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INTRODUCTIONHumans have consumed herbal medicinesto meet their basic needs for treating ill-nesses and relieving pain since ancient times.In the last century, concerning the develop-ment of the chemical medicine industries, themechanism of the pharmaceutical industryhas evolved. Over time, the awareness of theadverse effects of chemical drugs on plant-based medicines has raised considerably.Therefore, in today’s era, the herbal medicineindustry is one of the few two-digit growthindustries (Roediger & Ulrich , 2015). Themain reason for the Chinese, the German, andthe American consumers to believe in herbalmedicines is the fact that 42.9% of them statethat these products are healthy for humans(Sevil, 2016). According to Ayazi (2017) theexperts of the herbal medicines market inIran, people are willing to use herbal medi-cine and their eagerness has been growingover the past several years. On the otherhand, the number of herbal drug manufactur-ers has also increased. Regardless of the in-creasing number of herbal drug users as wellas herbal drug production in the country, un-fortunately, the market share of herbal med-icines is less than 0.3% of the total sales ofdrugs, resulting in not having an effectivecontribution over chemical drugs (Jamshidi,2016). It seems that market segmentation,which is one of the most important stages ofimplementing targeted marketing, has beenforgotten. Based on effective market segmen-tation, it is possible to identify customer’s at-tribution and select the appropriate sectorsfor targeting the market, providing an appro-priate market position, and achieving com-petitive advantage by creating a distinctivecompetitors, leading to increasing profitabil-ity. These market agents should also findways to identify, formulate, and execute theirmarketing strategies by more accurately andeffectively identifying customer’s behavior.The purpose of this study was to identify theappropriate factors for the segmentation ofthe market of herbal medicines and then theprofile of the customers’ cognition about

these products. Moreover, based on the mostimportant characteristics of each section, ap-propriate strategies should be presented toeach section, in such a way that customers’satisfaction with different characteristics andproductivity gains in the production and mar-ket segment can be realized. Herbal medicine has had a long history.Documents obtained from the Native Ameri-can, Chinese, Egyptian, and Persian physi-cians show that plants were used to treatmany diseases. At that time, herbal plantshave been the only natural treatment. In thelast century, by the development of syntheticdrugs, the mechanism of the drug industryand pharmaceuticals has undergone com-plete changes, and chemical drugs have beenmainly available to treat diseases. The adventof synthetic drugs led to forgetting the roleand importance of medicinal plants. How-ever, awareness of the adverse effects ofchemical drugs as well as their side effectshas gradually resulted in the popularity anddesirability of herbal medicine (Chen & Burg-ers, 2017). Thus, nowadays, herbal medicineis considered as one of the few industrieswith double-digit growth, causing the in-creased production of medical plants by thedeveloped countries in recent years (Yosini,2012). Iran has many potential to produceherbal plants because of desirable conditions,such as good climate, fertile soil, and so on.Some types of plants are solely devoted toIran on the one hand, and the quantity ofmedicine herbs in Iran is equivalent to thewhole herbs produced in united Europe, onthe other hand, turning Iran to the greatestsupplier of medical plants and herbal medi-cine (Gheybi, 2018). Although herbal plantsinclude more than 2,500 species, they haveunfortunately allocated only $ 70 millionworth of medicinal herbs, which is worth $124 billion. Iran, which used to be one of thepioneers of pharmaceutical plants in the past,has now fallen to 60 in the world and itsshare is only less than 0.4 percent of the totalworld trade in herbal medicine (Yavari,2018).
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Moreover, despite the high consumption ofdrugs by the Iranians, especially for arbitraryuse, non-prescription of domestic consump-tion is even very little. According to Kheyri(2018), director of Public Relations of thePharmaceutical Society of Iran, the total percapita consumption of medicine in Iran is 3times the global standard. Each Iranian hasan average of 339 medications per year,which is 4 times the global rate. Unfortu-nately, per capita consumption of herbs inIran is 25 grams per year. Meanwhile, in Ger-many, consumption is 900 grams per personand 2500 grams in the United States. In a sur-vey conducted by the World Health Organiza-tion in 2017, it was found that about 80% ofthe population of developed countries reliedon therapies based on herbal medicine.According to the Iran Ministry of Health andMedical Education (2018),  about 3 percentof the Iranian population use herbal medi-cine. There are 655 types of herbal medicinesand 4,200 types of chemical drugs in the Iran-ian market. Of course, according to the Direc-tor General of the Office of Natural andHerbal Medicine in September 2017, the pop-ularity of these products has increased sincefive years ago. In the report of the WorldHealth Organization(2018),  the number ofherbs listed in the drug document in Iran was655, the number of herbs used in the produc-tion of herbal medicines was 599 species, andthe number of producing companies was 103(HajiMirRahimi , 2017). Despite the popular-ity of these products and the increasing num-ber of companies involving in this industry, itdoes not have the appropriate position basedon its potential. Thus, there is a question that why there islittle market share in Iran. Not only has notthis market had any success in domestic mar-ket, but abroad market, such as Arabic or cen-tral Asia markets, have also been forgotten,denoting lack of accurate plan for export. Itseems that little market share originatesfrom neglecting or inability to executive tar-geted marketing. The first phase of targetedmarketing is segmentation. Market segmen-

