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marketing strategies for achieving sustainable competitive
advantages are of the factors that help the survival of producers
of agricultural organic products. Although, there are evidences
of the growth of organic farming in Iran but, there are no
useful information and proposals for making marketing strategies
in organic production holdings for producers and traders. For
this, we assessed the influence of three effective elements
include marketing approach, pricing and the sale of organic
products in Iran. The study was based on the factor analysis,
explorative interview and structured questionnaire. The study
population was composed of 20 experienced experts and 118
organic agricultural producers from the various regions include
Tehran, Khorasan-e-Razavi, Guilan, Khoozestan, Kerman, Ko-
rdestan, Qazvin and Isfahan for the periode of Jan 2014 to
June 2015. It was found out that the main barriers to the devel-
opment of organic products and their markets include inappro-
priate packaging, high transportation costs, the lack of unit
manager and inconsistent strategy, market-making and cus-
tomer-orientation, weak public advertisement, the lack of trust
to organic brands at national level, and weak state support.

Ab
st
ra
ct

International Journal of Agricultural Management and Development  (IJAMAD)
Available online on: www.ijamad.iaurasht.ac.ir
ISSN: 2159-5852 (Print)
ISSN:2159-5860 (Online)

1Assistant Professor, Faculty of Management and Accounting, Allameh Tabataba'i University, Tehran, Iran
2 Ph.D. Candidate of Business Management, Faculty of Management and Accounting, Allameh Tabataba'i University,
Tehran, Iran
* Corresponding author’s email: mohammadiann@gmail.com



In
te

rn
at

io
na

l J
ou

rn
al

 o
f A

gr
ic

ul
tu

ra
l M

an
ag

em
en

t a
nd

 D
ev

el
op

m
en

t, 
6(

2)
: 2

49
-2

56
, J

un
e,

 2
01

6.

INTRODUCTION
The success of a company depends on two as-

pects of strategic adaptation. The first aspect is
related to the marketing and competitive strate-
gies which should be adapted to target cus-
tomers’ demands and intentions and to the
emerging competition realities of the market.
This requires the continual modification of com-
petitive strategies and the quality of the prod-
ucts. The second aspect is the strategic
adaptation and effective implementation of the
strategies which depends upon the coordination
of orga national structure, policies, procedures
and resources with the selected strategy
(Kayryakov, 2010). General Motors Company.
is a good example. It acquired a sustainable
competitive advantage in a certain time span by
planning and coordinating its activities with an
emphasis on customers (Nikolova, 2012). Mar-
ket-oriented companies are more distinguished
and responsive than other companies because of
their personnel’s continuous concentration in all
departments and levels on customers’ require-
ments and the competition conditions of the
market (Arabska, 2013a). Thus, it can be said
that it is necessary for companies to formulate
proper marketing strategies and to implement
them effectively in order to acquire a sustainable
competitive advantage (Enamorado, 2012). Ac-
cording to Malcolm Baldridge’s survey in 2013,
82% of senior managers believe that it is more
difficult to implement a selected strategy than
to design an optimum strategy. Various Iranian
organizations have, also, applied the methods
and tools of strategic planning. However, they
have not often acquired the parameters of com-
petitive advantage (Arabska, 2013b).

Given the lack of reliable data and in-depth
studies in organic field and the need for strategic
planning of the marketing of organic products,
a huge gap can be seen in studies on marketing
strategies of organic products resulting in issues
and problems of strategic plans of organic prod-
ucts including high prices of the products, high
cost of brokers, lack of access to market, im-
proper packaging, improper spatial distribution
of processing industries and high costs of trans-

portation resulting in the loss of interest for the
consumption of organic foods in domestic mar-
ket and consequently, the loss of the production
and supply of these foods (Ebrahimi and Reza-
panah, 2010). Therefore, the present study ad-
dresses the development of the market of
organic sector with a particular focus on mar-
keting strategies.

