are defensive. Therefore, according to the
results, the strategies of establishing a regional exchange market for saffron and long-term control of
prices in export markets with the aim of paying attention to pricing and fair purchase are suggested.
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