tation refers to division of whole market intosegments whose members have different fea-tures in each segment. Market segmentationis based on the assumption that the con-sumers have different interests and expecta-tions, which demands marketing activities tobe compatible with those features and inter-ests of each segment (Kotler & Armstrong,2013). Selecting the dimensions as well as al-gorithms for segmentation is important be-cause accuracy and reliability of resultdepend on such decisions. By considering thecustomer’s feature in each segment, interestsof each segment about these products andtheir weaknesses, or the reason for purchas-ing and none-purchasing are introduced re-garding customers’ viewpoints (Diaz &Hoefkens, 2009). This cognition providesgood intuition for entrepreneurs to producegood ideas; for manufactures to focus onthese ideas; and for marketing department torealize customers’ needs individually ratherthan as a mass, finally leading to macro-levelprosperity and advances in this industry (i.e.,herbal medicine). Hence, the present studyaims to answer these questions: what are themost appropriate bases for the segmentationof this market? What are the most importantcharacteristics of the customers of each seg-ment? And what is the best marketing strat-egy for entrepreneur, producer, andmarketing department for realizing the ex-pectations of each segment?
METHODOLOGYBy adopting a mixed-method approach, thepresent research benefited from qualitativeand quantitative methodologies. As to thequalitative phase, an interview has been con-ducted. The participants of the study in-cluded all those people who went topharmacies for the purchase of herbal medi-cines. Purposeful sampling was used in thequalitative section. Interview sessions werecarried out with the participation of 30 peo-ple including 10 clients who went to herbalmedicine pharmacies, 10 traditional physi-cians who armed the customers with medical

Targeted Marketing in Herbal Medicine ...  / Sherej Sharifi et al.
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consultations at the pharmacies, five man-agers in the manufacturing department, andfive university professors majoring in Mar-keting Management. In fact, interviews weredone to identify the effective factors on thedecision of herbal medicine purchase. Straussand Corbin’s method has been used to ana-lyze the data in the qualitative section. Codingin Strauss and Corbin’s method consists ofthree stages including open, central, and se-lective coding, which are conducted throughcontinuous comparison method. Interviewstranscripts were also loaded in MAXQDA 10software. On the other hand, the quantitativemethodology involved the administration ofthe questionnaire among 460 consumers ofherbal medicines. The rationale for the num-ber of participants lies in the Secaran’s(2011) justification that the items of thequestionnaire (n=46) should be ten times forhaving a reasonable number of participants(n=460). It is noteworthy that the question-naire identified the customers’ featuresbased on the categories emerged from the in-terviews. Participants’ sampling in the quan-titative phase was based on classifiedmethod. In the qualitative section, the con-struct validity of the interview has also beenachieved by designing interview questionswith respect to different aspects and not fo-cusing on limited questions. In addition, in-ternal validity of the interview was obtainedby the selection of purposeful samples, byopen coding in the development of concepts,categories and their characteristics, by thecentral coding for the development of rela-tionships between categories and subcate-gories, and by selective coding in theintegration of the categories. Finally, externalvalidity has been accomplished with perfectdevelopment and description of the data. Onthe other hand, by doing accurate andthoughtful considerations on the interviewprocess and by creating structured processfor the implementation and interpretation ofinterview, its reliability was achieved. As tothe quantitative validation of data, contentvalidity ratio test (CVR) was used to measure