Literature review 
In an empirical study by interviewing with 62

marketing and non-marketing managers of Amer-
ican companies, Jaworski and Kohli (1990) con-
cluded that profitability is the result of
market-orientation, not one of its components.
They introduced market-orientation as an appli-
cation and on the basis of marketing thought and
suggested that the translation of marketing
thought into action creates market-orientation.
According to their definition, market-orientation
is to create smartness about customers’ current
and future needs throughout the organization, to
disseminate this smartness among different parts
of the organization and to thoroughly respond
to this smartness. In this sense, market-orienta-
tion brings about a progress from the act of just
selling towards the understanding of customers,
their problems and needs and the attempts to
find solutions for their needs. In addition, in
terms of market smartness, they paid a special
attention to the consequences of market-orien-
tation and the effect of state laws, competitors,
technology and other environmental forces.
They proposed an index for estimating market-
orientation known as MARKOR in their subse-
quent studies in 1993. The market-orientation
index was proposed on the basis of three com-
ponents – creation of smartness, dissemination
of smartness and response to smartness – in
which 20 items were included. The main fea-
tures of this index included (i) the emphasis on
customers and forces affecting their needs and
preferences, (ii) the use of items that are based
on activity not on business philosophy, and (iii)
the distinguishing of general market orientation
and its constituent components. Narver and
Stanley (1990) stated that market orientation is
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a culture that provides the behavior required for
the buildup of more values for shoppers in the
most effective and efficient way and conse-
quently, provides superior performance for the
business. They reviewed previous results and
defined market orientation as a concept com-
posed of three behavioral components: customer
orientation, competitor orientation and internal
concordance of the organization. They named
their index for measurement of market orienta-
tion as MKTOR. In their next study, Slater and
Narver (1994) reviewed the moderating effect
of environmental variables on yield and found
it to be negligible. They, however, concluded
that market orientation positively influences the
performance in all conditions. In a study on
market orientation and environment, Deshpandé
and Farley (1988) suggested that market orien-
tation and attention to the environment are the
main elements of marketing and are important
factors for enabling companies to understand the
market and to design proper product and service
strategies for meeting customers’ needs and de-
mands. O'Cass and Ngo (2007) stated that or-
ganizations that pursue market tendency are
likely to have better performance because they
have a close relationship with customer per-
formance. Demiyurek (2010) mentioned dissat-
isfaction with the performance of organic
products marketing companies, the hardships of
producing organic products, the lack of syndi-
cates of organic products producers and the use
of traditional methods instead of scientific meth-
ods for the production of organic products as
some challenges of organic systems. Raju et al.
(2011) studied SMEs in 1987-2008 and found a
significant relationship between market ten-
dency and the performance of the enterprises.
Arshad and Othman (2012) studied the effect of
market orientation and social responsibilities of
242 firms in stock market of Malaysia on their
performance and found that market orientation
and social responsibility are of the most impor-
tant business strategies in building superior per-
formance for the firms. In addition, they
reported that market-oriented firms integrate
market-orientation activities with their business

strategies. Ogbonna and Ogwo (2013) studied
the effect of market orientation on the perform-
ance of insurance firms in Nigeria and revealed
that the engagement of firms in market orienta-
tion activities improved their performance.
Hilman and Kaliappen (2014) studied the effect
of market orientation activities on the perform-
ance of the firms. Their target population in-
cluded 475 three-star-rated and above hotels and
they collected the data by an electronic ques-
tionnaire. They used hierarchical regression
analysis for testing the relationship among the
variables. They reported that hotels in Malaysia
use customer orientation and competitor orien-
tation as their main marketing strategies and
their customer and competitor orientation have
positive, significant relationship with their per-
formance. Wilson et al. (2014) investigated the
relationship of market orientation and (strategic)
alliance orientation with business performance
in hygiene, medical and biotechnology indus-
tries in Canada with the statistical population
being made of the managers in relevant organi-
zation. They found that market orientation and
alliance orientation were significantly and pos-
itively related to the performance. Furthermore,
they showed that the influence of market orien-
tation on performance was stronger than that of
alliance orientation. In a study on the relation-
ship between market orientation and firm per-
formance with a look at the moderating role of
business environment, Shehu and Rosli (2014)
used 640 SME managers in Nigeria as the sta-
tistical population out of which 511 managers
filled out the research questionnaire. They used
structural equation modeling for data analysis.
They found a significant relationship between
market orientation and firm performance, but
there was no significant relationship between
business environment and firm performance.
They, however, showed that business environ-
ment as a moderating variable can play a role in
the relationship between market orientation and
firm performance.