the validity of questionnaire. The validity co-efficient was found to be more than 0.69 foreach item, indicating the reasonable and ac-ceptable measure of validity. The results ofthe reliability measurement of the question-naire, which was measured through Cron-bach’s Alpha, also acknowledged thereliability of questionnaire. Factor analysiswas used to optimize the measurements. Thevalue of the index of the adequacy of the sam-ple size and also the significance level of theBarlett test calculated (Table 2). As to dataanalysis, K- Mean approach was used to de-termine the number of segments. In fact,among the split clustering algorithm, K- meanapproach is considered as a common methodfor market segmentation. Moreover, this is anon-hierarchical clustering method that isfaster than the hierarchical clustering algo-rithms, and is used for the abundance of data(Secaran, 2011).Based on the qualitative reviews, the maincategories and paradigm of the research wereobtained (Table 1 and Figure 1). Finally eightmain categories were identified as factors in-fluencing the decision to purchase herbalmedicines. Then, based on the findings of theinterview and studying theoretical founda-tions of the current research a questionnairewas developed. The value of the index of theadequacy of the sample size is higher than 0.5that is the indicative of the adequacy of thedata. Also, based on the significance level ofthe Barlett test (Table 2), factor analysis wasfound to be an appropriate tool for identify-ing the model.The results of factor analysis show that outof 46 items, 8 factors can be extracted. These8 factors are the criteria for segmentation.Factors were designation in term of themeasure what a shared reality and accordingto the items they cover. 8 categories, includ-ing concern about health, distribution, prod-uct characteristics, price, purchase intention,attitude, advertising and life style.to under-stand that these factors covers what percent-ages of the criteria required forsegmentation, two indexes include Primary

Targeted Marketing in Herbal Medicine ...  / Sherej Sharifi et al.



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, 
9(4), 3

31-346
,  Decem

ber 201
9.

335

Targeted Marketing in Herbal Medicine ...  / Sherej Sharifi et al.

Selective coding: The main categories Market categories of herbal medicines (central codes)

Psychological dimension (Awareness about health) 1. Awareness about health A) Awareness of inner feelings B)Awareness of the disease2. Stress and worry about the disease A)about your illness B) about family related illness3. confidence inherbal medicine A) side effects B) drug interventionPsychological dimension(Life style factor) 1. Satisfaction of life A) belonging B) self-respecting 2. Enjoy lifeA) communication ability B) fell successful 3. Security considera-tionsBehavioral dimension(Purchase purposes factor) 1. Use of herbal medicines to prevent A) introduction to friendsand relatives b) recommend to other people 2. consumption forcosmetic and hygieneBehavioral dimension(Attitude) 1. Belief about healing properties A) the interest in using naturalmaterials b) belief about consulting services c) enjoy the flavor ofmedicine
Marketing mixture 1. Advertising: A) Branding 2. Distribution A) number of phar-macies and traditional medicine center b) physical structure ofpharmacies c) availability 3. Price A) purchasing power b) will-ingness to pay 4. Product characteristic A) packaging B) taste c)standards d) appearance of drugs

Table 1
The Main Categories and Their Constituent Codes

Eigen Values and Explained Variance calcu-lated. The above-mentioned categories were thesub-divisions of psychological, behavioral,and market dimensions. Then, a new struc-ture was built based on the extracted 8 cate-gories. Table 3 shows the values for 8 factors.They explain 63.4% the variance of the vari-ables.  Before implementation of k-means ap-proach for data analysis, appropriate numberof cluster was recognized with Akaikes Infor-mation Criterion (AIC). Accordingly, the mostoptimized number of cluster is where largedistance ratio is observed. AIC criterion valueand distance ratio were calculated from 1 to12 clusters. Analysis indicated that the mar-

ket segmentation to four clusters was consid-ered as the best state (Table 4). DaviesBouldin index use distance criteria with clus-ter center for calculating sum square withingroup (SSW) and center combination crite-rion for calculating sum square betweengroups (SSB). This index definition is basedon the lowest SSW and the highest SSB. Whenthis index is minimum, clustering will have abest quality (Momeni, 2011). Results demon-strated that, clustering to four clusters had abest quality. Besides, variance analysis wasimplemented into clustering. In ANOVAAnalysis, four meaningful different clusterswere created (Table 5) 

KMO test 0.88

Barttlet’s test (Chi-square) 6846.24Degree of freedom 1035
p-value 0.000

Table 2
Barttlet’s and KMO Test
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Figure 1. The paradigm model results from research in the qualitative section
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Factors Health
concern Distribution Product

characteristic Price Purchase
intention Attitude Advertising Life 

style

indexesPrimary Eigen values 15.061 3.399 2.292 3.116 1.744 1.391 1.108 1.060Explained variance 32.741 7.388 4.982 6.773 3.791 3.024 2.408 2.305
Cronbach’s alpha 0.73 0.70 0.73 0.70 0.80 0.78 0.70 0.84

Table 3
Eigen Values and the Percentage of Explained Variance

Targeted Marketing in Herbal Medicine ...  / Sherej Sharifi et al.

Number of
clusters

Akaike’s information
criterion (AIC) AIC changea Ratio of AIC

changesb
Ratio of distance

measuresc

1 4861.7872 4148.219 -713.568 1.000 1.3853 3645.069 -503.150 0.705 1.4324 3306.955 -338.114 0.474 1.4825 3093.168 -213.787 0.300 1.2596 2932.465 -160.703 0.225 1.0417 2779.809 -152.655 0.214 1.3568 2678.785 -101.025 0.142 1.0579 2585.626 -93.158 0.131 1.04010 2497.795 -87.831 0.123 1.29411 2439.904 -57.891 0.081 1.08712 2390.148 -49.756 0.070 1.020

Table 4
Number of Clusters Based on AIC Criterion

Mean square Df Mean square Df p-value

Product features 32.804 3 0.268 456 0.000

Price 126.643 3 0.449 456 0.000

Distribution 77.573 3 0.452 456 0.000

Advertising 126.080 3 0.660 456 0.000

Concern about health 26.762 3 0.323 456 0.000

Life style 42.512 3 0.360 456 0.000

Purchase intention 21.685 3 0.480 456 0.000

Attitude 22.851 3 0.300 456 0.000

Table 5ANOVA Analysis for Each Cluster
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The mean of all factors is greater than the ex-pected average 3 (Table 7), so, the center ofgravity of the variables and the resultant valuesare in favorable conditions. This indicates theimportance of these factors from the con-sumer’s point of view; the findings of the de-scriptive studies of the variables of the researchprovide valuable insight for the researcher todevelop practical guidelines and marketingstrategies to pay more attention to the itemsmentioned by herbal medicines customers.The segments were titled based on final cen-ter of clusters (Table 6). Segment 1 with 236members was entitled customers with positiveattitude who were interested in their healthstatus. The members of this segment were as-signed higher weights to all characteristicscompared to other segments, except product

specification. Segment 2 with 55 members wasentitled customers with negative attitude whowere reluctant to their health status. The cus-tomers of this segment were assigned lowweight to all factors. Segment 3 with 94 mem-bers was entitled lifestyle-oriented potentialcustomers who were assigned highly-moderateweight to more categories, except lifestyle. Seg-ment 4 with 75 members was entitled price-oriented potential customers who wereassigned highly-moderate weight to more cat-egories, except purchase intention and adver-tising. The following tables present thecustomers’ profile of each cluster as well asmarketing strategy guidelines based on finalcenter of clusters, highlighting the importanceof each category in cluster concerning the cus-tomers’ viewpoints.

Targeted Marketing in Herbal Medicine ...  / Sherej Sharifi et al.

Features / segments 1 2 3 4
1 Product characteristics 3.96 2.60 3.62 3.182 Price 4.56 2.02 3.17 4.073 Distribution 4.40 2.65 4.26 3.014 Advertising 4.58 2.92 3.87 2.165 Concern of health 3.73 2.59 3.88 3.156 Life style 3.56 2.51 4.48 3.067 Purchase intentions 3.51 2.45 2.94 2.918 Attitude 3.74 2.56 3.42 3.20

Table 6
Final Center of Clusters

Factors Average Variance SD

1 Concern about Health 3.53 0.50 0.702 Lifestyle 3.54 0.64 0.803 Consumption Intension 3.16 0.62 0.794 Consumption Habit 3.29 0.60 0.785 Attitude 3.45 0.45 0.676 Product Attribution 3.60 0.48 0.967 Price 3.85 1.28 1.128 Distribution 3.98 0.96 0.989 Advertising 3.85 1.48 1.22

Table 7
Description Statistics of Selected Factors of Psychological, Behavioral and Marketing Mix Dimensions
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Factors / Proposed strategy for manufacture and marketing department