MATERIALS AND METHODS
The present investigation was a practical study
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in terms of objective because it was aimed at de-
signing marketing strategies for organic prod-
ucts. The procedure was a questionnaire survey
and the tools for data collection were explo-
rative interview and questionnaire. The study
population was composed of 20 experienced ex-
perts and 118 organic agricultural producers that
were sampled from the various regions include
Tehran, Khorasan-e-Razavi, Khoozestan, Ko-
rdestan and Kerman, Guilan, Qazvin and Isfa-
han as a simple random sampling technique for
the periode of Jan 2014 to June 2015. To meas-
ure participants’ opinions, data were collected
by a structured questionnaire. Furthermore, in
accordance with the fact that the research was
aimed at designing marketing strategies for or-
ganic products, the opinions of experienced ex-
perts and managers of some successful organic
production companies were used.

RESULTS AND DISCUSSION
According to interviews and the data, the de-

cision about producing of organic products in
Iran is not made on the basis of such assess-
ments as market assessment, whilst most viable
business plans involve general information
about market assessments. We assessed 14 im-
portant criteria in organic marketing in Iran
(Table 1). The Iranian organic producers are rel-
atively aware of their competitors at national
and regional levels (Table 1). However, they are
ignorant of customers’ needs. Although, the
knowledge and skills of farm managers are rel-
atively high but the planning and strategy for or-
ganic aren't evident. Rossetto (2002) indicated
that lack of well design marketing plan could be
a weakness for Italian wine-makers and ex-
porters, as more and more competitors, such as
the US, Canada, Australia with well planned
marketing strategy.

The organic producers have limited or even no
advertising (Table 1). Also, the results showed
high rate of interest for organic farming and the
low extent of sale in organic sector. 

This was according to the Dehdashti and
Pourhosseini (2013) findings. They explained
that there were positive and significant relation-

ships between sale and marketing strategies with
the sale performance. In addition, low rate of
state supports, trust to organic brand at national
level, low product diversity, price, farm manage-
ment and financial planning were seen (Table 1).
Trehan (2007) and Mira and Karimi (2012)
showed that the equity for product brand was the
most important concept of marketing. Other
studies showed that within the discipline of mar-
keting dynamics, various studies state supports
for organic production and use of financial
measures of brand equity to analyze the short-
and long-term effects of marketing actions and
polices, such as advertising and price promo-
tions (Srinivasan et al., 2010;  Buil et al., 2013).
If organic farms and products are regarded as
product supply and their sale as demand, it can
be said that their equilibrium has been lost
which would affect their production at regional
level. It is necessary to build trust and change
consumers’ behavior and visions in order to de-
velop the domestic market on the basis of the
development of organic products. The compa-
nies need to develop strategies which encourage
the growth of brand equity (Keller, 2007). Ac-
cepting the logo of organic product as a symbol
of trust is one step towards introducing organic
products in market and avoiding their confu-
sion with ecological products by consumers
(Arabska, 2014). Therefore, it is necessary to
have a pricing scheme, to design sale and pro-
motion strategy and to have an appropriate man-
agement for rationalizing the investments on
organic production. On the other hand, the con-
version of production procedure to organic has
some advantages and disadvanges including of
responding to environmental requirements, ac-
quiring competitive advantage in marketing,
higher prices of purchase and diversity of prod-
ucts and clear target market, respectively. 

The ecological and environmental conditions
in most parts of Iran afford appropriate oppor-
tunities for organic products (Table 1). There-
fore, it can be said that the returns of organic
products were higher than traditional farming
systems. 

Some of the Iranian farmers such as pistachio

Marketing Strategies for Organic Products in Iran / Mohammadian and Dadashi
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and saffron farmers, attempt to find alternative
marketing channels for exporting to other coun-
tries where there are customers with more ap-

propriate shopping behaviors and more exten-
sive demands. Organic crops are not adequately
advertised in Iran whilst imported processed or-

Marketing Strategies for Organic Products in Iran / Mohammadian and Dadashi

No. Criterion 1 2 3 4 5

1
2
3
4
5
6
7
8
9
10
11
12
13
14

Unit manager and inconsistent strategy
Attention to market and customers
State supports
Trust to domestic organic brand
Advertisement
Diversity of products
Price
Sale
Competitors’ recognition
Farm management
Strategy formulation
Financial planning
Interest for organic farming
Ecological and environmental conditions

●

●
●

●
●
●

●
●

●
●

●
●
●

●

Table 1: Estimation of 14 studied criteria from the viewpoints of experienced experts of organic products

Figure1: Proposed model for designing strategy for organic prod-
ucts (Arabska, 2014)
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ganic olive (with usually higher prices) are more
famous and demanded even though the stan-
dards of lifestyle is low in Iran. The change in
organic products supply-demand balance is di-
rectly related to the general development of this
sector (state policies, production, processing,
trade, research and innovation, training, infor-
mation constitutions, etc.). 