Concern about healthThe customers of this segment are strongly interested in their health status. Therefore, the quality of products and suit-able organic diet should be highlighted in advertising.
Life styleThe customers of this segment assigned a high weight to life style. Therefore, interpersonal communication and increasing senseof belonging should be highlighted in advertising in order to increase the buying frequency and also amount of purchases.
Intent to buy and useThe customers of this segment assigned a high weight to purchase and consumption decisions. They try to obtain herbalmedicines and they recommend them to their friends. They use herbal medicines in order to preventive, beauty and treatmentadvantages. They are loyal customers. Therefore, all of them persuade others to consume these products as a marketer of theproducts because in addition to their purchasing frequency they positively advertise the products. Implement incentiveschemes for loyal customer is recommended. They pay attention to receiving consultations before making purchase decisions.Therefore, the consultation department should be strengthened on the one hand and more time should be spent for thosewho visit this department on the other hand. In identifying the intention to buy and use the fallowing marketing concept willbe useful:-Attention to the model of psychological value and lifestyle (vals). This model identifies consumers according to thecharacteristic of consumer interest in two dimensions. - Economic and material dimension and psychology dimension. Con-sumer are sensitive to the cost believe that benefit is in terms of the economy and discount received and consumer who areconcerned about their health and have a positive attitude towards these product are looking at the benefits of the psychologicaland physical aspect. These considerations should be used through marketing department.
Attitude  The consumers pay much attention to the trust made by the consultants. They also highlight the role of instruction and putmuch value on the presence of consultants and physicians in herbal pharmacies. Consumers’ satisfaction matters, as well.
Product characteristicsThey believe that product specifications are important and they know the observation of hygienic standards as a factor di-recting their purchasing decisions. In their view, acquiring required standards by production department and introducingthese standards to the consumers of the products is an important factor motivating them to purchase the products and mak-ing them be satisfied with the products. They believe that producers should more think about the importance of packingand the labels of products. Product label and the product instruction introducing the content of packs and the advantagesof products can motivate these customers. Producers and marketers should further work on product profile proportionalto the expectations of these customers.They believe that the appearance of herbal medicines is not acceptable. However,marketers remind them, that in the process of producing herbal plants no color or additive is added to them in order to in-crease the attractiveness of their appearance.The flavor of herbal medicines was focused, demanding producers to considerthis point in organic production on behalf of the customers.  Syrup, pill, Powder, and drop derivations of medicines shouldbe more diversified.The consumers of this segment prefer local products. However, the local production rate is low. Therefore,it is necessary to design a plan to increase the production rate and to build and exploit herbal medicine factories inside Iran.
PriceThe customers of this segment assigned a high weight to the price. Therefore, producers should bear in their mind that theyshould provide appropriate prices. However, when there are high prices, they should explain the causes of such prices to thecustomers.In addition, similar to chemical medicines, herbal medicines should be covered by insurance companies, whichlead to reducing consumers’ costs, especially when they are used for treatment purposes, not merely for beauty purposes.
DistributionAvailable distribution channels should be re-assessed, it is necessary to increase the number of herbal medicine shops acrossthe city. These customers give an importance to the physical structure of pharmacies offering herbal medicines. Therefore,those pharmacies which have targeted such customers should pay more attention to the renovation of the physical space oftheir pharmacies in order to attract the customers. 
AdvertisementConsumers usually rely on their previous conceptions and experiences in shopping; this requires an advertisement donefor the purpose of informing the consumers regarding the newly-produced herbal medicines.Advertisements can involvethe customers’ minds, and increase their capacity and information in the purchase process.Recognition of abstract featuresof human beings can play an important role in advertising. According to 3M1 model, women were found to be in favor ofunity and peace, and such personalities can make the advertisement more successful. However, men have the potential ofbeing separate and individualized focusing on selfishness and self-happiness (Braund & Kumar, 2003), which are affectedby advertisement. Advertisement should be stimulating enough to create an atmosphere in which the customers’ mental-ities are affected by that (Kotler, 2013). Moreover, advertising tools can simultaneously be used in order to make the ad-vertisement of herbal medicines more successful. 
1 Meta-Theoretical Model of Motivation (3 M)

Table 8
Description of the Characteristics of Segment 1 and Providing Guidelines for the Characteristics of This Segment
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Factors / Proposed strategy for manufacture and marketing department

Concern about healthThis cluster consists of consumer who have negative attitude toward herbaceous medicines. In compare toother segments, the consumer in this segment has low scores for health orientation, perceived value and alsoperceived effectiveness. Therefore, informational promotional campaigns and incentives such as free samples,price reduction and free health consulting may motivate the consumers to try herbaceous medicines. Thesecustomers assigned a very low weight to the components of health. They are disinterested in their health sta-tus. Consulting along with provide incentives can change their attitude about this products and maintainingtheir health.
LifestyleThis study indicate that perceived value, health orientation, perceived effectiveness with their aspects suchas sense of belonging, sense of accomplishment, sense of health, believe of herbaceous medicines in offensiveharmless and curative and so on are construct which guide consumer preference that can be used in promo-tional campaigns directed at any of the herbaceous medicines market segment.
Purchase and consumption intention People in this section focused on ineffectiveness or less impact of herbal medicine, suggesting combinationof herbal products together and production of herbal medicine with a faster and more lasting effect. Theyrefer to hygiene and standards, and believe that the full concept of herbal medicine due to soil and seed andfertilizer pollution does not really matter. it is recommended to The production section to receive ideas fromplant and agricultural experts for the improvement and reform of soil, fertilizers and seeds, which is a productof absolute organic production and health, and on the other hand, by further mechanizing the process of con-version and production to realize Most quality standards of these products.The concept of motivation in avoid-ing the risk (consciously, physically, psychologically hazardous) can stimulate the intent of buying andconsuming. Marketing advertising should be consistent with reducing risk. The concept of purchasing a herbalproduct without any subsequent complications, without additives and chemicals, is a reduction of the physicalhazard of motivational concepts for buying intent.
Attitude The member of this segment has a negative attitude about these products. Marketing department should pro-vide them with real references i.e. they should introduce people who have used the products before or cur-rently buy them in order to attract the confidence of the customers. In addition, marketing department shouldcollect the feedback of customers or should distribute questionnaires between consumers in order to findthat why they distrust herbal medicines (Marangoz & Paksoy, 2014).
Product characteristics, price and distribution In the probable purchase decision, they should work on their attitude and concern for health or their lifestyle.As long as they are indifferent to health, it’s natural that they do not think at all about the features of the prod-uct, price, and distribution.
Advertising Advertising the health and safety of herbal medicines in which no chemical substance is used can attract thecustomers with negative attitude. Therefore, the concept of natural medicine should be explained via arrangingpublic information campaigns.Clarifying the differences between herbal and chemical medicines seems ben-eficial in reducing consumers’ confusion. The public sector should propagate the knowledge and informationassociated with the importance of herbal medicines because the consumers announced that they are notaware of the advantages of herbal medicines.The customers of this segment distrust herbal medicines. There-fore, marketers should provide them with real references, they should introduce people who have used theproducts before or currently buy them in order to attract the confidence of the customers.In addition, mar-keting department should collect the feedback of customers or should distribute questionnaires between con-sumers in order to find that why they distrust herbal medicines.

Table 9
Description of the Characteristics of Segment 2 and Providing Guidelines for the Characteristics of This Segment



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, 
9(4), 3

31-346
,  Decem

ber 201
9.

341

Targeted Marketing in Herbal Medicine ...  / Sherej Sharifi et al.

Factors / Proposed strategy for manufacture and marketing department

Concern about health, attitude, product characteristic, distribution and advertisingThe customers of this segment assigned more than average weight to these factors, so similar strategieswith segment 1 are recommended.
Purchase and consumption intension The customers of this segment assigned more than average weight to this factor. Strategies similar in segment2 are suggested.
Lifestyle The customers of this segment assigned the maximum weight to life style. Measuring the dominant values   ofa person and the value-value approach using the list of value (LOV) model or questionnaire can be done. Themodel of the dominant values   in the two general categories of exterior with subscales (sense of belonging, re-spectfulness, security and pleasure and pleasure), and individual value and internal nature with subcultures(self-perfection, arousal, sense of progress and self-esteem) he does. Identifying consumer dominant values   will be effective in identifying lifestyles and consumption patterns of consumers (Stremersch, 2008). The con-sumer, with internal dimensions, cares about the quality of the product he is buying, avoids additives and doesnot have side effects, is traditionalist and nationalistic, and believes in the cultural indicators of domestic prod-ucts, and that he can rely on domestic herbal medicines And on the other hand, it has contributed positivelyto the market and the profitability of this market. While the consumer with the external dimension is morelikely to be consuming the day and avoiding natural products and giving them a greater sense of pleasure thanlife and entertainment, for example, the treatment of chemical drugs with a rapid effect, for the purposes ofprevention and the beauty of surgeries Choose beauty.

Table 10
Description of the Characteristics of Segment 3 and Providing Guidelines for the Characteristics of This Segment

Factors /Proposed strategy for manufacture and marketing department

Concern about health, life style, attitude, product characteristics and distributionThe customers of this segment assigned more than average weight to these factors, so similar strategies withsegment 1 are recommended.
Purchase and consumption intension and advertisingThese two factors were assigned less value. Strategies in segment 2 are suggested.
PriceThe customers of this segment assigned the maximum weight to price. Media-based advertising and displayingthe procedures of processing herbal medicines, which implies the difficulty of work, the quality of work, andthe health of medicines, can change these customers’ mind from the value of money to the advantages of themedicines.The production section is strongly recommended to benefit from mechanization in the process ofplanting, maintenance, and harvesting herbal medicines. Attentions should be paid to increasing the mecha-nism of transforming the herbal plant to herbal medicines, leading to increase in their production and reductionin costs within the local market. Similar strategies of segment 1 are recommended.  