In a study, a model was proposed for design-
ing organic marketing strategy including four
marketing mix elements (product, price, promo-
tion, place) (Figure 1). The model presumes ap-
propriate knowledge and science in organic
production and management as is the case for
product marketing.

CONCLUSION
Our study revealed the barriers and challenges

of agricultural organic production and market-
ing in Iran. The most important requirements to
develop organic sector is to improve organic
farmers’ finance and to develop producers’ trade
unions and systems instead of the over-reliance
on state supports. Policies must be for encour-
aging and motivating rather than imposing strict
controls on producers. The strategies of this sec-
tor should be based on initial assessments of the
current status and should periodically ensure the
current status. Also, these strategies should be
based not only on financial criteria for support
but also on increasing the awareness and knowl-
edge, the effectiveness of the trainings, scientific
and research activities. Importance should be
placed on risk management and its prevention
during the control, distribution, labeling and
brand-making for the product. Since the lack of
information has become a preventive factor for
the development of this sector, an organization
is required to give information about the advan-
tages of organic products to customers on the
one hand and to producers, processors and
traders on the other hand. Big chain stores can
be the main platform for the supply of the prod-
ucts where customers can visit and shop. Train-
ing activities should be based on practice and
trainees’ needs and capabilities. In this sense, it

is crucially important to use appropriate and
specific literature.

Unfortunately, there was no close relationship
between scientific and research organizations
and real life in most cases in Iran. Producers’
network plays a key role in marketing and prod-
uct processing as the integration of organic agri-
culture with tourist.

E-commerce should be actively used in this
sector because it creates plenty of opportunities
for the access of interested customers and for the
change. Given the determinative role of price in
purchase decision-making, it is absolutely neces-
sary to consider the difference between organic
products and traditional products and the advan-
tages of the organic products. The structures ac-
tive in organic activities in private, public and
non-profit sectors are not coordinated at present.
However, bigger problem is that they are far
away from the real problems of producers,
processors and traders. A better environment can
be fostered for the development of organic sector
by introducing ‘environmental services’ i.e. mar-
keting strategies (especially for domestic market).

RECOMMENDATIONS
The present study which considered organic

sector and related market developing in Iran has
focused on the important issue of the extent of
interest to organic production and marketing
planning. The acceptance of organic products
does not suffice as a tool for sustainable devel-
opment and the change in customers’ behavior
in order to create interest in them for the con-
sumption of these health-based products. Mar-
ket prices are the main element for customers’
decision-making to buy on the one hand and for
producers’ decision-making to produce on the
other hand. The easy access to global market
and the appropriate price of raw materials have
led the organic sector in Iran to be based on ex-
port. Priorities and broadening of state supports
(financial, etc.) from organic products can put
this sector in a winning position and help it to
greatly grow in future. However, local supply-
demand and domestic market for these products

Marketing Strategies for Organic Products in Iran / Mohammadian and Dadashi



In
te

rn
at

io
na

l J
ou

rn
al

 o
f A

gr
ic

ul
tu

ra
l M

an
ag

em
en

t a
nd

 D
ev

el
op

m
en

t, 
6(

2)
: 2

49
-2

56
, J

un
e,

 2
01

6.

255

are very weak and do not respond to the local
organic production, whereas imported processed
products are welcomed in domestic markets
even with higher prices. The present study found
the main problem to be the approach in financial
supports in Iran and national programs as well
as the lack of a real marketing program and the
lack of strategy designing policy. The need for
supplying the knowledge and information about
organic products (the value of organic products
in customers’ views) and farm management,
price control, pricing, value-added, sale, distri-
bution and promotion is obvious. Therefore, the
present study introduced a model for designing
strategies in organic farms in which the main
emphasis is put on environmental priorities and
market assessments, marketing mix elements
and feedback of strategy implementation.
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