Table 11
Description of the Characteristics of Segment 4 and Providing Guidelines the Characteristics of This Segment
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Targeted Marketing in Herbal Medicine ...  / Sherej Sharifi et al.Section 1 is the most profitable sectionwhose requirements can be considered bythe manufacturing and market department.Section 2 is in contrast with section 1. Basedon the theoretical foundations of non-profitmarkets, it might be better to have the leastcost and planning to attract members of thissection. In section 3 and 4, many of the eightcategories were assigned highly-moderateweight, which are similar to section 1. Inves-tigation of the average of the factors in these

sections confirms such similarity. It appearsthat based on the proximity of the features ofsections 1, 3, and 4, similar strategies can beproposed in closely-related cases regardingthe fact that in section 3, more emphasis wasplaced on life style, while section 4 empha-sized price. Large members of these threesections (i.e., 1, 3, & 4) can be considered asthe target market for manufacture and pro-ducers of herbal medicines.
Segment/ Demographic DimensionSegment 1 with 236 members Segment 2 with 55 members Segment 3 with 94 members Segment4 with 75 members

-56.5% men-42% between26-35 age-40% based oneducation are master andhigher than master-38%employee
60% men-48% between26-35 age-54% based oneducation are lesser thanbachelor-40% employee

58% men-38% between26-35 age-50% based oneducation are master-41%employee
57% men-41% between26-35 age-36% based oneducation are bachelor-57% have a job in market

Table 12
The Number of Members in Each Section and the Characteristics of Each Section from the Demographic Dimension

Descriptive resultsThe discretional results in demographic di-mension of the surveys indicate that con-sumers were more likely to be between theages of 26 and 35 and 18 to 25, so they couldbe considered as target markets. To succeedin this target market, it should be investi-gated and its needs and interests should beconsidered, as well. Investigations are doneconcerning the potential diseases in theseages and the introduction of appropriatetherapeutic options for these diseases. Thisage range is more likely to be associated withneurological and digestive problems causedby stress, labor, and sleep, and are, to a lesserextent, affected by Alzheimer’s, arthritis andarthritis, osteoporosis, blood pressure, dia-betes, and respiratory problems, resulting inthe recommendation of production and mar-ket sectors to produce, advertise, and supplyappropriate drugs. Surveys in the field ofbeauty and the production and introduction

of appropriate drugs are done to meet thebeauty concerns of this age range. For exam-ple, people in this age range worry about thehealth of the skin, hair, nails and fitness,which demand introducing appropriateremedies for eliminating or reducing theseconcerns. Anti-wrinkle creams and lotionsare likely to be needed. In the field of preven-tion of disease and aging, as well as the pre-vention of drugs, the proposed drugs shouldreinforce the therapeutic aspect, for example,special medications for strengthening the im-mune system or preventing the loss of hered-itary hair or considering that the targetmarket includes the busiest individuals whospend a lot of days working in organizationsand organizations. This requires the produc-tion and the market sectors, with their per-ceptions of their engagement, to formulatethe drug according to their conditions. Itseems that herbal pills and capsules are eas-ier to eat than snacks or syrups. The market
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segment focuses on the packaging, size, andpackaging of the packages, according to thetrend and interest of the target age range.Fashionable packages and small ones aremore preferable than a large package with aclassic design for this age range. Advertise-ment planning should also be considered.The majority of people in this age range areuniversity students, employees of organiza-tions, sports club enthusiasts, and activistsand visitors in cultural settings. Moreover,gyms and sports stadiums, or an adjacentproximity to a large luxury shopping mall, theretirement center, school, or nursing home orif the advertising teaser is scheduled, beforeappealing serials, the advertising schedulefor the audience of this age range is appropri-ate to be done at night. However, if the elderlywere the target market, it is more appropri-ate time in the morning. These people do nothave much time to watch television, being nota good medium for communication and ad-vertising, since most people in the spectrumare internet-driven and interested in virtualnetworks, and these networks are usuallyavailable to them, which makes media virtu-alization to be more suitable for information,persuasion, and reminder.Demographic studies also show that mostconsumers have a bachelor degree or higherfor whom the detailed and complete explana-tion of the benefits and properties of thesedrugs, the method of preparation, the de-scription of its mechanism of influence on thebody, possible complications and other infor-mation are important. Educated people try toget the drug in a more valid way and theycare about the advice and prescription of thedoctor. The structure of the pharmacies, ad-vertising within the pharmacies, and the ap-pointment of a counseling physician is veryimportant for them, which needs to be wellattended.Demographic studies suggest that most ofthe consumers are employees. The ease ofusing medication and drug design in the formof tablets and capsules for these people willbe more practical. The survey found that

most consumers had a moderate upward in-come level, which would be of interest to themarket and production sector, having greatimportance to the quality, standards, andpackaging of the product.Findings reveal that the gender roles areclose to each other. The advertising sectionwill provide them with special promotions.To maintain the men’s motivation, it would beappropriate to use male sports and cinematicsuperstars whose favorable opinion and ten-dency can be appropriately used in advertise-ments, or to design the advertisement withan emphasis on the separation-oriented fea-tures of men and the bonding-preference ofwomen by the marketing sector.
DISCUSSIONThe present research identified the effec-tive factors on decision to purchase herbalmedicines, segmentation of customers basedon the identified categories, and determiningthe customers’ profile of each segment. Sim-ilar research has been done in this regard re-gardless of specifications in the issue ofherbal medicines and the role of marketingin development of this market. For example,Ahmadi,  et al., (2010) conducted a study en-titled “the segmentation of medicine marketbased on neural network approach” usingself-organizing map. They identified 6 differ-ent segments of customers in drug market byadministration of a questionnaire based onKotler’s pattern in market segmentation. Ho-seini and ZiaeiBide (2012) carried out astudy entitled “the segmentation and deter-mination of the profile of green consumersusing self-organizing maps”. The study wasan attempt to segment green market basedon demographic, behavioral, and psycholog-ical characteristics and to assess the relation-ship between each variable and the greenconsumers’ behaviors. As to the results, foursegments were determined and named as ex-treme green, potential green, dark egoisticand extreme darks. Findings revealed thatdemographic variables, including age, sexand income, and psychological and behav-

Targeted Marketing in Herbal Medicine ...  / Sherej Sharifi et al.
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ioral variables, including individual values,religious fanaticism and environmental atti-tude, and knowledge played a key role in pre-dicting green consumers’ behavior. Williamsand Heller (2007)studied the segmentationof green consumers based on their environ-mental attitude and knowledge. They dividedgreen consumer’s market to three segmentsincluding non-aligned, active greens, and un-defined markets. Literature shows that, up tothe present, no research appears to havebeen done in herbal medicines. The results ofthis study indicated that herbal medicinemarket can be divided and there are many in-terested customers. In fact, each segment re-ferred to the importance of categories,sensitivities, and shortcomings about theseproducts. By identifying the effective factorson purchase and consumption decision inherbal medicine, the shortcoming and weak-nesses in the field of the market and the pro-duction of this product were discovered.Strategies to eliminate or reduce these short-comings were presented, as well. Strategiessuch as list of value in pattern and theories oflifestyle can lead to creating motivation forusing herbal medicines. According to percep-tual and motivation patterns, strategies canhelp how to make purchasing and consump-tion intent. Also, it was illustrated that howthe strategies of advertising programs shouldbe formulated based on the profile of individ-ual attitude, personality, concern abouthealth, and hygiene. Finally, it was highlightedthat what aspects of product features wereimportant for customers, which is empha-sized by the production and market segmen-tation. Consumers preferred local productcompared to Chinese and Indian importedherbal medicines. This demands producersand entrepreneurs to present ideas for in-creasing the production of medicinal plants,presenting ideas to increase types of medici-nal plants and to increase the conversion rateof herb to herbal medicine (Jasemi et al.,2016). Consumers were concerned with hy-giene standards and production quality. Pre-senting ideas to mechanize more phases or

process of production, to enhance the qualityof herbal medicine (pure nature) by purifyingthe soil from the pollutant is recommended.Consumers believed that herbal medicineswere expansive, which needs presentingideas for increasing production and decreas-ing the cost, leading to lower price. They alsofocused on ineffectiveness or less impact ofherbal medicine, suggesting combination ofherbal products together and production ofherbal medicine with a faster and more last-ing effect. Consumers also pointed out thatthe flavor of herbal medicine (syrup anddrops) was very bad, which recommends en-trepreneurs and manufacturers to improvethe flavor of the drug or make it tasteless. Itshould also be noted that maintaining loyalcustomers is very important, which requiresthe marketing departments to provide serv-ices for the sake of their satisfaction, such asloyalty card. Entrepreneurs, manufacturing,and market section should be aware of theabove-mentioned issues and try to developand implement the best strategies to createvalues for customer and simultaneously forthis market and industry (i.e., herbal medi-cines). The present research was done to ob-tain accurate data by unstructuredinterviewing. Data were analyzed based on K-Mean approach, which is an appropriate toolin the field of clustering based on theoreticalfoundations. Moreover, validity assumptionswere met. However, concerning the limita-tions, it seems that the use of panel group inthe qualitative section as well as the com-bined algorithm in the quantitative sectioncan increase the validity of the research. It isalso recommended that this project can beperformed with combination algorithms. Onthe other hand, the result of this study iden-tified 8 categories as effective factors in thesegmentation, explaining 63/6 percent of thevariability of the variables. It is suggestedthat other categories, which might affect thepurchase and consumption decision of herbalmedicine (a relative 40 percent role), shouldbe identified.

Targeted Marketing in Herbal Medicine ...  / Sherej Sharifi et al.
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